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Available Market 


venient coupons for requesting 


This is the ninth annual “Market Data Issue” of ADVERTISING 
Ace. Starting on Page 45 and continuing through Page 145 will 
be found a special section devoted entirely to market data. In it 
there is a description of more than 1,500 pieces of market data 
available from media, trade associations and other sources. Con- 


out this section. Check through this wealth of material, write 
down the numbers of items you want, and then use the handy 
coupons to request the data you would like to receive. 


Data Is Cataloged 


this data are scattered through- 


ANPA Consent Decree Makes ‘Recognition’ 
Less Important, More Nearly ‘Automatic’ 


By Stanley E. Cohen 


WASHINGTON, May 2—On the ba- 
sis of the consent decree negoti- 


ever terms they please. However, 
ANPA as an association is pre- 
cluded from a number of activ- 


ated by the ANPA with the De-|ities, including any action to es- 
partment of Justice, it is apparent |tablish or stabilize commissions, 
that other publishing associations |encourage or discourage recogni- 
will not be able to get a voluntary |tion of any agency, or influence 
settlement of their anti-trust cases |Tates charged to advertisers who 
without abandoning any recogni- | place advertising directly. 

tion system which discriminates | 


against agencies that want to de-|# From the government’s stand-| 


viate from a standard commis- 
sion. 

The ANPA settlement does not 
infringe the right of individual 
publishers to do business on what- 


World Ad Volume 
Hit $3 Billion in 
‘55, IAA Is Told 


Lever, Colgate, P&G 
Are Listed Among Top 
World Advertisers 


New York, May 3—World ad- 
vertising, excluding the U.S. and 
Canada, was estimated today in ex- 
cess of $3 billion. 

This estimate was made by the 
International Advertising Assn. as 
it released results of a survey at 
its eighth annual convention. 

The survey, made by the IAA 
research committee, covers adver- 
tising expenditures in 22 countries. 
Country-by-country tables show 
breakdowns by media, estimates of 
the advertising done by U.S.-owned 
eompanies, names of the leading 
advertisers and information on the 
number of advertising agencies. 

Reports received from the 22 
countries show a total expenditure 
of $2,788,000,000 for 1955. No re- 
ports were received, however, 
from Cuba, Mexico, Brazil, Vene- 
zuela, Puerto Rico, Italy, Norway, 
Spain, Portugal, Israel, Syria, Iran, 
Iraq, India, New Zealand and 
South Africa. 


= The IAA points out that past es- 
timates on Cuba, Mexico, Italy, Is- 
rael and South Africa alone “would 
account for at least another $150,- 
000,000. In total, it would appear 
that advertising expenditures 
throughout the world, excluding 
the U.S. and Canada, would have 
reached in excess of $3 billion in 
1955. It is interesting to compare 
this with U.S. domestic adver- 
tising expenditures, which will to- 
tal $9 billion in 1956.” 

Reports filed with the IAA also 

(Continued on Page 157) 


| point, probably the most important 
|provision is section IV (c) (3), 
| which says that so long as ANPA 
| provides credit ratings it is “en- 
joined and restrained from refus- 
ing to rate any advertising agency 
which applies in writing for a 
rating.” 

While this means agencies have 
a right to a rating under the de- 
cree, the government agreed to a 
provision which specifies the 
qualifications of agencies that are 
entitled to ratings. 

Under this proviso, the agency 
must be able to show that: (1) it 
assumes liability for full perfor- 
mance of its contracts with news- 
papers; (2) makes prompt pay- 
ments; (3) is morally responsible; 
(4) is engaged in the business of 
developing and servicing and plac- 
ing national advertising in news- 
papers, and (5) maintains a min- 

(Continued on Page 161) 


Okie Is President, 
Mathes Chairman 
of Mathes Agency 


New York, May 4—W. T. Okie, 
vp of J. M. Mathes Inc. since 1944, 
today was named president of that 
agency. He succeeds James M. 
Mathes, who, at 67, becomes chair- 
man of the board. The moves to- 
ward “broadening administrative 
authority” were made necessary, 
the agency said, by a “rapidly ex- 
panding volume of business.” 

For Ted Okie the promotion to 
the agency’s presidency culminat- 
ed a 23-year climb from the mail- 
room. It was in that mailroom that 
he started with Mathes in 1933 
after graduating from Dartmouth. 
The agency ladder for him includ- 


tion, traffic, art and copy. 

A director of the agency since 
1945, the 44-year-old agency chief 
has been concentrating recently 
on new business and plans board 
matters in addition to serving as 
group supervisor on Canada Dry, 
an account which takes up the at- 

(Continued on Page 161) 
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MAKE FRIENDS WITH MARTELL 
.. as much a part of France as Mont Si. Michel 


Te ee ed mee Boe ee ent 


GRAND TOUR—Browne Vintners 
Co.’s new campaign for Martell 
cognac highlights famous French 
landmarks. This four-color page, 
running in the June Holiday, fea- 
tures Mont St. Michel. Doherty, 
| Clifford, Steers & Shenfield, New 
York, is the agency. 


| 


$100,000,000 Gain... 
Ad Expenditures 
in Newspapers 
Gained 17% in ‘55 


BofA Reports Dailies’ 
$695,000,000 Figure Is 
Well Above Magazines 


New York, May 3—Newspapers 
never had it so good—as in 1955, 
that is. Last year national adver- 
tisers spent $695,000,000 in the 
medium—just about $100,000,000 
more than in 1954. 

The Bureau of Advertising, 
ANPA, thus exultantly reported a 
total 17% better than 54 and about 


by advertisers in magazines. 
Automotive advertising in news- 
(Continued on Page 157) 


$45,000,000 more than was spent) 


| “Major Consumer Complaint’... 


Ad Coupons Are ‘$150,000,000 Waste’ 
in Grocery Selling, SMI's Mott Says 


Shake Off ‘Marxist’ 
Thinking, Dichter 


Tells Business Men 


South Benp, May i1—‘“Stop 
thinking like Marxists,” Ernest 
Dichter, president of the Institute 
for Motivational Research, Croton- 
on-Hudson, N.Y., chided business 
men at the fourth annual spring 
conference of the Sales and Adver- 
tising Executives Club of St. 
Joseph Valley, Ind. The conference 
is co-sponsored by the University 
of Notre Dame, where it was held 
last week. 

The “Marxist” thinking Amer- 
ican business men are guilty of, 
according to Mr. Dichter, is that of 
making decisions based on a “so- 
called” pattern of business cycles 
rather than their own initiative. 

“We had better start depending 
on our own power and initiative 
‘rather than on the way business 
|eycles may affect our operations if 
we are to have ever increasing 
prosperity,” he said. 

“If there is prosperity, let’s take 
credit for it,” he continued. “We 
made it. Otherwise, we are going 
to ruin it if we don’t stop thinking 

(Continued on Page 157) 
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SMI Head Says 50% of 
Supers Don’t Ask Buyer 
to Match Coupon, Item 


CLEVELAND, May 4—The bulk of 
the $150,000,000 spent for advertis- 
ing coupons to boost grocery sales 
is going down the drain, according 
to Joseph P. Mott, president of 
Super Market Institute. 

In a speech prepared for de- 
livery here Sunday, May 6, at the 
opening of the institute’s 19th an- 
nual convention, Mr. Mott charges 
that coupon handling by super- 
markets has become a major cause 
of delay and inconvenience at the 
checkout stalls in most supermar- 
kets. 

A recent survey of operator 
practice at the checkout, Mr. Mott 
says, shows that “nearly 50% of 
the operators no longer require 
the customer to justify each cou- 
pon with the merchandise or spe- 
cific brand for which it calls. All 
coupons are deducted from the 
total purchase. 


“That practice has become a 
trend which is constantly grow- 
ing,” Mr. Mott says, “and the rea- 
son is obvious. The number of 

(Continued on Page 160) 


Canadian P&G President 
Urges Bigger Budgets 

as Economic ‘Mainspring’ 
Toronto, May 2—The role of 


advertising in contributing to the 
bright economic future of Canada 


ed every rung, including produc-| 


Last Minute News Flashes 


Jack Tarcher Joins Lennen & Newell 

New York, May 4—Jack D. Tarcher, formerly a vp at Biow Co., 
will move to Lennen & Newell, which will begin to handle the Benrus 
watch account on July 1. Mr. Tarcher has also been long associated 
with Julius Wile Liquors and Seeman Bros., but apparent conflicts 
will prevent these accounts from going to L&N. The conflict arose 
when Lennen & Newell acquired the Bourbon de Luxe and Hill & Hill 
brands of National Distillers Corp. (combined billing $1,500,000), 
previously handled by Lawrence Fertig Co. Ed Ridley, who has worked 
on the Wile and Seeman accounts for years, has not yet joined an 
agency. Wile and Seeman may elect to go to the agency Mr. Ridley 
joins. Allyn Schilling, advertising manager of National, told AA that 
the reason for the switch is that “Fertig has been carrying too big a 
work load. It entails no criticism of the agency.” 


Sears Committed to National Ad Venture 

Cuicaco, May 4—Announcement Tuesday that “Sears, Roebuck & Co. 
will take its first major step in national advertising this fall with in- 
sertions of color pages in a group of national magazines” represents 
only the first step in a sustained program of national advertising 
which is expected to put Sears into the ranks of leading national ad- 
vertisers next year. The Mayers Co., Los Angeles, is Sears’ national 
agency. 


Victor Chemical Will Move to Buchen 
Curcaco, May 4—The Buchen Co. will acquire the Victor Chemical 
Works account July 1. Victor’s current agency is Russel M. Seeds Co. 
(Additional News Flashes on Page 161) 


Boost Ads 50 Cents a Week per Capita 
to Enter U.S. Market, ACA Is Told 


got a full scale workout at the 
41st annual convention of the Assn. 
of Canadian Advertisers, con- 
cluded today. 

W. E. Williams, keynoting the 
convention, said that advertising is 
“the major, indispensable, market- 
ing force and the genuine main- 
spring that keeps our economy— 
and the one to the south of us— 
alive, healthy and growing. It is 
not merely a coincidence that the 
country with the highest living 
standard in the world has the 
highest per capita advertising ex- 
penditures, nor that with the sec- 
ond highest standard of living the 
second highest advertising expend- 
itures.” 

Mr. Williams, who is president 

and general manager of Procter & 
Gamble Co. of Canada, went on to 
say that belief in advertising is es- 
sential: “You must believe it is 
a good and necessary force. While 
there may be an occasional charla- 
tan in the field, you must believe 
advertising to be essential to in- 
dustry.” 
s Among advertising’s limitations 
are its inability to replace good 
research, proper manufacturing, 
good design or good over-all man- 
agement, Mr. Williams said. 

He noted that in 1932 P&G de- 
cided a dollar in advertising would 
have twice the impact it had had 
in 1929. And when it began to 
spend on that theory, its im- 
provement in market position was 
the greatest it ever had shown. In 

(Continued on Page 160) 
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Brewer Uses McL 


aglen to Personify 


Texas Saga in Buccaneer Beer Debut 


Mans man Veter MAclagien sings 
2 PET 


juccaneer ,... 


uv 
the hasty brew!" 


PLANNED PIRACY—Apotheosizing a 
Texas Gulf Coast tradition, Victor 
McLaglen was featured in Gulf 
Brewing Corp.’s ads to introduce 


its new Buccaneer‘beer. The prod- | 


uct was first tested in Corpus 
Christi. 


Agencies Increased 
51% Between 1948, 
1954, Census Finds 


WASHINGTON, May 2-—The 
Census Bureau reported today 
that preliminary tabulations of its 
1954 census of business showed 
5,077 advertising agencies, with 
receipts totaling $3,244,949,000. 


Adman-Brewer Features 
Regional Legend; Sales 
Double Planned Volume 


Houston, May 1—Gulf Brewing 
Co., which produces Grand Prize 
beer and distributes it in Texas and 
surrounding states, is inaugurating 
Buccaneer beer, using a combina- 
tion of scientific surveying and 
dramatic merchandising. 

Buccaneer beer made its debut 
last week at Corpus Christi, where 
the residents of the city began their 
annual celebration of Buccaneer 
Days, a kind of South Texas Mardi 
Gras. Movie actor Victor McLag- 
len was the star of Buccaneer Days 
—and he also is being featured in 
the advertising for the new beer. 

The beginning of distribution 


shiver our timbers! 
WHO DRANK ALL THE 
BUCCANEER? 


ee ee ee en 


meet a apne tappey 


toved wae © ~ 


? NEW HOOVER 4 cnste 
the cleaner 

- that walks o 
= 


Hoover Campaign 
Launches New 
‘Airborne’ Cleaner 


Cuicaco, May 2—A canister-| 
type vacuum cleaner that “floats” 
across a carpet via a thrust of} 
exhaust air out the bottom of the! 
unit was introduced to distribu- | 
tors here yesterday by the Hoover | 
Co. Now in general distribution | 
and just beginning to go on retail, 
the new cleaner will be introduced | 
to the general public by a major | 
ad campaign beginning May 19. | 

What the Hoover designers | 


have done is to take the exhaust | 


IN THE CLOUDS—The Hoover Co. will launch a major advertising 

campaign May 19 to promote its new canister-type vacuum cleaner 

that “walks on air” via a redirected flow of exhaust air out of the 
bottom of the unit. Leo Burnett Co. is the agency. 
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‘Woman's Day,’ 
A&P Deny Violation 
of Anti-Trust Law 


Cuicaco, May 2—The Great 
Atlantic & Pacific Tea Co. and 
Woman’s Day filed a joint answer 
yesterday in U.S. district court in 
reply to an anti-trust suit brought 
last month by two wholesale and 
23 retail grocers in this area (AA, 
March 12). In the answer, A&P 
and the magazine deny all charges 
that they violated anti-trust laws. 

The other defendants in the 
suit—General Foods Corp., Mor- 
ton Salt Co. and Hunt Foods Inc. 
—have until June 6 to answer the 
charges. The case has _ been| 
assigned to Judge William Camp- 


Advertising Age, 


Exhibitors Will 
Pay Democrats’ 
Convention Rent 


By L. 8. Botts 


Cuicaco, May 2—By a curious 
stroke of fate, a hardy band of 
national advertisers may be paying 
most of the rent for this year’s 
Democratic national convention, 
but not for the Republican conven- 
tion a week later. 

They will be exhibitors in an 
“American Showcase” exhibit lo- 
cated in 30,000 sq. ft. of the Inter- 
national Amphitheater—a couple 
of partitions away from the big 
arena where all the political 
wrangling will be going on. 

Their audience: More than 2,000 
Democratic delegates and alter- 
nates, 5,000 press people and at 
least another 5,000 visitors and 
hangers-on. In addition, if they are 
lucky, there may be a shot at the 
50,000,000 who will be hanging on 
every move via the tv screens. 


® At this stage the “Showcase”— 
which is unique in political con- 
vention history—has one contin- 
gency hanging over its head: How 
many advertisers buy space. Clapp 
& Poliak, New York exposition 
management firm which is pro- 
moting the exhibition, hopes there 
will be 75 of them, at $10 a foot. 

But it admits that so far only 
14 have signed, with eight other 
contracts “still in the mail.” Unless 
things pick up between now and 
Aug. 13 the production could con- 
ceivably leave someone on the 


bell. The grocers are seeking in-| hook. The Democratic party, how- 
|junctions to restrain Hunt, Gen-! ever, seems secure; Kenneth E. 
leral Foods and Morton from! Knowles, vp of Clapp & Poliak, 


While this is a sharp (51.7%) 


F . jair normally emitted from the 
increase in the number of agen- 


THIRSTY TEXANS—Within a week af-| side of the unit and redirect it out 


cies from 1948, when 3,279 were 
classified as advertising agencies, 
part of the difference stems from 
new techniques used this year, 
with the bureau drawing on social 
security and income tax lists to 
double-check its count—and to 
turn off hundreds of one-man op- 
erations. 

Since the receipts figure re- 
leased in the preliminary report 
consists of tota] payments by cli- 
ents to agencies—covering media 
costs as well as service fees—the 
actual amounts retained by the 
agencies will not be available un- 

(Continued on Page 159) 


ter it ran newspaper pages to in- 

troduce its Buccaneer beer, Gulf 

Brewing had to place 800-line ads 

asking would-be quaffers to hold 

off while it replenished supplies. 

Foote, Cone & Belding, Houston, is 
the agency. 


was preceded by an ad campaign 
in the newspapers and on radio 
and tv, which started April 16. By 
that date, approximately 900 of the 
city’s 1,200 beer retailers had 
agreed to stock Buccaneer, report- 
ed Steve Wilhelm, president of the 
(Continued on Page 154) 


Readership Studies Can Help to 
Improve Ads, Penton Seminar Is Told 


Cuicaco, May 2—Some 350 ad- 
vertisers and agency people spent 
an afternoon learning the whys 
and wherefores of readership eval- 
uation at the Penton Publishing 
Co.’s “Readership Evaluation Sem- 
inar” held here yesterday. 

The first segment of the Penton 
seminar was devoted to a pres- 
entation of “How 
the Editorial Content of a Business 
or Technical Magazine” by four 
executives of Marsteller, Rickard, 
Gebhardt & Reed. The presentation 
was based on a study reported on 
in ADVERTISING AGe’s Feb. 13 issue. 

in the second segment of the 
seminar, J. Wesley Rosberg, di- 
rector of research, Buchen Co., 
and John DeWolf, vp, G.M. Bas- 
ford Co., went over the question of 
the value to be derived from ad- 
vertising readership studies and 
other ways of evaluating ad read- 
ership. 


s Mr. Rosberg took publishers to 
task for misusing readership stu- 
dies. He said that there are two 
basic uses for readership data: (1) 
To “measure how your advertising 
is doing compared to your compet- 
itor’s advertising” and (2) to use 
them to help in creating more ef- 


to Evaluate | 


| Soative advertising. 

The first use had several pit- 
falls, especially the pitfall result- 
ing from the fact that the composi- 
tion of the interview sample for 
the readership studies will vary 
each time, so that in one reader- 
ship study the number of people 
in manufacturing will be twice as 
large as in another study. He sug- 
gested that for the purpose of such 
comparisons, a “moving average” 
be used for a period of months, so 
that the effectiveness of the ad- 
vertising is measured in terms of 
a campaign. 

He drew on his own agency’s 
experiments to illustrate the sec- 
ond use of readership studies. The 
agency studied about 5,000 ads in 
Power, taken from a four-year 
period, and analyzed them into 
various elements. 


8 “We found that the visibility of 
the ad and the readership of the 
headline is affected to some ex- 
tent by the number of lines in the 
headline. We found that the most 
effective headline was two or three 
lines deep. If you had a headline 
that was one line deep, it wasn’t 
long enough to tell a story. If it 
(Continued on Page 6) 


|the bottom where an air flow pat-|-ontinuing alleged discriminatory 


jadvertising in Woman’s Day, and 


jtern projects the air out evenly 
| around three 360° of the unit’s bot- 
tom. Effect of this is to almost 
completely eliminate friction be- 
tween the canister and the carpet, 
thus making it easier for the 
housewife to move. The new 
vacuum cleaner simply “floats” 
around after her. 


8 In most of its essentials the new 
model is a modification of last 
year’s model and carries the same 
Constellation model name. Dis- 
tributors were nonetheless enthu- 
siastic about the prospect of mar- 
keting a vacuum that can “float” 
after a housewife while she moves 
from room to room cleaning with 
the nozzle end. Some distributors 
also noted that the new unit with 
its “floating” characteristic is a 
natural for department store dem- 
onstrations. 

No less enthusiastic about the 
new Constellation’s possibilities is 
the Hoover Co., which is launch- 
ing an extensive magazine, tv and 
outdoor poster campaign to pro- 


mote it. Hoover’s advertising in- 
vestment for this promotion will 
be about double what it was last} 
year, according to Leo Burnett Co., | 
Hoover’s agency. 

The campaign will be launched 
with a spread in The Saturday 
Evening Post May 19. At least two 
ads each subsequently will appear 
in American Home, Better Homes 
& Gardens, Good Housekeeping, 
Guide for the Bride, Ladies’ Home 
Journal, Living for Young Home- 
makers, Look, McCall’s, and Read- 
er’s Digest. 


s Extensive spot tv coverage will 
be carried on ABC-TV, the sched- 
ule including “Evening Film Fes- 
tival” (beginning May 20) and 
four simultaneous weeks of “Sun- 
day Film Festival.” Dave Garro- 
way’s “Today” and Steve Allen’s 
“Tonight” also will carry some 
spots. 

The outdoor poster campaign 
will involve about 2,000 30-sheet 
posters for two months beginning 


in June. 


also ask triple damages amount-| 
ing to a minimum of $3,000,000. | 

The following points are made} 
in the A&P-Woman’s Day an- 
swer: 


© Woman’s Day always has! 
maintained offices and personnel | 
separate from A&P. The purchase | 
and sale of advertising space in 
Woman’s Day has never had any | 
connection, direct or indirect, with | 
the buying and selling activities 
of A&P. 


e Woman’s Day has been open- 
ly and successfully published as 
an independent business enter- 
prise for profit continuously for 
the past 18 years. For the past 14 
years, it has been among the top 
ten magazines in terms of circu- 
lation (more than 3,000,000 now), 
and the top 25 magazines in terms 
of ad revenues. 


e Agencies for Hunt, General 


(Continued on Page 146) 


HONORED—“Dean of New England 
Women Broadcasters” Marjorie 
Mills, WHDH, Boston, is presented 
an honorary award by Connie 
Stackpole (left), president of the 
New England chapter of American 
Women in Radio & Television, at 
the annual convention of AWRT in 
Boston. 


said here last week that his com- 
pany has already agreed to pick 
(Continued on Page 22) 


‘BH&G's’ 380-Page. 
$3,950,000 Issue 
Is Biggest Magazine 


Des Moines, May 3—The largest 
single issue of any magazine ever 
published, in terms of advertising 
revenue, was the April Better 
Homes & Gardens. 

The Meredith magazine recorded 
a gross advertising billing of $3,- 
950,000, with a 380-page book, 219 
pages of advertising and 152 four- 
color units. 

The largest magazine issue, from 
the revenue standpoint, which had 
appeared before the April BH&G 
was the Dec. 6, 1954, issue of 


| Life, which billed $3,814,000, ac- 


cording to Publishers Information 
Bureau. ; 
Meredith has been tabulating | 
PIB revenue figures for magazines 
since January, 1951, and noted that 
prior to Life’s top figure in 1954, 
the largest single issue billing was 
that of Better Homes & Gardens in 
April, 1953. It had a gross revenue 


of $3,655,000. 


Fred Bohen, publisher, and Ed 
Sullivan, vp, said they believe busi- 
ness will continue good in 1956— 
but they did not attempt to indi- 
cate when another milestone for 
BH&G in advertising revenue 
would be established. 


Tests ‘Growing Greetings’ 
Biltmore Flowers & Gifts, Los 
Angeles, is testing by spot radio a 
promotion to sell “Greetings that 
Grow.” The “greetings” are im- 
ported Hawaiian sleeping beauty 
plants for indoor growing, pack- 
agcd in gold foil and mailable any- 
where. Prices range from $1 to $10 
plus postage and handling. The ra- 
dio campaign calls for about 1,000 
spots a week on nine stations in 
the Los Angeles area. If the pro- 
motion proves successful it will be 
used in other major markets. 
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CBC Proposes 
New $15-a-Set 
TV License 


License New Stations, 
Broadcasters Urge; TV 
Set Fee Hit by Dealers 
Ottawa, May 3—The Canadian 


Broadcasting Corp. told the royal 
commission here this week that it 


favors an annual license fee of $15 | 


per tv set to support a somewhat 


expanded television service, and| 


also that it is opposed to private | 
station competition and that it 


pressures advertisers to use Cana- 


dian tv talent. 

As hearings of the royal com- 
mission, headed by R. M. Fowler 
opened here this week, the CBC 
also opposed the setting up of a 
separate regulatory body, or the 
grouping of private tv stations in- 
to an organization like Great Bri- 
tain’s Independent Television Au- 
thority. 


= The set license proposal—re- 
garded as dynamite in a country 
nearing elections—is not new; it 
was embodied in the Massey re- 
port. Until 1953, the CBC was the} 
beneficiary of a $2.50 annual tax'! 
on radio sets. When the radio set 
license was abandoned, it was 


amid general applause, and one of | 


the reasons for its discontinuance 
was that too much of the fee was 
absorbed in the mechanics of col- 


(Continued on Page 159) 


British TV Nears 3% of 


But Seeks Subsidy of ‘Unsalable’ Shows 


Lonpon, May 1—British taxpay-| stage entertainment programs in 


ers are to be asked to pay $42,000) 
weekly to subsidize culture on 
commercial television. 

So-called “heavy” 
symphony concerts, classical plays, 
documentaries and the like—do 
not pay their way; advertisers are 
scared off by their low audience 
ratings. 

But commercial tv stations are 
compelled to present serious as 
well as light programs because the 
act of Parliament permitting them 
to operate specifies that they must 
maintain a balanced fare. | 

Commercial tv chiefs are now 
telling the governfnent, through 
the controlling Independent Tele- 
vision Authority: “If you want 
highbrow television, you must help 
to pay for it.” Talks to this end 
are still in progress. 


s Government subsidies would 
help ease the financial stresses fac- 
ing the two program contractors in 
London—A ssociated-Rediffusion 
and Associated Television. They 


ORR SCOPPETTONE, formerly adver- 
tising manager of the international 
division of Warner-Lambert Phar- 
macal Co., has been appointed to 
the new post of director of adver- 
tising and merchandising of Revlon 
International Corp. Revlon now 
has distribution in 96 overseas 
markets, 


programs—| 


Brewers Foundation 
Puts ‘New Look’ into 
Color Magazine Ads 


New York, May 1—U.S. Brew- 
ers Foundation, which represents 
87% of all U.S. brewers, will 
launch a new advertising cam- 
paign this month in national mag- 
azines. The new ads will have a 
“new look,” according to E. V. 
Lahey, president of the organiza- 
tion. 

The foundation will drop its 
former stylized copy approach and 
will concentrate attention on sit- 
uations using Vignette illustra- 
| tions. 

A new addition will be an edu- 
cational copy block carried in the 
|corner of each ad, which will give 
|tips on how to clean a beer glass, 
how to pour and serve beer, and 
similar points. 

The four-color, full-page series 


‘|will break May 28 in Collier’s, 


Life and Look, and in the June is- 
sues of McCall’s and Woman’s 
Home Companion. 

J. Walter Thompson Co. is the 
agency. 

“While individual brewers may 
aim their advertising primarily at 
men,” Mr. Lahey said, “the foun- 
dation appeals also to women be- 
cause they are largely responsible 
\for deciding what goes on the ta- 
|ble and into the refrigerator.” He 
added that the “acceptance of beer 
| by women has given the beverage 
a new prestige and social accept- 
ance.” 

One phrase used in earlier ads 
of the foundation, which has been 
a national advertiser for ten years, 
will be retained—“America’s bev- 
_erage of moderation.” 


Total Ad Spending 


return for advertising revenue 
from commercials. 

Although commercial tv in Bri- 
tain still is suffering with growing 
pains, it now seems firmly planted 
on the road to success after six 
months’ operations. 

Ad revenue is coming in at an 
annual rate of between £7,000,000 
to £8,000,000 ($19,600,000 to $22,- 
400,000). With the steady improve- 
ment now being registered, the 
first year should end with adver- 
tisers having spent about £10,- 
000,000 ($28,000,000). 

This would represent about 3% 
of total advertising revenue. Com- 
mentators here have pointed out 
that even in the U.S., where tv is 
firmly established, revenue reached 
2% of total advertising only in its 
fourth year. 


® To the dismay of the many 
prophets of disaster here, the over- 
all picture for British commercial 
tv is much rosier than originally 
had been anticipated. 

Even Beaverbrook Newspapers 
Ltd., the harshest critic of com- 
mercial tv, has bought time to ad- 
vertise the serialization of “The| 
Duchess of Windsor’s Story” in the 
Sunday Express. Masius and Fer- 
guson Ltd., the agency, will use a 

(Continued on Page 146) 


 . Guam 


TAKE IT EASY—The United States Brewers Foundation will launch a 

new advertising campaign later this month in Collier’s, Life, Look, 

McCall’s, and Woman’s Home Companion. Shown looking at the 

first ad are Carl W. Haffenreffer (left), chairman of the founda- 

tion’s advertising committee, and Robert F. Murphy, director of in- 
formation and advertising for the foundation. 


Dad Spins in Allowance Spiral... 


Kids' Mom's Day Spree 
May Hit $100,960,000 


Mom’‘s Net May Go Up 
$5,000,000 in ‘56, Says 
Youth Research’s Rand 


New York, May 1—America’s 
small fry will spend a record! 
$100,960,000 this Mother’s Day— 


$5,000,000 more than last year—| 


the Youth Research Institute fig-| 
ures. 

“Institute studies into the state 
of youthful finances find boys 
and girls unprecedentedly solvent 
this Mother’s Day, and whatever 
mother gets, children will be re- 
membering her more materially 
than ever before,” according to 
Lester Rand, president of the in- 
stitute, which is devoted exclusive- 
ly to surveying the opinions, 
tastes and preferences of the na- 
tion’s youth. 

Children in the 6 through 12 age 
groups will spend a total of $34,- 
590,000, while the more affluent 
13 through 19 group will disburse 
$66,370,000, according to institute 
computations. 

The 6 and 7-year-olds will spend 
on the average 85¢, while 8 and 9- 
year-olds figure to spend $1.35. 
The 10 through 12-year-old group 
will lavish $2.15 individually on 
their mothers. The 13 through 15s 
expect to spend $3.10 on gifts and 
the 16 through 19-year-olds antic- 
ipate a Mother’s Day bill of $4.55. 


s “Brothers and sisters in large 
families are pooling their re- 
sources for portable and clock ra- 
dios, electric frying pans, food 
mixers, electric coffee makers and 
steam irons. For less affluent teen 
agers, there’s a preference for com- 
|pacts, wallets, handbags and cos- 
| metics. 

Boys and girls in the 6 through 


112 bracket are working towards 


boxes of candy, flowers and plants, 


| toilet water, perfume and lipstick, 


stockings, small clothing items and 
fancy greeting cards. 

Last year was a top buying year 
for the nation’s youth, the insti- 
|tute reports. Their income from 
| allowances and earnings hit an all- 
time peak. Also, Christmas proved 

a gift bonanza, and with economic 
| conditions continuing on a high 
level in ’56 the tots are in a very 
generous and optimistic frame of 
mind. 

Many teens already have sum- 
mer jobs lined up, making them 
feel economically confident. Also, 
children have exhibited extra- 
ordinary skill in negotiating con- 
tinually higher allowances, their 
parents report. 

“However, the way they promise 
to spend on mother,” Mr. Rand 
observes, “Dad’s pickings may be 
somewhat lean when Father’s Day 
rolls around.” 


Hunter Moves to PR Post 

Sanford J. Hunter, formerly ad- 
vertising director of Gruber Light- 
ing Co., has joined Pan American 
Public Relations Ltd., New York, 
as an account executive. 


Canadian Income 
Will Be Up 24% 
By ‘65, ACA Hears 


| Lever Ltd.’s Merry 
Predicts Over-$5,000 
Group Wil! Treble 


Toronto, May 2—-The contribu- 
| tions of market research and of the 
advertising agency to an expand- 
ing economy held top spot in the 
|discussions of the Assn. of Cana- 
j}dian Advertisers which wound up 
|here today. 
| Repeatedly speakers tossed in 
|the amazing statistics of Canada’s 
| postwar growth and potential pro- 
| gress, and this summary by R. E. 
| Merry, marketing research direc- 
|tor of Lever Bros. Ltd., highlights 
lthe prospect. He quoted figures 
|from William Wecker, president of 
|General Motors of Canada, to show 
that: 

In 1965 Canada will have a pop- 
ulation of nearly 20,000,000. Wit 
an after-tax income of $28 billiy 
the average Canadian family’s; 
income in real dollars will be up 
24% over 1955 levels, to about 
$1,435 per capita. There will be 
1,100,000 taxpayers earning $5,000 
or more, in terms of 1953 dollars; 
in that year there were only 356,- 
000 taxpayers in that bracket. 


@ Mr. Merry also disclosed that 
the Canadian Advertising Research 
Foundation, of which he is chair- 
man of the projects committee, had 
arranged exploratory meetings 
with A. C. Nielsen Co. and the 
joint radic committee of the ACA- 
Canadian Assn. of Advertising 
Agencies, along with the Canadian 
Broadcasting Corp. and the Cana- 
dian Assn. of Radic & Television 
Broadcasters. 

These meetings are to be con- 
cerned with the possibility of 
bringing the Nielsen radio-tv in- 
dex service to Canada, although 
Mr. Merry made clear that CARF’s 
role was that of,a catalyst and that 
it “had no brief for the accuracy 
of Nielsen's or any other service.” 


® Henry M. Schachte, vp for ad- 
vertising of Lever Bros. Co., New 
York, stressed the strength of mar- 
ket research as a tool of manage- 
ment and asserted that the whole 
area of correlating ideas with pur- 
chasing actions holds promise 
He feels that markei research 
is primarily a checker—either a 
(Continued on Page 163) 


Plan Big—You Can't Keep Up With Gain in 
Population Anyhow, Hauser Tells Marketers 


Cuicaco, May 1—“Make no lit- 
tle plans; no matter what your 
plans are they can’t keep up with 
just domestic market growth 
alone.” 

This word of advice for market- 
ing men came from a leading au- 
thority on world population trends 


—Philip Hauser, director of the| 


University of Chicago’s population 


Spring potholes in “other pave- 
ments” are the target for ce- 
ment ads 

Chrysler plans to spend $150,000,- 
000 in plant expansion this 
year 

Eli Loranger, at his job with R. L. 
Polk for 70 years, doesn’t intend 
to quit Page 28 

B. F. Goodrich sponsors Safe Driv- 
ing League to support traffic 
safety crusade 

Banks are planning to expand 


eee eee eee 
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Highlights of This Week’ 


their advertising in °56, Finan- 
cial PR Assn. finds ....Page 31 
If Telerad can raise $5,000,000, it 
will have an_ instantaneous 
broadcast rating service .Page 34 
Liquor buyers are tending to get 
variety in their purchases, True 
notes Page 43 
Bureau of Census is about to re- 
lease “a wealth of data” Page 45 
Advertising is needed to overcome 
slowdown of business growth, 
Arno Johnson says ....Page 45 


s Issue 


McGraw-Hill puts out a Canadian 
version of its business newslet- 
ter 


REGULAR FEATURES 
Advertising Market Place 
Coming Conventions 
Editorials 
Getting Personal 
Obituaries 
Photographic Review 


Ss ee 12 
Television and Radio. ‘Ratings maf 151 
This Week in Washington ........................ 146 
Voice of the Advertiser .0...00000000000.... 152 
What They’re Saying 12 
You Ought to BMW ..ccccccrescinernekO 


research and training center. 
Professor Hauser, speaking at a 
meeting sponsored by Chicago Li- 
brary of International Relations, 
described a world-wide “popula- 
tion explosion” which has been 
going on since 1920, and is actually 
accelerating. He also used a United 
Nations survey of probable popu- 
lation growth, 1950-1980, to show 
what kind of world market can be 
expected 25 years from now. 


s According to the UN measure- 
ments, Mr. Hauser pointed out, the 
“North American market” alone 
looks very good indeed. In the 
1950-1980 period, for example, the 
U.S. can expect to increase its 
population by 50,000,000, may gain 
as much as 75,000,000. And in the 
critical realm of purchasing pow- 
er and production, the “domestic” 
continent is in a class by itself. 
With only a sixth of the popula- 
tion of non-Soviet Asia, for in- 
stance, North America now has 
four times as much income (43% 
(Continued on Page 24) 
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em Rss 
| ‘ . 
i. before the Senate committee on casual observer, the field of tele- 
Pe CBS Has No Monopoly of TV Industry, interstate and foreign commerce — ¢ here! | vision networking is one of the 
and other congressional groups S most intense competition—not only 
ligt Stanton Sa 5 in er to Bri k ae looking into the inner work- among the three television net- 
nak A nsw gs of the broadcasting business. =—— | works but between television net- 
ne y C er <i —— Stanton, president of the SSos working and all other national ad- 
9 olumbia Broadcasting System, is- vertising media—newspapers 
ae New York, May 3—CBS Tele- one-man report singled out along : . ’ 
- vison this week snapped back with| with CBS as having “an unprece- more he ge yard Rage oamared radio, magazines, etc. 
a a prompt denial to the monopoly | dented stranglehold” on the indus-| , oe Ve . 
iat in an effort to advance his long = “Instead of using the well- 
ot charges of Sen. John Bricker/| try, declined to comment. The net- d h : : 
i (R., O.). work is expected to make its ormant bill to regulate them. weno sae invariably ee 
NBC-TV, which the senator’s| rebuttal when its president appea ees & 6 company some @ 
ae | P . - ® “By no accepted standards does || the market, by which the existence 
ie CBS have anything even ap- | of a monopoly is determined, Sen- 
kaa proaching monopoly,” Mr. Stanton | ator Bricker has chosen to use only 
oe said, pointing out that “Senator || profit figures. In dealing with 
: Bricker has been highly selective profits, Senator Bricker has pre- 
may One S ecialt . Good T Ta h in his choice of ‘facts’.” sented a grossly inaccurate picture. 
wf P y: YPOE Pp y The CBS executive continued: “He has used profit figures 
i “While CBS does not apologize|:* | based on invested capital in physi- 
for its success, Senator Bricker ,|cal facilities in a business where it 
has ignored these basic and easily | ' is well known that such invested 
2g’ te econ RB ee ascertainable facts which demon- capital represents only a fraction 
ae strate how far short of monopoly of the total actual investment 
CBS Television falls: which the creative business of tele- 
J. M. BUNDSCHO, INC., Advertising Typographers “1, CBS Television owns less vision networking must make. Sen- 
; ; than 1% of all television stations ator Bricker has ignored the fact 
180 North Wabash Ave. * RAndolph 67292 + Chicago 1 in the - oe Bom ele that through the end of 1952, CBS 
a “2. The CBS Television division Saventes & tetel of Selene & 
. television networking without 


earning a penny in profits. 


TESTING—Procter & Gamble is in- 
troducing its new cleanser, Comet,|CBS Television network in 1954 
|market-by-market, using tv and! were only 4.6% of its sales. This 
| newspapers. Introductory ads like is to be compared with the average 
‘this in the April 26 Register-Mail | °f 6.1% of sales as the profits, after 
“are running in Galesburg, IuU.|‘t@xes, of some 3,000 leading U-S. 
Newspapers are also being used in a 


Columbus; tv is the medium in Stillman Joins Bill Bros 


“The profits, after taxes, of the 


THE OMAHA WORLD-HERALD SELLS _ 


Nebraska and Western Iowa 


Madison and Peoria. 


formerly 


AT THE LOCAL LEVEL 


Charles J. Stillman, 
New York sales manager for 


The World-Herald is read by three out of five families in 
Nebraska and Western Iowa .. . offering 103-county 
market coverage as most newspapers offer metropolitan 
market coverage. 


A 7h AAs Cs age Se. a > 


receives only 3.2% of the national 
advertising dollar, and about 20% 
of the television advertising dol- 
lar. 


grams occupy less than 17% of 
all broadcasting hours of all sta- 
tions in the U.S. 


Printers’ Ink, has joined Bill Bros. 
Publishing Corp., New York. He 
will be affiliated with two of the 
company’s publications, Sales Man- 
agement and Tide, as an advertis- 
ing representative. Bill Bros. pur- 
chased Tide a week ago from Bill- 
board Publishing Co. (AA, April 
30). 


“3. CBS Television network pro- 


“4. As is known to even the most 


‘WORLD- HERALD SELLS 


se ME De _ 


e t4 


A 4 Market of 12 Million People 


WITH 2 BILLION DOLLARS TO SPEND 
By any yardstick it’s a big market: 


A C0 eecdioebccbdctccser'eceessanceccsGeen 
Total Buying Income .................-. $2,276,174,000 
Retail Sales .........ccccceccceccececees o$1,852,898,000 
DEED on.5600 000 or cbdedcbedececce cane Aree 
General Merchandise .....................$ 170,706,000 
Furniture, Household, Radio, Appliances ...$ 91,965,000 


Figures from 1955 Sales Management Survey of Buying Power 


THE OMAHA WORLD-HERALD 103 PLAN 


makes your advertising more effective 


The 103 Plan gets enthusiasm from your sales force, dealer 
support and action by consumers. Learn how your sales 
campaign can get a real lift through The World-Herald 
103 Plan. Contact the nearest O’Mara & Ormsbee office 
or write the National Advertising Department of The 
World-Herald. 


Omaha 
World-Herald 


251,549 Daily 262,462 Sunday 


O'Mara & Ormsbee, National Representatives 
Publisher's Statement for September 30, 1955 


New York + Chicago * Detroit + tos Angeles * San Francisco 


“This is the size we make for the 
Growing Greensboro Market!” 


BRIEFCASE 
Fac 


IF ALL THE SALES REPORTS that would fit into this giant‘ 
brief case were taken into a media sclection meeting, one con- 
clusion would be manifest: the GREENSBORO NEWS and 
a belongs on every important consumer product sched- 
ule. 


Saturating the 12-county ABC Greensboro Retail Trading Area, 
the News and Record reaches over 400,000 readers daily, with 
its more than 105,000 circulation. 


The Growing Greensboro Market accounts for one-fifth of the 
entire state’s annual retail sales of over $3 billion. 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro na 
News and Record = 


; GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. ' bd 
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Always send 


a man 


to doa 


See NO FOR oe RES PY 


man’s work! 


TOTAL CIRCULATION 

Circulation Source: 

THIS WEEK — combined ABC averages ended 9/30/55 for 36 newspapers 
Other magazines — ABC average ended 12/31/55 

LIFE — circulation base 


MAGAZINE 


AMERICA’S LARGEST FAMILY MAGAZINE 
READ BY 11,000,000 Famities Every SUNDAY 


THIS WEEK LIFE S.E. POST LOOK COLLIER’S 
11,145,777 5,600,000 4,764,879 4,061,572 3,776,538 


SHARES THE POWER AND PRESTIGE OF THESE 36 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 

Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 

The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louls Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 

The Spokane Spokesman-Review - The Syracuse Post-Standard* - The Washington Sunday Star - The Wichita Sunday Eagle “Effective July 1, 1968 


‘The written message is the one that LIVES 
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In presenting your product, illustration and 
sales message to customers rarin’ to buy, the power 
and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 
But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
is expensive folly to print on invaluable white 
space with anything but completely trouble [ree plates 
whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
SELL AT THE POINT OF IMPRESSION. 


If you think 
you have 
the best, 


—_— ——, 
— 


show it by 
the best 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone: EAstgate 7-9220 


photoengravers 


Skilled operators of the imported Klimsch Camera 4 Color Proofing Presses 


(Continued from Page 2) 


got over three lines deep, it was) 


‘so long that the reader got bored 


He said that it also was found 
| that it made a difference whether 


you put the name of the product or | 


manufacturer in the headline or| than is a good drawing or a poor 


/not and that readership was affect- 
led by the number of words in the 
heading. 


® In analyzing copy, it was found 

|that the line of copy discussed got 
higher “noted” scores than any 
| other kind of advertising treatment 
jand the next most popular copy 
|method was the single product ad. 
|Company institutional advertising 
‘offers and the like didn’t do so 
well, he said. 


WIPMENT NEWS 
Ne = 


in its May 4#th issue 


marketing history by 
originating the whole 
new field of 


5 "The first issue of ~ publishing. 

- Induseial Equipment — 
News, May, 1933 

: Circulation: 30,000 

. Advertising pene: 


23 years ago... 


Printers’ Ink inconspicuously 
announced a new business 
paper, destined to make 


PRODUCT INFORMATION 


Advertising Age, May 7, 1956 


Readership Studies Can Help to 
Improve Ads, Penton Seminar Is Told 


Illustration also played an im- 
portant role in attracting reader- 
ship, he said. “One of the very 


before he got to the end,” he said. | obvious things shown us time after 


time in advertising is that a good 
photograph is much more effective 
in getting high readership scores 


drawing,” he noted. 

“I think one of the most sig- 
nificant parts of our study was the 
fact that we learned an awful lot 
of things about what we shouldn’t 
use in our advertising,” he con- 
tinued. “Things like tricks, arrows, 
overprinting and combinations of 
photos and drawings that make an 
ad complex and hard to read will 
generally put your advertising in 
the lower 10% of readership.” 


® Mr. DeWolf told the group that 
there are three ways of evaluating 
readership: by sales, by inquiries 
and through readership studies 
such as Starch and Readex. 

“The section on how to evaluate 
advertising by sales hasn’t been 
written and I’m awfully glad I 
don’t have to write it because I 
don’t know the answer,” he said. 

Inquiries are “the perfect eval- 
uation of your advertising if in- 
quiries are your goal,” he said. “If 
they are not your goal, it is still 
a valuable check on your advertis- 
ing for three reasons. 

“One of them is that there is 
nothing more convincing to your 
boss than to be able to take a cou- 
pon into him and say, ‘Look, your 
best customer just wrote in and 
asked for a copy of our book.’ 


® “A second reason for not neg- 
lecting inquiries is that you ought 
to be awfully glad to get them any- 
how, and as long as you're going 
to get them, you might as well 
learn what you can of them. 

“The third very valuable point 
about inquiries, and I’m not kid- 
ding on this, is (and I say this from 
the agency standpoint) that there 
is nothing that I know of that can 
get an agency working harder for 
his client than the client showing 
interest in something like inquiries 
or readership scores. You'd be sur- 
prised how much time, service and 
honest-to-God work you'll get 
from your agency by showing that 
kind of interest and letting them 
get into the picture. 

“One of the points about inquiries 
is this—and you must keep it in 
mind if you’re going to evaluate 
advertising with inquiries: To a 
very appreciable extent, your num- 
ber of inquiries depends on (1) 
what you are offering and (2) how 
hard you go about offering it.” 


® Mr. DeWolf went on to describe 
the various readership studies 
available and how they work. 

He said that the readership 
studies should be comparable, to 
this extent: “They should separate 
the ads which got good readership 
from the ads which got poor read- 
ership. Now, they won’t measure 
at all, of course, what kind of a 
message got across, but they should 
rank the ads in approximately the 
same order on the basis of ‘noted’ 
score or readership. There are two 
cautions on this, however. These 
services have managed to wind up 
with some different rating scales. 
They don’t know why and I don’t 
know why, but it comes out that 
way.” He added that you could not 
compare readership of magazines 
on the basis of such studies. 


Capitman Joins Leon Co. 

William Capitman, formerly di- 
rector of research planning of the 
Institute for Motivational Re- 
search, has joined S. R. Leon Co., 
New York agency, as director of 
research. 
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NUMBER 9 IN A SERIES 


BUCKS A BUCK 


How delicious is venison? 


Is it $500 worth of delicious? Not to the average man. 


But to the real sportsman — the man who happily and 
willingly spends this sum to buy all the gear that’s neces- 
sary to get this buck — this is a bargain. 


This unique attitude — this special “urge to splurge” — 
is typical of the sportsman’s everyday life, as well. 


That’s what makes him such a good prospect for every 
kind of product — from autos to toiletries. 


And nowhere else do you find almost 900,000 like him, 
in as receptive a mood to buy, as in Sports Afield. 


Ask your Sports Afield representative to introduce you to 
“The Man With The Urge To Splurge.” 


SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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Advertising Age, May 7, 1956 


Little Leaguers Are Big (Ad) Leaguers Now 


Bryan Houston 


TEN AT TEN—Here’s how a double handful of agency presidents looked at the age of ten. 
Their unidentified pictures were used in a contest sponsored by Holiday, which of- 


y 
ae 


‘ 
b 
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William Lewis 


Roy Durstine 


J. H. S. Ellis 


J. M. Mathes 


David Ogilvy 


Fred Walsh 


fered an old fire engine to the agency guy or gal who correctly named 33 top people 
in the ad field (AA, April 30). 


Recruiting Is Tough, but Armed Forces 
Ask No Increase in Advertising Budgets 


WaAsHINGTON, May 2—Despite 
intense pressure to find “high 
quality” recruits, the Air Force, 
Army and National Guard are not 
increasing their recruiting adver- 


| June 30, the Avmy asked a $276,- 
|000 increase in funds for printing, 
|which will be purchased commer- 
icially in the future. 

National Guard’s budget, which 


‘Kool-Shake Makes 
Its Start Behind 
$2,000,000 Drive 


Cuicaco, May 3—Kool-Shake, a 
new twin of Kool-Aid in the Gen- 


Judge-Will Rule 
June 4 in $1,000,000 
Willis-R&R Lawsuit 


Cuicaco, May 3—Judge Abra- 
|ham Marovitz in superior court 


tising expenditures for the new/is directed into pyblic relations 
federal fiscal year beginning July ' projects, has been at the $300,100 
& level for several years. 

Hearings on the defense budget | Vice Adm. James F. Holloway 
released by the appropriations |Jr., chief of naval personnel, de- 
committee today show the three scribed an emergency expansion 
major recruiting campaigns are/in the recruiting staff carried out 
asking $2,687,000, the same sum|by the Navy this year in the face 


eral Foods family, starts its sales | today said he will rule June 4 on 
career Saturday behind what isthe P. P. (Pete) Willis—Ruthrauff 
said to be the heaviest advertising |& Ryan case. Mr. Willis, a former 
schedule ever put behind a drink|vp of R&R, is suing the agency for 
mix—reportedly about $2,000,000) more than $1,000,000 which he 
worth in the next year. claims the agency owes him in 

The new milk-shake powder,|commissions for bringing the 
packaged to sell at 6¢, will first} American Airlines account to R&R 


they have for the current fiscal 
year. 

The present level of spending 
is up from the fiscal year that 
ended June 30, 1955, however, 
when the three campaigns in- 
volved $2,135,143. 


® Hearings do not give a com- 
parable figure for the cost of Navy 
recruiting, since the Navy has not 
been using the services of an ad- 
vertising agency. 

However, Navy’s over-all figure 


of an urgent need for men. 


|@ With large numbers of 4-year 
enlistments expiring, funds were 
diverted from other programs so 
that the number of recruiting sta- 
tions could be increased from 430 
to 953. Moreover, the Navy found 
itself with an intolerable percent- 
age of “Category 4” recruits—in- 
dividuals of the lower mental 
groups. 

Adm. Holloway said the Navy 
is making a strenuous effort to 


for recruiting costs increased from | get young men of the mental and 
$2,700,000 in fiscal 1955 to $4,964,-| educational caliber required for 
000 for the present year and $4,-| advanced weapons. While it does 
816,000 contemplated for 1957, as|not employ an advertising agency, 


it searches for “quality” recruits 
capable of handling the intricate 
electronic gear which is becoming 
standard equipment in naval op- 
erations. 

A breakdown of Air Force me- 
dia expenditures shows no changes 
contemplated from the current 
year, when $418,000 went into 
“target media” such as newspa- 
pers and magazines. Other cate- 
gories of expenditure are: Sales 
aids, displays and outdoor posters, 
$276,000; film production and re- 
prints, $206,000; television and 
radio materials, $161,000; booklet 
form literature, $90,000; direct 
mail literature, $74,000, and wom- 
en in the services education pro- 
gram, $25,000. 

Air Force pointed out that all 
radio and tv advertising is on a 
public service basis, and that time 
and space received free would 
have. cost $10-12,000,000 if pur- 
chased by the Air Force. 


@ The Army said it intends to con- 
fine itself to “target media” again 
in 1957. With the Defense Depart- 


it will produce “recruiting media” 
programs directed at applicants in 
the upper mental brackets. 

“A much greater number of 
|higher mental level prospects 
must be reached through adver- 
| tising and other media and in- 
| duced to enlist to preclude the 
,operating efficiency of the Navy 
from suffering,” the admiral said. 


Livermore Joins Seeds as VP 

Russel M. Seeds Co., Chicago, 
|has appointed Jesse L. Livermore 
a vp. Mr. Livermore formerly was 
| with Biow Co., New York. He pre- 
viously was general manager of 
the cosmetic division of Whitehall 
| Pharmacal Co., a division of Amer- 
jican Home Products. 


Jurney Names Parkin A. E. 

Rod C. Parkin has been ap- 
pointed an account executive and 
chief time buyer of Ross Jurney 
& Associates Advertising, Salt 
Lake City. Mr. Parkin, formerly 
product manager of the agency, 
succeeds S. W. Layton, who has 


ment due to lose its printing plant|resigned to join Union Furniture 


on Governors Island, N. Y., 


on! Stores as sales manager. 


appear on tv, where it will get 
part of the commercial time on two 
General Foods properties. Starting 
Saturday morning, May 5, it will 
appear the year round on “Fury” 
(NBC); it will also be sold through 
the summer on “December Bride” 
(CBS), Monday nights. 

Other advertising and promo- 
tional efforts include: 


e A series of vertical and horizon- 
tal third-page color ads in comics 
sections of 190 newspapers, also on 
a year-round basis. 


e Color pages in Life (May 21) 
and Look (June 12). 


at distributing more than 10,000,- 
000 free samples. One will be by 
direct mail in 24 top markets; the 
other ties in with Post cereals—a 
free sample will be placed in every 
package of Post-Tens and Post 
Sugar Rice Krinkles during May 
and June (AA, April 23). 


e@ Spot tv will be used later, and 
possibly a third network tv show. 

In addition to all this, Kool- 
Shake will get onto two other tv 
shows—“Mickey Mouse Club” and 


3¢ SHAKE—General Foods plans a 


@ Two sampling operations aimed | 


in 1938 (AA, Feb. 14, ’55, et seq.). 

Judge Marovitz set the date fol- 
lowing four days of oral arguments 
before him by lawyers for Mr. 
| Willis and the agency. The argu- 
}ments were on an 88-page report 
rendered last December by L. A. 
Wescott, master in chancery, in 
which Mr. Wescott ruled in favor 
of Mr. Willis (AA, Dec. 19). 

R&R lawyers later filed 171 ob- 
jections to the master’s findings, 
some of which charged that the 
master prejudged the case, and 
that he did not give R&R a fair 
and impartial hearing (AA, Dec. 
26). 

The legal merits of their respec- 
tive cases were argued by Hirsch 
E. Soble, one of R&R’s lawyers, and 
|William H. Murphy, attorney for 


“Roy Rogers’—where Benton & 
Bowles, the Post agency, will be 
promoting the tie-in. 

Key copy theme for Kool-Shake 
will be: “Tastes like a soda foun- 
tain shake.” Foote, Cone & Belding 
is the agency for Perkins Products 
Co., the GF division which makes 
Kool-Shake. 


Swell new min for making thick 
foemy mit ehekes at) ome—just ade 
to mith and suger —and emake 


$2,000,000 push for its new milk- 


shake powder, Kool-Shake. This horizontal 44-page four-color ad is 


| 
| part of the campaign. Foote, 


Cone & Belding is the agency. 


Mr. Willis. 
Mr. Soble told the court that 


75% to 80% of the master’s con- 
clusions were not based on the 
trial record. He charged that the 


master decided that the 1938 con- 
tract between Mr. Willis and R&R 
was an “irrevocable” one even 
before evidence was introduced. 
He read several 
the transcript, in which the mas- 
ter used the word “irrevocable” 
in connection with the contract. 


passages from 


s Mr. Soble said it was a “colossal 
effrontery” to him that the master 
had upheld Mr. Willis on the de- 
livery of an alleged “agreement” 
terminating the R&R-Willis con- 
tract. 

Mr. Willis testified that he 
signed the “agreement” without 
knowing what he was signing, put 
it among his personal papers, and 
that he had no idea how it got into 
R&R’s hands, Mr. Soble said. On 
the other hand, Ralph Van Buren, 
former R&R secretary, testified 
that he delivered the “agreement” 
in person to Mr. Willis on March 
29, 1946, and that he took it back 
to the R&R offices after Mr. Willis 
signed it. (Mr. Willis said he re- 
ceived the “agreement” through 
the mail.) 

The law presumes that deeds 
are delivered unless clear and con- 
vincing proof to the contrary is 
introduced, Mr. Soble said. Under 
the master’s ruling, no written 
documents are safe, he said. And 
at no time did Mr. Willis claim 
that there was a fraud in connec- 
tion with the delivery. (The mas- 
ter ruled out Mr. Van Buren’s tes- 
timony as unreliable.) 


s The master was prejudiced be- 
cause he did not accept into evi- 
dence all material from R&R, al- 
though ‘he did accept all data from 
Mr. Willis, Mr. Soble complained. 
Of the 12 witnesses for R&R, the 
master accused one of lying, and 
said several others were mistaken 
in their testimonies. 

R&R did not support any of its 
171 objections to the master’s 
findings with specific instances as 
is required by law, Mr. Murphy 
said. He said it was not true that 
R&R lawyers were not permitted 
to take pre-trial depositions. He 
said Mr. Soble tried to create the 
impression that prejudice existed 
in the case, but there was nothing 
in the record to support this. 
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SEVENTH ANNUAL 


Chicago Tribune Forum | 
on Distribution and Advertising 


CONSUMER AREA 
Monday, May 21, 2:00 PM. 


“CHANGE IN CONSUMERS” 


In what products are new style and color preferences especially apparent? What are the 
buying expressions of increased leisure? What are arresting new ideas about buying motiva- 
tions in grocery products, appliances and apparel? How do the new millions of working 
wives affect family shopping habits and preferences? 


DISTRIBUTION AREA 
Tuesday, May 22, 9:30 A.M. 


“REVOLUTION IN DISTRIBUTION” 


What must marketing management do to keep pace with the emphasis on new product 
development? What is full-line distribution doing to appliance retailing? How can manu- 
facturer and retailer achieve integrated promotions more profitable to both? With the surge 
of non-food items to grocery supermarkets, is there a counter trend of specialties to appliance, 
furniture and apparel outlets? 


COMMUNICATIONS AREA 
Tuesday, May 22, 2:00 PM. 


“CREATIVITY IN COMMUNICATIONS” 


How great is the challenge presented by similarities in product and service? What is the 
nature of the saturation problem today? How are some of today’s campaigns seeking to 
cope with these challenges? What solutions hold promise for limited budget advertisers? 
What new approaches are helping to build and change brand images and store personalities? 


WGN Audience Studio, 445 N. Michigan Ave., Chicago 


F” the seventh consecutive year, leading business 
and industrial leaders will gather May 21 and 22 
under the sponsorship of the Chicago Tribune to dis- 
cuss, informally and freely, ideas offering possible 
solutions to today’s problems of distributing, advertis- 
ing and selling merchandise and service. 
Each session will consist of an open discussion by 


a panel of leading figures in manufacturing, retailing, 
research and advertising. Panel moderators will be 
authorities in their respective fields. 

The seating capacity being limited, admission will 
be by ticket which may be obtained by addressing the 
Chicago Tribune, Room 1330, Tribune Square, Chi- 
cago 11, Illinois. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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This time BH&G 


A NATIONAL MANUFACTURER ; 


Reynolds Metals Company uses a 2-page BH&G spread 
to spearhead an industry-wide program on the Triple Plus* 
advantages of aluminum foil with bulk insulation. Dramati- 
cally printed on versatile aluminum foil that enhances the 
visibility and impact of the product story, the ad builds 
stature and consumer-recognition for all foil insulation 
that carries Reynolds Triple Plus* identification. 


*Trademark— Reynolds Metals Company 
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See how the May issue proves that 


—_ 


BH&G is BIG enough to 


—EE 


A magazine has to be BIG for a single issue to be the sole spearhead 
of an important nation-wide promotion! And BH&G is BIG—with 
an ABC circulation of 4,250,000 families. Month after month, an 
average issue of Better Homes & Gardens is read by a total of 
14,700,000 adults—both women and men! 

Even more important—BH&G readers have proved again and 
again that Better Homes & Gardens creates a climate of action. 


The BIG BUY in magazines ... 


H| e" ee a Pe be “e 


spearhead 


3 major industry-wide promotions! 


Husbands and wives—today’s “‘buying partners’’—read this maga- 
zine because they want to be sold on new and better ways of living. 
When people see something in BH&G they do something about it! 

BH&G advertisements share in this active, do-something-about- 
it reader interest. That’s still another reason why one magazine— 
Better Homes & Gardens—can carry the banner alone for three 
major programs. 


Better Homes & Gardens 


Meredith Publishing Company, Des Moines 3, lowa 


A NATIONAL ASSOCIATION =? 
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Better Homes & Gardens 1956 Home Improvement Con- 
test is sparking industry-wide sales. As of April 16th, 73,507 
families had entered one or more of the four divisions of the 
Contest. Total entries in all divisions: 137,241. Sixty-eight 
advertisers, listed in the May issue, are offering additional 
prizes worth several thousand dollars. More than 13,000 
dealers are using the Contest to boost their sales. 


Edison Electric Institute kicks off an industry-wide adequate-wiring 
program with a special 4-page ‘““Housepower”’ section in May BH&G. 
Following this are 11 tie-in pages sponsored by Westinghouse, National 
Electrical Contractors Assn., Crosley, General Electric, Kennecott 
Copper Corp., “Live Better . . . Electrically’’ Program, Combustion 
Engineering Inc., Bull Dog Electric Products and Owens-Corning 
Fiberglas. BH&G is the only magazine being used. 
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‘The Framework Still Remains 


It has become increasingly clear in recent weeks that the Depart- 
ment of Justice anti-trust suit against associations in the advertising 
business will ultimately change certain phases of the business. It has 
also become increasingly clear, however, that there is not likely to 
be any drastic or sudden change. 

Adjustment of the advertising business to the “new conditions” 
moves on apace. Last week the American Newspaper Publishers 
Assn. signed a consent decree in the case, and the other associations 
involved will probably follow along, without too much delay. 

At the meeting of the American Assn. of Advertising Agencies, it 
became clear that no drastic modification of the existing method of 
doing business is likely to appear quickly. In particular, it seems 
clear that the commission system will be continued by media—each 
acting independently—-and that this method of payment for most of 
the services of advertising agencies will not disappear. 

There will, of course, be experimentation. There was experimenta- 
tion before the Justice move, and it will be somewhat intensified by 
recent developments. There will be a few more house agencies, a few 
more open rebates than in the past, a few more fee arrangements. 
But important changes will come slowly, through evolution. There 
will be no revolution, and not even any temporary chaos, in the busi- 
ness. 


The Postmaster General Learns 


When Arthur Summerfield emerged four years ago as national 
chairman of the Republican National Committee he was practically 
unknown, and there seemed to be some doubt about his abilities. It 
can be safely said now that the publishers, direct mail groups and 
others who have been opposing his efforts to raise postal rates are 
more than conscious of his abilities, and none too happy about them. 

As Postmaster General, Mr. Summerfield (like his recent predeces- 
sor) has been waging a running battle to increase second- and third- 
class rates, which they have maintained are grossly inadequate. The 
general and business magazines which are the principal users of sec- 
ond class, and various direct mail organizations, have thus far man- 
aged to stave off most of the blows aimed at them, aside from sub- 
stantial second- and third-class boosts put into effect a couple of 
years ago. 

But Mr. Summerfield refuses to give up. And he keeps on exhibit- 
ing the kind of ability to fight hard in the clinches which tends to ex- 
plain pretty quickly how he got to be chairman of the Republican 
National Committee and Postmaster General of the U.S. 

Late in April he really pulled a haymaker out from behind his back 
and belabored the magazine and business paper people with it. The 
haymaker consisted of statements from James H. S. Ellis, president 
of the Kudner Agency, and from Leo Burnett of Leo Burnett 
Co., which in general scoffed at the idea that higher postal rates would 
seriously affect magazines or the advertising business, and which 
seemed to imply that advertisers (or at least their agencies) would 
have no objection to paying higher rates for magazine advertising if 
this were necessary to meet higher second-class rates. 

In reporting the testimony from these agency heads which was 
given to Congress, AA’s Washington editor mentioned incidentally 
that both agencies on occasion have worked for the Republican Na- 
tional Committee. Whether this is significant or not, it is certainly 
clear that the Postmaster General is about as good at Washington 
political maneuvers as any Postmaster General who has ever marched 
his troops up the hill to a congressional hearing room. 

Fighting the Post Office, in the interest of holding down advertising 
costs, is one thing; but if the buyers of advertising don’t care, where 


does that leave you? 


—Dana C. Jennings, Western Advertising Agency, Racine, Wis. 
“I wonder if the headline shouldn’t read ‘swears by’ instead of ‘at.’” 


What They're Saying 


Liquor Bill Is One More haps in the guise of solving our 
Intrusion on Our Freedom | “surplus” grain problem. 

The House and Senate presently | It is remarkable that thousands 
are considering two measures to|0f Americans who would never 
prohibit the advertising of liquor| dream of invading a man’s home 
in publications going across state to knock a drink of liquor out of 
lines (S. 923 and HR 4627). If| his hands would like to have the 


either of these measures goes | Sheriff do it for them. 


through, we’ll be one step closer to 
Prohibition. 

Whether you spend your leisure 
at the Friendly Tavern or the 
White Cow Milk Bar & Gym, you 
ought to resent Prohibition and all 
that it stands for. It’s one of those 
things where emotionalism and a 
strange contortion of “religion” 
join hands to seek laws forcing 
everyone to conform to one group’s 
idea of proper behavior. 

Almost every intrusion on lib- 
erty is done under the guise of 
“protection.” To protect the wid- 
ows and children from alcoholism, 
we'll forbid the manufacture of 
whisky. This same _ reasoning 
should, if it is valid, be applied to 
automobiles, which kill and maim 
thousands every year; guns, which 
kill innocents and criminals alike; 
narcotics, which create addicts as 
well as relieve pain. 

We should also have a law 
against cats because they make so 
much noise when the moon is full; 
and dogs which have puppies with- 
out regard to ancestry; pianos 
which make a lot of racket when 
the folks next door give a party, 
and—oh, yes—if you have a teen- 
ager in your house, you know we 
have got to outlaw telephones! 

It also might be pointed out that 
if marriage were outlawed there 
would be no divorce. 

When you get right down to it, 
there is a spate of work to be 
done in this business of “prohibit- 
ing” things. 

If this seems to you facetious, 


how else can you handle the mat-| 


ter except to get mad at the idea of 
being told you can’t take a drink if 
it suits your fancy? 

Imagine the colossal gall of any 
American trying to force his opin- 
ions on another! If a political pres- 
sure group has the moral right to 
prohibit the manufacture, sales 
and advertising of liquor, the ma- 
jority must also have right to 
force everyone to buy liquor, per- 


If the most rabid Prohibitionist 
just thought the thing through, 
he’d understand that if the govern- 
ment can prohibit liquor advertis- 
ing in interstate commerce, it can, 
by the same token, prohibit the 
advertising of, say, the Prohibition 
Party. It can forbid the advertising 
of Bibles, too. 

It is very interesting, this busi- 
ness of asking the government to 
disallow advertising. It can, and 
will, lead to further curtailments 
and censorship and, eventually, the 
government will dictate what may 
or may not be printed or said 
at all! 


—Editorial in the Rio Grande Valley 
Group of Newspapers, Harlingen, Tex. 


An Aid—Not Replacement 

In the use of any pre-testing 
techniques in the preparation of 
advertising it is well to remember 
that measuring methods, no matter 
how artfully conceived, how skil- 
fully executed, can never take the 
place of the creative process. 

Where we have used them at our 
agency it has not been to replace 
any part of the work of copywrit- 
ers or artists or account executives, 
but rather to bring to bear an ad- 
ditional basis for critical judg- 


ments. 
—Dr. Perham C. Nahl, associate re- 
search director, Needham, Louis & 
Brorby, speaking at a session of the 
advanced marketing problems semi- 
nar, University of Chicago. 


Disturbing Element 
I think too few advertising men 


believe in advertising. This is high- 
ly disturbing. If they, who derive 
their living in the business, have 
|let cynicism and wry disbelief 
‘creep into their thinking, how do 
they expect people outside the 


anything but a lot of bunk? And 
how do they expect to write really 


persuasive and believable? 
—Jules Alberti, president, 
ments Inc., addressing the Hart- 
ford, Conn., Advertising Club, April 
12. 


Endorse- 


business to consider advertising | 


sound, convincing copy that is both | 


Advertising Age, May 7, 1956 


| Rough Proofs 


Rose Marie Reid swimsuits are 
described as offering “practiced 
deception in design.” 

Nowadays a man isn't safe even 
on the beaches. 

es 

The girl in the Hathaway shirt 
ad can feel like a ranee, she’s as- 
| sured, even without benefit of eye- 
| patch. 

e 


The New Yorker says it will 
| take only as much advertising as 
|fits conveniently with the avail- 
able supply of editorial material. 
| And in this case supply and de- 
/mand seem woefully out of bal- 
ance. 

+ 


| The English Ford, the Zodiac 
| Mark II, offers “a new experience 
in driving, created by match- 
less engineering and incomparable 
styling.” 

Are the English engineers that 
much better than those in Detroit? 

e 


Frank Bros. offers pumps in all- 

| Chinese-red calf, to match red 

| formal jackets, at only $26 a pair. 

| And those who wear them will 

deserve the red badge of courage. 
ae 

In a recent tournament Tommy 
Bolt provided the perfect expres- 
|sion of golfers’ frustrations by 
breaking his clubs after a couple 
of poor shots. 

. 

Weather forecasters are seldom 
popular, even when they make 
long-range forecasts such as those 
which appear in the agricultural 
and business papers and the Farm- 
lers’ Almanac. 

+ 


Hart Schaffner & Marx adver- 
tises “six ways to give hot weather 
a cool reception.” 

After all those April postpone- 
ments, the baseball people would 
like to give hot weather the 
warmest kind of reception. 


Even the relatively new busi- 
ness of room air conditioning has 
been smart enough to introduce 
the element of obsolescence by of- 
fering thin models that fit flush 
with the walls. 

. 


It’s a shame to take a great 
creative man and make an ad- 
ministrator out of him, the ex- 
perts say. 

But what if the creative genius 
can’t find anyone clever enough 
to market his output? 

_ 

The Club Comanche in the 
Virgin Islands may be appealing 
to a comfortable majority when 
it says frankly that it is inviting 
as patrons people who are just 
naturally lazy. 

o 


Rocky Marciano, who has re- 
tired from the ring, tried out with 
the Chicago Cubs baseball team 
a few years ago, and he may be 
interested to know that they are 
still in the market for a hard 
hitter. 

+ 


Foreign advertising executives 
who have been in the U. S. during 
the past few weeks may have got 
the erroneous impression that over 
here admen spend most of their 
time going to conventions and 
meeting with government brass. 

Copy Cus. 


x oe tes € i : ‘ . e , ss . 
oa 
Pipe 
ea 12 es 

oe .e 
fm 
Ria _ ee ee 
eae | ladys the beautiful WT 
ee | Gladys the beautiful receptionist | 
rs ml mam. Dah 
ae =>, * } F 
Tes ‘ i 
Bs ig 3 A : } ea ; 
ioe " aoe ee ee —* 
omy es Tepe x a tee: = 
een ¥ y ej a 
ey > $$ : ed ee 6%, 
‘oe - 3 ng 
Pekar * , i ae 
eR : is ~ / oe 
ent : 2 : of a 
‘ee ; i : ! oe 
Sd : / : * i a 4 
& _ ii =m ih = ) 
a a . p— | +) rand Sa 
me: 4. ~ / Md '-. ae x i 
or _ aaa én a Hee: ‘ 
ial om a — r ~ a ‘ iq + ad 
Ae a a le et we eee > 
ae —_ — ee ia H 
Meo a gigi =o Je ae 

tex - rear e Ren’, oa : 5 | dey 4 
eee 

kame 
Ag ee ee 
beg | 
Bs ‘} 
a { 
5 >. } 
2 hs 
3 
ade 

her : 
~ {| 
Og | | 
re 

ot. 4 
ia 
bees’ 4 
eia 7, 
fet 
gona. 
ie 
ie q 
ie. i 
Ea +\ 
oe | | 
as | | | 
ae Ow || i 
Beis 
tine | 
ae. = 

sas 
ft | 
, S| 
a 
= f 
ss 
came 
oo 
fe, ne 
Neate ’ . 
Bay 
<a : 
ie. 
ie 
ea i). 
fs f ‘ \ 
mi: | 
conte by 

Sots | 
ae 
6 Wun Re 
c- 
ou, | 
wii i 
a eS 

Ber. 
Pe ee | 
i : 
“ ee 5 
oar ay | 
ae | 
si 
oon 
i{ & ee | 
ea 
Bie, |, 
js 
27 | 
e | 
cH _—————— | 
oe | 
aed t 
a 
2 Ha XN , 
bere id .. a Bieck...§ 
a a ge : ’ ’ a <5 : i moe ¥ : Se RL A Bers i oN, aan geen “ee Pate all ie, iin, ae | : 
“4 deta at AP he Pk Laken Nec fe Se ge Tea Te a Bids ae oe ee Re 4 SE ee th AS se a © - 


= CT ae - 
EE - 


ee 


Advertising Linage is the Final Measure 


of a Newspaper’s Sales Power 


How do 
classified 
Advertisers 


rank 
Philadelphia 
hewspapers ? 


- First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


TOTAL CLASSIFIED ADVERTISING 
1955 


INQUIRER | | BULLETIN 
10,014,000 lines | | 5,729,000 lines 


In 1955 The Inquirer carried over 10,000,000 lines of Classified 
Advertising ...a gain of 1,000,000 lines over 1954... a lead- 
ership of 4,300,000 lines over the second newspaper. 


The Inquirer has been the first choice of Classified advertisers 
in Delaware Valley, U.S.A. since before Media Records started 
measuring Philadelphia newspapers in 1928. 


Che Philadelphia Prgquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260, 


West Coast Representatives: 


SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-79.46; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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In ALLENTOWN, Pennsylvania 

“To meet food chain store competition, Lehigh 
Wholesale Grocery Co. (Economy Stores) push 
special promotions with the added impact of 
color in the Call Chronicle Newspapers. Sales 
figures generally show 15 to 18 per cent in- 
ee writes T. Zurowski, of Lehigh Whole- 
sale. 


In BANGOR, Maine 

F. W. Allingham, of Milliken, Tomlinson Co., 
wholesale grocers, writes the Bangor Daily 
News that “we believe in newspaper advertising 
and the News in particular.” Says Mr. Alling- 
ham: “We would not like to face the prospect 
of maintaining our present volume without our 
big ad each week in your newspaper.” 


In BATON ROUGE, Louisiana 

Maurice Pailet, of Specialty Food Sales, a lead- 
ing New Orleans area broker, said: “We have 
found time and again that advertising in the 
State-Times and Morning Advocate has helped 
move our products off the shelves and into 
Baton Rouge homes.” 


In BECKLEY, West Virginia 

The increasing recommendation of manufac- 

turer’s representatives, brokers and jobbers for 

local newspaper advertising support in this re- 

sponsive test market, particularly on food prod- 

ucts, testifies to the effectiveness of the Beckley 
Post-Herald and Raleigh Register. 


‘We're 


In BILOXI-GULFPORT, Mississippi 
Moving groceries off the shelves is right up the 
alley of The Daily Herald. Food men agree: 
“It’s the way to reach the housewife when she’s 
making the buying decision—to make sure that 
you’re on her list—to move the product!” 


In CHICAGO, Illinois 

“The success of Duncan Hines Cake Mixes in 
the Chicago market has been built to a great 
extent on newspaper advertising, concentrated 
largely in the Chicago Tribune,” says Norman 
Vance, president, The Callerman Company, 
Duncan Hines breker. “It has pushed Duncan 
Hines into one of the leading positions in barely 
three years and in the face of extremely heavy 
competition.” 


In DAYTONA BEACH, Florida 

Perry Frank, District Manager of Setzer’s Ware- 
house, Inc., one of Florida’s largest chains, 
writes Daytona Beach News-Journal: “We pre- 
fer newspapers to help market our foodstuffs 
... With newspapers we reach one of the great- 
est reader audiences . . . at lowest cost per 
reader.” 
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Al Look of Sentinel & Miller Packing’s Hutchison: 
Congratulations in Grand Junction 


Dick Gurley and products, in Fort Smith: 
Bulletins in supermarts add mileage to ads 


ore sold than 


In DETROIT, Michigan 

Ervin Levinson says; “Wrigley’s Stores full- 
color meat campaign in the Free Press demon- 
strates how appetite-provoking color helps build 
sales two or three times normal.” In Michigan, 
you see the friendly Free Press everywhere. 


In DUBUQUE, Iowa 

“New wringer washer all hit Dubuque with a 
bang .. . 100 per cent distribution and valuable 
tie-ins on test campaign, thanks to The Tele- 
graph-Herald,” says Davis Brokerage Co. 
spokesman. “Newspaper advertising is a ‘must’ 
for our products.” 


In ELGIN, Illinois 

E. W. Kent, general manager, Miller-Patton 
Baking Co., observes: “Local newspaper space 
is the backbone of our advertising, and we’re 
using plenty of it in The Elgin Daily Courier- 
News, and to good advantage, to promote our 
Lite Diet and Sunbeam Breads... .” 


In FORT SMITH, Arkansas 

“Southwest American and Times Record adver- 
tising produces results for me,” says R. L. 
Gurley, territory representative for Mrs. Tuck- 
er’s Shortening and Meadolake Margarine, Fort 
Smith. Mr. Gurley, representing foods division, 
Anderson-Clayton Co., Sherman, Texas, said, 
“Our 1955 advertising produced over 600 indi- 
vidual Fort Smith food store tie-ins.” Selling 
results! 


In GRAND JUNCTION, Colorado 

S. J. Miller Packing Company increased sales 
of Sun Beauty canned goods 49 per cent in two 
years with consistent 10-inch space weekly. “We 
found,” writes Miller’s sales manager, Dave 
Hutchison “contrary to spasmodic advertising 
in previous years, a regular program is more 
effective.” 


In GREENSBORO, North Carolina 
“Less than a year ago we were appointed bro- 
kers for Hill’s Dog Food in the Greensboro area, 
and the company backed us with advertising in 
the Greensboro News and Record. We directly 
attribute the good results we are having in sales 
and distribution to this sustained newspaper 
program.”—G. P. Peer, President, Peer-Ken- 
nedy Company, Inc. 


In GREENVILLE, South Carolina 
Robert G. Chamlee, Manager, Consolidated 
Brokerage Co., says, “Our success in introduc- 
ing Borden’s Instant Starlac to this area with 
News-Piedmont advertising proved that news- 
papers are the outstanding medium for grocery 
products. We recommend newspaper advertis- 
ing to our principals.” 


In HONOLULU, Hawaii 

Swift & Co. called on the Honolulu Star-Bulletin 
to thaw out its sales-bound Quick Frozen Poul- 
try. Ran ads regularly in Thursday Food Sec- 
tion, April-September 1955. Says Russell E. Dot- 
son, manager, “Star-Bulletin results are terrific. 
Compared to same six months year before, our 
products sales have almost tripled!” 


In HUNTINGTON, West Virginia 

Elliott and Ayers Brokerage Co.—“Newspaper 
advertising has resulted in some outstanding 
sales figures on several of our products. One 
product went from a ‘broker-area’ sales position 
of practically nothing to fourth per capita in the 
United States in two years’ time. Newspapers 
are indispensable to our type of business.” 


In LOWELL, Massachusetts 

Peter Ripaldi, Allied Grocers prexy of Massa- 
chusetts’ Merrimac Valley, says: “We back 
our Lowell outlets with steady advertising sup- 
port in The Sun. It’s a powerful, concentrated 
newspaper that keeps grocers busy restocking 
their shelves.” 


Henry P. Ross tells Portland newspapers: 
Ads put Snow’s chowder in Maine kitchens 


In LUBBOCK, Texas 

Sales Manager, Southwestern Division, for food 
manufacturer, says: “Wouldn’t think of sending 
my salesmen into the Great South Plains on a 
sales drive without having advertising backing 
in the Avalanche-Journal.” 


In LYNN, Massachusetts 

Paul Miller, president of I. G. Miller & Bros., 
food jobbers serving independently owned 
stores, uses the Daily Evening Item exclusively 
in Lynn, and is 100 per cent enthusiastic about 
its power to move products. 


In MEMPHIS, Tennessee 

M. K. Evans, H. S. Fulcher Company, food 
brokers—‘“Our food distribution and sales prob- 
lems must be handled at the local level and our 
experience has shown that no medium or media 
can do the job as well or with lower advertising 
investment as can our Memphis newspapers, 
The Commercial Appeal and Press-Scimitar.” 


In MUNCIE, Indiana 

Says S. G. Cederquist, the Nicholas Company 
food brokers: “Regular advertising scheduled 
for Clorox in The Muncie Star and Muncie 
Evening Press plus proper merchandising has 
produced continuously effective volume growth. 
Now Clorox ‘America’s Favorite Bleach’ is fa- 
vorite, too, in Muncie and eastern Indiana.” 
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In NEW ORLEANS, Louisiana 

Robert Reisfeld, of Sam Reisfeld & Son, brokers, 
reports enthusiastically on Booth frozen seafood 
advertising in The Times-Picayune New Orleans 
States: “Sales of the Booth line approximately 
doubled since the newspaper ads began. Booth 
started with a good product, added newspapers, 
and has assumed a leading position in frozen 
food cabinets in the trade territory.” 


In NEW YORK, New York 

Leading New York food broker says: “We count 
on the Journal-American to get overnight re- 
sults. When we tell grocers we’re advertising an 
item, we want the kind of action they can feel 
the next day—like they get from their own 
Journal-American ads.” 


In OGDEN, Utah 

“Results were overwhelming,” reports Ken 
Burton, of Burton Brokerage Company in 
Ogden, “to our special coupon deal on ‘New 
Purina Dog Chow’ last November. With coupons 
mailed to every home and a powerful ad in the 
Standard-Examiner, the public was so enthused 
that over 20,000 coupons were redeemed.” 


In OKLAHOMA CITY, Oklahoma 

Says Jim McMannis, of Griffith Brokerage Co., 
Inc.: “We introduced a new product to this mar- 
ket recently using newspaper advertising ex- 
clusively. Within a few days, stores in the area 
were completely out of the item. We’re more 
sold than ever on newspaper advertising.” 


In PARIS, Texas 

Tom Mott, Supreme Bakers’ district manager, 
says, “Very pleased with above-average cooper- 
ation of Paris News in large number tie-in list- 
ings, etc., which increased Supreme sales 
appreciably. Your recipes, illustrated food pages 
add greatly to pulling power our ads since 
command housewife’s attention.” Typical of 
Texas Harte-Hanks Newspapers. 


Ken Burton, Ogden, Utah: 20,000 enthused 
readers redeemed Purina Dog Chow coupons 


Morris Swinehart. Davis Brokerage, agrees 
with Waterloo, Ia., food stores on Courier 


In PEORIA, Illinois 

“Thanks to Journal Star advertising,” says 
Frank Glatz, “Duncan Hines Cake Mixes at- 
tained the No. 1 spot in retail sales throughout 
Central Illinois in a few years.” Glatz Bros. 
brokers accomplished this “almost exclusively 
through newspaper advertising,” according to 
Mr. Glatz. 


ever on news 


Says Jim McMannis, Griffith Brokerage, Oklahoma City, and others 


In PITTSBURGH, Pennsylvania 

H. Barton Stevenson, president, Chas. E. Stev- 
enson & Co., food brokers, says: “Nothing 
presells the mass market so thoroughly, so 
consistently, so economically as newspaper ad- 
vertising . . . that’s why we spend most of our 
media money with newspapers . . . to keep con- 
sumption of our products moving.” Chas. E. 
Stevenson & Co. is a valued advertiser in the 
Pittsburgh Sun-Telegraph. 


In PORTLAND, Maine 

“Newspaper advertising carries your message 
into the kitchen and keeps it there. I know, 
because it has made Snow’s Clam Chowder 
Maine’s fastest growing canned seafood product. 
That’s why your housewife always thinks of 
Snow’s when she thinks of clam chowder,” says 
Henry P. Ross, widely known Biddeford, Me., 
food broker and distributor. 


In PORTLAND, Oregon 

Donald Kauffman, of the Stater-Kauffman 
Company, Portland food brokerage concern, 
states: “Many of our principals are regular 
users of newspaper advertising, and I can say 
definitely that the pulling power of newspapers 
is reflected in big sales increases through Oregon 
retail stores carrying these Oregon Journal ad- 
vertised products.” 


In ROANOKE, Virginia 

“Our sales of Red Heart Dog Food soared in the 
Western Virginia market,” says S. F. Hollings- 
worth, Allied Sales Company, broker, “when 
a recent schedule was completed in The Times 
and The World-News. Dealer acceptance soars, 
too, when you can lay a newspaper advertising 
program in front of them!” 


In ROCHESTER, New York 

New Dromedary Mixes were introduced with 
a campaign in the Times-Union and Democrat 
Chronicle. E. Clarke Bennett Company, food 
brokers, found “sales reaction big”, ended pro- 
motion quota “well over quota—firmly con- 
vinced of selling power of newspapers.” 


In ST. JOSEPH, Missouri 

“We always recommend newspapers to help us 
sell Duncan Hines Cake Mixes,” states W. Ellery 
White, of W. E. White Sales Co., Kansas City, 
Mo., food broker. “Newspapers have been a big 
reason for our increased sales in a highly com- 
petitive field. The News-Press & Gazette gives 
us terrific impact in St. Joseph.” 


In ST. PETERSBURG, Florida 

“Our sales have more than doubled since Stoke- 
ly-Van Camp began advertising regularly in 
The St. Petersburg Times three years ago,” ex- 
claims Gus Jimenez, vice-president, Bonacker 
Bros., Tampa food distributor. For food “finds” 
— too), St. Petersburg looks first to The 

imes! 


In SHREVEPORT, Louisiana 

An important, independent Shreveport food 
broker says: “I urge my principals to place their 
product advertising in the Shreveport Times- 
Shreveport Journal for more effective sales re- 
sults with dealers as well as consumers.” 


In SOUTH BEND, Indiana 

“In my business you have an excellent oppor- 
tunity to watch the power of newspaper ad- 
vertising every day. The food products we 
distribute start moving off our dealers’ shelves 
the moment they are advertised in The South 
Bend Tribune”—Emil Stanz, Stanz Cheese Co., 
distributors of food products, South Bend. 


In WATERLOO, Iowa 

Morris Swinehart, manager of Waterloo branch, 
Davis Brokerage Co., says: “Del Monte is a 
favorite brand of Waterloo and northeast Iowa 
families. Consistent Courier tie-in advertising 
has played a major role in this tremendous con- 
sumer acceptance. When Del Monte is Courier- 
advertised, Del Monte volume jumps! We agree 
with Waterloo food stores on the Courier!” 


ers’ 


from all America 


In WAUKEGAN, Illinois 

Look how a 12,000-line schedule in Waukegan 
News-Sun produced for a leading regional baker 
Kappus: “A 15 per cent increase in outlets, a 
20 per cent increase in sales volume” is the en- 
thusiastic report of Kappus’ sales manager, 
Andy Modder. 


In WESTCHESTER COUNTY, New York 
Food advertising in the Westchester Group 
Newspapers is “money well-spent”, says the 
Grocery Manufacturers Representatives of New 
York, according to President Joseph R. Wanta. 
Top circulation (137,442 A. B. C.) in top food 
area does it. Thursday’s the big day! 


Robert Reisfeld & Booth seafood color page: 
Newspaper ads double Booth sales in territory 


In WICHITA, Kansas 

Ranney-Hornung Brokerage Company—“We 
favor strong newspaper advertising support be- 
cause it is the one form of advertising that can 
be effectively and successfully merchandised 
with the grocery trade.” The Eagle sells Wichita. 


In WINNIPEG, Canada 

“Daily newspapers have always been the best 
medium I know to produce sales for our dealer 
organization”—says D. K. Hochman, president 
of Allan Lyone Ltd., distributor for Admiral 
Television and Radio. The Winnipeg Tribune, 
a Division of the Southam Co. Ltd. 
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ma 0 Getting Personal?” ’ 
E Yes! 


26 times a year we print these messages next to 
Advertising Age's famous Getting Personal” column 
because IRE is only concerned with people! 


Everybody talks about the fabulous electronic 
industry but IRE does something about the engineers 


ee who make it. “Proceedings of the IRE” is owned by 
ie and published for 40,000 of these engineers. The IRE 
: DIRECTORY lists them, and their firms and products. 
=a The IRE Convention and Radio Engineering Show 


brings them together to exchange information. 


et Yes, IRE is “personal” in its service to the key 


men who make the electronic industry. 


Engineers are educated 
to specify and buy. 


INSTITUTE OF RADIO ENGINEERS 


Proceedings of the [RE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 
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Bell & Howell Will 
Tell Viewers About 


Automatic Camera 


Cuicaco, May 1—Bell & Howell 
Co. revealed plans today to intro- 
duce “the world’s first fully auto- 
matic camera” with an advertising 
campaign this fall. 

Carl Schreyer, vp, said the 
schedule will depend upon the 
speed with which the company can 
place the cameras in the hands of 
dealers. 

A b&w page is scheduled for 
mid-July in Life, with similar ads 
in Holiday, Esquire and possibly 
Time before the end of the year. 
B&w pages will also appear in 
Home Movies, Modern Photogra- 
phy, Popular Photography, Par- 
ents’ Magazine, and U.S. Camera, 
Mr. Schreyer said. 

Bell & Howell’s new Model 200 
EE features an “electric eye” which 


automatically sets the lens for 
proper exposure. 


Grant Labs Open for Pitch | 

Philip J. Grant, Grant Labora-| 
tories, Oakland, has announced 
that his company is “open for| 
presentations” on a new campaign | 
to promote Grant’s ant-control 
and Grant’s dog repellent, both 
metal stake devices involving no| 
liquid re-fills. Grant plans to ex-| 
pand its yearly ad budget to $35,-| 
000, using only newspaper and} 
magazine advertising including} 
Better Homes & Gardens, Sunset | 
Magazine, the Los Angeles Times | 
and metropolitan San Francisco} 
Bay Area dailies. The account has 
been handled for the past 10 years 
by Ryder & Ingram Ltd., Oak-| 
land. 


Ra 
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YOU MIGHT HIGH JUMP 6’ II'[2' *— 
BUT . . vou NEED WKZO RADIO 
COUNTY PULSE REPORT TO GO OVER THE TOP 
KALAMAZOO-BATTLE CREEK AREA—MARCH, 1955 
sHAte OF AUDIENGE WONDAY—ARIOAY | IN’ KALAMAZOO-BATTLE CREEK 
. ‘scm | eet | etd STERN MICHIGAN! 
noen 
gga eee _|_sihiu_ | AND GREATER WE 
| “ration B 18 7 | 16 
He Station © 10 2 oa Se W Th onl - di ” . l d h . . 
i Station | 10 ? 7 Western’ Michivan ic to use WK2O_CBS Radio for Kalemazoe- 
oa Station € 8 2 3 Battle Creek and Greater Western Michigan. 
| we, s 1% | 20.2% 73% Pulse figures, left, prove WKZO’s dominance. WKZO gets more 
L . than TWICE as many listeners as the next station—morning, 
NOTE: Battle Creek's home county (Calhoun) was included afternoon and night! 
in this Pulse ling, and provided 30% of all interviews. 


seph and Van Buren. 


The other five cowsties : Allegan, Barry, Kalamazoo, St. Jo- 


She Bel yer Nations 


WwKZO.TV — GRAND RAPIDS- KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
W JEFF — GRAND RAPIDS-KALAMAZOO 
KOLN.TV — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 


*W alt Davis set this world’s record on June 27, 1953, at Dayton, Ohio. 


Ask your Avery-Knodel man for complete facts. 


WAZO 


CBS Radio for Kalamazoo-Battle Creek 
and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, May 7, 1956 


Getting Personal 


The Swedish colony of New York tendered a formal dinner-dance 
in the Hotel Plaza April 25 to honor George P. Johansen, president 
of Advertising Distributors of America and co-publisher of 
Nordstjernan, on his sixtieth birthday... 

Jere Patterson, president of International Advertising Assn. for 
the past two years, and promotion manager of Life International, 
is a fourth-time father. His son, Knight, was born April 19... 

Burton E. Vaughan, vp and manager of the Boston office of Bat- 
ten, Barton, Durstine & Osborn, has been elected honorary profes- 
sional member of the George W. Coleman chapter of Alpha Delta 
Sigma, national professional advertising fraternity. The chapter 
is at the Babson Institute of Business Administration. . . 

Larry Meyer, former ad manager of International Cellucotton 

Products, Chicago, who retired to Lady Lake, Fla., several years 
ago, recently was honored by the Junior Chamber of Commerce of 
Leesburg, Fla., for catching 
the year’s largest fresh-water 
bass, weighing 10 lbs., 11 oz. 
Larry is a brother of Wallace 
Meyer, president of Reincke, 
Meyer & Finn, Chicago agen- 
cy... 
Mr. and Mrs. W. Jerome 
Byrnes have announced the 
engagement of their daughter 
Stephanie to Lt. John J. Flynn 
of the Army Air Force. Mr. 
Byrnes is promotion manager 
of the Chicago Tribune... 

Charlotte Riff, tabulating 
superintendent in Young & 
Rubicam’s Chicago research 
department, will marry Al 
Stephanides, one of ADVERTIs- 
ING AGE’s associate editors, on 
May 29... 

Ruthrauff & Ryan’s San 
Francisco account executive, 
Warner Wilson, this week 
found himself with a new ti- 
tle, mayor of the recently- 
incorporated city of Cupertino, 
ae 

James H. Connolly, vp of 
American Broadcasting Co. in 
charge of San _ Francisco’s 
KGO-Radio and TV, is the 
father of a girl who weighed 
in at 8 lb., 7 oz. in Palo Alto 
Hospital on Tuesday morning, 
April 19... 

Louis G. Cowan, CBS vp, 
and owner and producer of 
“The $64,000 Question” and 
its new companion, “The $64,- 
000 Challenge,” has _ been 
awarded Zeta Beta Tau’s New 
Orleans trophy for his 1955 accomplishments. He was an under- 
graduate member of the fraternity’s Alpha Beta chapter at the 
University of Chicago, class of 1931 .. . 

It’s a boy, born March 31, to Mr. and Mrs. Frank Grindley. She 
is the former Constance Connell, one-time buyer at M. H. Hackett 
Inc. He is account executive at Harrington, Righter & Parsons, tv 
station rep...Catherine O’Brien James and Sterling Noel, man- 
aging editor of the Baltimore News Post & American, will be mar- 
ried this spring... 

Otto Bruns, a member of AA’s sales staff from ’way back, and cur- 
rently on the staff of its sister publication, Advertising Requirements, 
took the part of Father of the Bride April 14, when Roberta, daugh- 
ter of Otto and Peg, was married to Lowell Oleson, a college 
friend... 

It may be true, as we so often hear, that many foreign nations 
have little love for the U. S., but it appears they admire the Yankee 
ability to make money. “How to Use Your Imagination to Make 
Money,” a book written by James D. Woolf, AA columnist, and 
Charles Roth, has been published in France to the tune of 100,000 
copies, and is currently on the presses in Madrid, Spain, and New 
Delhi, India... 

“Canary Island Adventure,” by Richard A. Walter of N. W. Ayer 
& Son’s Philadelphia copy department, was published April 16 by 
E. P. Dutton. It deals with experiences of the Walters and their 
four children during a 14-month stay in the Canary Islands in 1954 
and 1955. A magazine article about the Canaries appeared in Pa- 
rade... 

Wedding bells department: Anne Marie Condon and Walter Col- 
lins McGovern, BBDO art director, were married April 21 in Yon- 
kers, N. Y... Betsy Ross Stott, daughter of William Ross Stott, 
coordinator of world marketing for Standard Oil Co. (New Jersey), 
became the bride of Frederick Vause Kimmerle April 21 in Ridge- 
wood, N. J...Joan H. Katz and Richard P. Levy, on the sales staff 
of WCAU-TV, Philadelphia, were married April 20 in New York... 
Lorna Peters and F. Douglas Garron, with WKOX, Framingham, 
Mass., and WCOP and WBZ-TV, Boston, have announced their 
engagement... 

J. Elton Tuohig, advertising salesman of Chemical Engineering, 
was named “Space Salesman of the Year” by the Industrial Adver- 
tising Assn. of New York. This is the ninth consecutive year that 
the award has been made. Harold Wilt of the media department of 
J. Walter Thompson Co., received IAA’s award as “Space Buyer 
of the Year.” . . 

Loretta Warren, in the order processing department of ABC- 
Radio, will wed Jack McCarthy, billing supervisor in ABC’s ac- 
counting department, May 6 in Brooklyn. They’ll honeymoon in 
Havana... 


ISLANDERS—A combination of busi- 


ness and pleasure took Allan 

Brown and his wife to Hawaii, 

where they posed, properly be- 

decked, for this picture. Mr. Brown 

is vp, advertising and pr, of Bake- 
lite Co. 
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ADVERTISEMENT 


Study Throws 


How Building Industry Buys 


An overall analysis of all the 
individual building market studies 
conducted by Practical Builder in 
recent years reveals many guides 
to selling in this fast-changing 
field. The editors and research 
staff involved in this analysis be- 
lieve their findings add up to the 
most up-to-date 
road” available for everyone sell- 


tion marketplace. 


Rule 1—Sell the Builder 


Out of the many purchasing 
studies, one common denominator 
continuously stands out—it’s the 
builder who buys. Many kinds of 
businessmen and professionals 
“have a hand in” building, of 
course. Indeed, even a small 
builder will collaborate with other 
factors ... such as with a dealer 
to discuss the relative merits of 
one type of product vs. another; or 
with a banker to arrange the fi- 
nancing on the job, etc. But it is 
the builder who puts the price on 
the job and has the “start-to-fin- 
ish” responsibility, whether he is 
building speculatively or on con- 
tract. 

It should be obvious therefore 
that the builder retains tight con- 
trol over the purchase of materials 
and equipment. The reasons for 
this are simple: materials and 
products used bear heavily on the 
price at which the builder bids 
or sells; and the products he uses 
are a key merchandising feature. 
Regardless of the size of his op- 
eration, the one business area in 
which the builder must be an ex- 
pert is in building product knowl- 
edge—the technical aspect of 
building. As one builder puts it, 
“I’m the one who must make a 
profit . . . nobody else I deal with 
is directly concerned with this 
problem.” 


Rule 2—Sell All the Builders— 
All the Time 


Through periodic “who builds 
what” Practical Builder surveys 
over the last decade, it is clearly 
apparent that something in excess 
of 100,000 professional building 
men undertake the vast bulk of 
new home, modernization, light 
commercial and community con- 
struction that makes up Light 
Construction. There is some spe- 
cialization in modernizing work, 
more in new residential building. 
But the response seen most often 
to PB building activity question- 
naires runs more like this .. . “10- 
15 new homes, 1 motel, 2 garages, 
10 modernization jobs.” The key 
marketing fact here is that all 
this work uses substantially the 
same wide range of building prod- 
ucts .. . the same equipment—ma- 
terials—tools. 

Another important thing to take 
into account is the year-to-year 
change in the relative sales im- 
portance of individual builders. 
This “shifting sales target” is at 
the bottom of much of the con- 
fusion surrounding the market. 
For example, a 1953 study showed 
that 9.7% of PB builders built no 
new homes at all in that year. 
However, this group did a remod- 
eling or light commercial dollar 
volume of business which ranked 
them as highly important sales 
targets. An example of another 
form of this was revealed in a PB 
builder survey just completed. A 
Washington, D.C., area builder re- 
ported building only 5 homes dur- 
ing 1955—but also noted that he is 
currently developing land, and 


next r will commence building 
Bbrahe of several hundred homes 
-gnnual . No builder builds at a 


continuous rate of “x” homes per 


month; few will build even ap- 


“rules of the) 
|ing materials sold. 
ing in the huge Light Construc- | 


New Light On 


proximately the same number of 
homes next year that they are 
building this year; many, because 
of their local markets, will shift 
either to or from new home build- 
ing to or from other types of Light 
Construction. All, however, are in 
effect always in the market—from 
the point-of-view of getting build- 


Rule 3—Sell Where the 
Market Is 


The new Practical Builder (and 
Building Supply News) editorial 
and promotion campaign designed 
to “Make Modernization Pay Off 
... At the Production Level” has 
brought new information to light 
showing the “everywhere” nature 


of Light Construction. This cam- | 
paign, which ties in with the re-| 
cently launched U. S. Chamber of | 
Commerce “Operation Home Im- 
provement” promotion, is aimed 
primarily where the concentration 
of owner occupied homes is highest. 
71% of these are in places of 50,000 
or less—some being in, but most 
located outside, Standard Metro- 
politan Areas. 

Excepting the comparatively few 
builders who do new home build- 
ing exclusively, Modernization is 
a segment of Light Construction 
handled by the same builders who 
do the bulk of new home building. 
Too, Modernization sales volume 
today rivals sales of new homes. 
Modernization sales are almost en- 
tirely controlled by the local build- 
ing material dealer and the local 
builder. In other words, like other 
types of Light Construction, Mod- 
ernization is made up of a large 
number of small pieces. And since 
there is no way of singling out 


ADVERTISEMENT 


in any given year, the building) 
products manufacturer must beam , 
his promotion and sales efforts to | 
a wide audience of the most ag-| 
gressive building material dealers 
and builders. It should be remem- 
bered, Practical Builder editors 
add, that the retail building ma- 
terial dealer and his builder cus- 
tomers are separate and distinct 
sales targets. Only 5.6% of dealers, 
according to a new Building Sup- 
ply News survey, actually main- 
tain a staff of contractors—a clear 
indication that dealers do not want 
to be directly concerned with the 
builder’s installation, labor and 
other problems, except in the sense 
of merchandising follow-through. | 

The “everywhere” characteristic 
of Light Construction brings one 
more point about selling dealers 
and builders clearly into focus. 
These building professionals—who 
serve all metropolitan and rural 
markets—are reached most effec- 


only those builders who are “up” | tively through their trade papers. 


Other media reaches no more than 
a portion of them. In short, the 
manufacturers who are selling the 
industry best seek to reach all the 
local builders and dealers who 
control the great bulk of the en- 
tire Light Construction market 
through the trade papers that 
bring these professionals the 
“know how” they must have. 


May Practical Builder 
Sets All-Time Record 


Chicago—May Practical Builder 
—the “Data and Specs” File—is 
the largest issue ever mailed to 
the builder magazine’s more than 
100,000 readers. 

With 730 pages total, and carry- 
ing 417 pages of advertising, rep- 
resenting more the 440 building 
products manufacturers, May PB 
is the biggest issue ever published 
—in advertising pages and reve- 
nue—of any magazine serving the 
nation’s builders. 


A shifting target! That’s the light construction industry! It’s never in a 


state of fix; always in a state of flux. It changes complexion and characteristics 


from year to year. The man who built 54 houses last year may build only 12 houses 


this year... plus a factory, a store and his remodeling jobs. The man who last year did 


only modernizing work may this year build 14 houses, a bowling alley and 


other light commercial or industrial jobs. And you find building 
where you find people: in big towns, small towns and in-between. 
There, too, is where you find builders. How do you reach this 
shifting target? Through the magazine that hits these builders 
where they live... practical builder The magazine 
that, for 20 years, has score 


The one trade magazine in its 


one bull’s-eye after another. 
field that sticks to its last 


©|NDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 
Publishers of Practical Builder, Building Supply News, 

Building Material Merchant and Wholesaler, Ceramic Industry, 
Brick and Clay Record and Masonry Building. 


...0f the light construction industry 
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(Rew OMe OG emeee . . A PLEASANT ILLUSTRATION 
| | [ —of the fact that, of all 
magazines with one million 
or greater circulation, 
Newsweek is read by 
the heaviest concentration 
of executives and 
high-income families. 


LOOKED AT FROM ANOTHER ANGLE— 
Newsweek delivers more readers in Business, 
Industry and Government per advertising 
dollar than any other weekly news 

or business magazine. 


Serving Americas Most 
significant Million 
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20 Advertising Age, May 7, 1956 


Chapel-Pellizzi Bows |lizzi Advertising Agency, Mans-|Help Wanted Ads Climb 'Miami Adclub Elects Crockett | | 
Edward A. Chapel, formerly field, O., in partnership with) uring the month of March, help William M. Crockett Jr., direc- 

with Fuller & Smith & Ross, Cleve-| Andrew M. Pellizzi, formerly of | wanted advertising increased by tor of community relations of the | 

land, has established Chapel-Pel- | New York. almost 200,000 lines, a 30% increase Miami Beach Federal Savings & | : 


over March 1955, according to re- Loan Association, has been elected 
SURE STRIKE! 


ports received from 108 major President of the Advertising Club 

labor market newspapers surveyed | of d Greater Miami. He succeeds | 
by “Trend.” published by B. K. | Lois Cowart Tanner, the club’s 

Manufacturers of fishing tackle and related lines : 

can’t miss getting bigger strikes from advertising 

in FTTN—the top spec book covering 


Davis & Bro. Help Wanted Adver- | fist woman president. 
ialized 
11,047 selected top tackle dealers and jobbers. 


tising Service, Philadelphia. Of|, p 
t 97 ‘Elks Magazine’ Moves 


the 108 papers reporting, 
showed gains, eight had losses, The Elks Magazine has moved 


FISHING TACKLE TRADE NEWS = ‘iiingis' and figures for three showed no |its New York office to 386 Fourth | 
comparison. | Ave. 
Edwin Cox h 
e | 
Advertising Typographers (K&E Advances Cox, 
Association Names 5 Senior VPs 
of America, Inc. New York, May 1—Edwin Cox, 
former senior vp and creative head 
AKRON, O. of Kenyon & Eckhardt, today was if 
You can rely on The Akron Typeseing Co. camed vice-chairman othe voor, f 
ALBANY, N. Y. a new post. Five new senior vps } 
Composition Corporation were also named. q 
ATLANTA, GA. David C. Stewart, treasurer and | 
Fe’ Higgins-McArthur Company former general manager, now be- ! 
the ex erlience BALTIMORE, MD. comes treasurer and senior vp in 
p . The Maran Printing Co. charge of corporate services. Don 
BOSTON, MASS. C. Miller and Anderson F. Hewitt, 
ibe Boskeley Press both formerly vps, are now senior i 
HG yoy Co. vps in charge of account manage- ¢ 
4 ee ment. 
BUFFALO, N, Y. 4 
sound business WUC Xin typosmphic Service |. G- Maxwell Ule, who has been | jf 
oucaee vp in charge of research, becomes i 
go os senior vp in charge of marketing i 
Faithorn Corp. services. These last include re- ‘ 
eves- Lochner. — = search, promotion, media and tv- ’ 
unkle-Thompson-Kovats, Inc. : 
methods Peden Ryder Company radio departments, | 
9 CINCINNATI, O Barrett Brady, previously vp and f} 
The J. W. Ford Company copy director, is now senior vp in i 
om charge of creative services. These 
wey | a services include copy, art, produc- 
1 1 Schlick-Barner-Hayden, Inc. tion and print production. 
ar 1s 1C as e an Skelly Typesetting Co., Inc. “The new organizational pat- 
COLUMBUS, O. tern,” according to William B. 
Yaeger Typesetting Co., Inc. Lewis, agency president, “is in 
DALLAS, TEX. no sense a reorganization. It is ‘ 
e * Jaggars-Chiles-Stovall, Inc. simply an evolution of the same A 
service delivered DAYTON. organization procedures which | 
Dayton Typographic Service have been so successful in bringing 4 
DENVER, COLO. K&E to its present standing.” He ‘ 
The A. B. Hirschfeld Press added that the agency’s work load | 
DETROIT, MICH. had more than doubled in four 
° Arnold-Powers, Inc. years. ‘i 
o their customers Fe the ey Co 
ted C. Morneau Co. hi 
George Willens & Co. AP Officers Elected | 
INDIANAPOLIS, IND. Robert McLean, president of the } 
The Typographic Service Co., Inc. Philadelphia Bulletin, has been re- i 
KALAMAZOO, MICH. elected president of the Associated . 
\ an y oO t e Claire J. Mahoney Press. He has been president since ! 
MILWAUKEE, WIS. 1938. At the same time, John S. 
Arrow Press Knight, publisher of the Chicago : 
MINNEAPOLIS, MINN. Daily News, was elected Ist vp, {" 
T Duragraph, Inc. and Henry D. Bradley, publisher 
A A b NEW YORK, N. Y. of the News-Press and Gazette, bi 
° © ° mem ers Ad Service Company St. Joseph, Mo., was chosen 2nd 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. VP. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service. Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
7 ee ee ee eee ean, ohn 2 nn 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
. . King Typographic Service Corp. 2 
For further information contact Eoceng “ae. He. the great-growing 
Chris F. Olsen . 
the member nearest you or Frederic Nelson Phillips, Inc. Industrial Wastes 
Philmac Typographers, Inc. : 
Royal Typographers, Inc. 
Frederick W. Schmidr, Inc. 
Harry Silverstein, Inc. 
aoe OS se Inc. 
-Arts Press, inc. 
Advertisi Typographers  posGren'% | 
e ising p ££ p The Typographic Service Co. Oto! 
Vanderbilt-Jackson Typography, Inc. ; 5 
e e Kurt H. Volk, Inc. : ; 
Association ey ag . 
Barton Press 
William Patrick Co., Inc. | N D U STR IAL 
< * I READE MAA. PA. ; 
Walter T. Armstrong, Inc. F re 
of America, Inc. Waker. Armstrong, WASTES | 
poem. Cemeennice Co. 1 
ypographic Service, Inc. ‘ :- 
PORTLAND, ORE. published bi-monthly “ 
‘ WwW YORK 1 Paul O. Giesey Typogtapher i 
Executive Offices: 461 pega AVENUE, NEW Y CITY $1 LOUIS, MO. ca The Scranton PublishingCo. 
~ GLENN C. COMPTON, Executive Secretary SEATTLE, WASH. 185 N. Wabash Avenue, Chicago 1, U. 
The Deers Press ie at 
Frank McCaffrey's : also publishers of: : 
SYRACUSE, N. Y. } 
Seescuse Typeesniag Cn, tac. WATER & SEWAGE WORKS 
TORONTO, CANADA W.&S.W. REFERENCE 
* Cooper & Beatty Limited end ie | 
DATA EDITION 
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| THE HOUSTON Post... 


ST in Daily 


im Houston, 
1950-1955 
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Now Highest in History 200.000 - 
Chronicle | 4----=5 
180,000 | paeo2o of Le ined ioaie: s 
The Post’s amazing growth in circulation has come about er 
without gimmicks or artificial circulation stimulants. This 160,000 = “ 
outstanding circulation increase is even more startling in : ) 
light of the fact that since September, 1951, Post readers ae Pr BS 
re 
have paid over $1,000,000 more for the privilege of enjoy- 5 Sera ye ee 
120,000 > ith Smee eo ae iz 
ing Texas’ Great Newspaper. Texans are more than willing f pw 
a Tr 
to pay a premium price in order to read the best. 100,000 jn - 
Smart advertisers have seen this new circulation trend A 
in Houston, and are buying wisely . . . they pick The Post. 1950 aes 1953 1954" 1955" 


Based on analysis made by The Houston Post of data from 
ABC. Publisher's Statements.* Daily averages shown for the 
Chronicle and eS ee Oe ane Ssor averages computed 
by The Houston Post from 5-day, Monday througn Friday, and 
ey are areas anaes fe the Audit Bureau of 
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take the strain off 
your printing budget 


Let a Nebraska Farmer Printing Company esti- 
mate, together with some of our samples, prove that 
you CAN cut costs without sacrificing quality. 

We're equipped to handle every job from folders 
to periodicals with complete offset lithography and 
letterpress equipment, operated by skilled crafts- 
men who are proud of their work. We can give you 
creative service, too. 


write or call 


Nebraska Farmer Printing @. 


1420 P Street, Lincoln, Nebr. 


BIB Finds 8 to 1 Ratio in Cost 
Between Spot Time, Spot Film 
The cost of using television na- 
tionally and regionally on a spot 
basis has been revealed for the 
| first time, computed from informa- 
ition reported in the spring edition 
| of Broadcast Information Bureau’s 


|“T'V Who’s Who and What’s Where | 
lat Film Producers and Distribu- | 


tors.” During the last quarter of 
|'55, national and regional adver- 
| tisers invested $12,500,000 making 
|spot commercial film for tv. This 
compares with the $103,872,000) 
figure released by TvB (compiled 
by Rorabaugh) as the investment | 
of national and regional adver-| 
tisers for the spot time that car- 
ried these commercials. 

The relationship between the 
cost of spot commercial time and 
the cost of spot film commercials 


appears to be about 8 to 1. 


Perry Brand finds 
Ad Age an excellent 


travelling companion 


A study habit that's paid off for 
the Executive Secretary of 
Campbell-Mithun, Inc., Chicago 


“On almost every business trip this year,”’ says Mr. Brand, “I have found 
ADVERTISING AGE an excellent travelling companion. I have it sent 
to my home, of course, where I can read it without interruption from 
cover to cover. But so much of AA (especially the Feature Section articles 
by Jim Woolf, Clyde Bedell, and Ed Weiss) is so good that I save every 
issue for future thoughtful study. On every train or plane trip I throw 


five or six issues in my brief case. It’s a study habit that’s paid off for me.”’ 


Have you, as a reader of AA, developed 
the study habit that Mr. Brand refers to? 
Of course, you can’t do it with office copies 
that are thrown up for grabs every Mon- 


Valuable Handbook FREE 


ADVERTISING AGE, Dept. 13, 200 E. Illinois St., Chicago, III. 


! 
day. For a mere $3 you can have a whole tee —— geen ab pa d pone pe peay FS 
year of AA—-52 issues—waiting by your a copy of WORDS OF ADVERTISING WISDOM. | 
easy chair every Monday evening. That's My Name Se | 
less than 6¢ an issue ... and you get FREE Company a ars aot. 

a copy of WORDS OF ADVERTISING ih iain 
WISDOM, a handbook that tells the in- ; Sore 
teresting marketing experiences of three O weenie ps MAT 
famous advertising men. Reprinted from ee 
Ad Age. Just mail the coupon today. City 2___State 

C $3 enclosed 0 Bill me 0 Bill Company 


Exhibitors Will 
Pay Democrats’ 


Convention Rent 


(Continued from Page 2) 
up a $25,000 tab for Democratic 
use of the Amphitheater, 
counting cost of guards, services 
and utilities. 

As to why the exhibition is to 
be a strictly Democratic show, that 
must be charged to the vagaries of 
politics. More than a year ago the 
Amphitheater’s management made 
the same proposition to both par- 
ties: That if they gave it permis- 
sion to lease space for the exhibit 
(through Clapp & Poliak) rent 
would be reduced, depending on 
how much space was sold. Then 
the Republican National Commit- 
tee upset things by deciding in fa- 
vor of San Francisco’s Cow Palace, 
which hasn’t enough space to han- 
dle both convention and “Show- 
case.” 


® Whatever the reaction so far, 
the Clapp & Poliak package has its 
attractions, the most tantalizing 
being the possibility of a product 
“tie-in” before what may again 
become the highest-rated tv show 
to date. 

But the promoter has other lures, 
too. Borrowing a term from Rus- 
sell Lynes of Harper’s Magazine, 
it promises a chance to “meet and 
sell the tastemakers of America.” 
Among these will be all kinds of 
political bigwigs and celebrities, 
some of whom might be lured to 
the booth for a news picture, or a 
sequence by one of the 100 or so 
roving tv cameras. 

Coming from 48 states and four 
territories, the sample of “taste- 
makers” will be nicely propor- 
tioned and almost universal, it is 
suggested—guaranteed to beat or 
equal anyone’s distribution pat- 
tern. And a final, somewhat dubi- 
ous, advantage: It is possible that 
company officials might be “quer- 
ied on their views of the rapidly 
changing political scene.” 


® A check of some of the exhibi- 
tors so far signed discovered a gen- 
erally rather fuzzy attitude about 
the whole thing. One key official, 
in fact, didn’t even know his com- 
pany was entered. 

Among those who had a definite 
notion of what they would be do- 
ing at the convention was Rheem 
Mfg. Co., Chicago. Rheem plans to 
display its new central air-condi- 
tioning system and a new “glass- 
lined” water heater. And on the 
theory that “this group needs some 
entertainment” (plus a hunch that 
there may be tv cameras around), 
it will feature Chris Altier, master 
glass-blower, who will produce 
novelties for the crowd. 

The advertisers signed so far in- 
clude Art Display Service Inc.; 
Canada Dry Ginger Ale; Canada 
Dry spirits division; Coca-Cola Co.; 
Curtiss Candy Co.; Dr. Pepper Co.; 
Encyclopaedia Britannica; State of 
Florida; Pepsi-Cola Co.; Rheem 
Mfg. Co.; Ronson Corp.; Schenley 
Industries; Seven-Up Co., and TV 
Guide. 


United Unveils New DC-6As 


United Air Lines last week 
staged “Cargorama” shows in San 
Francisco, Chicago and New York 
to exhibit its new radar-nosed 
Douglas-made DC-6A Cargoliners, 
five of which have now been put 
into cross-country service. The 
Cargorama promotion for shippers, 
air transport specialists and traffic 
managers will be supplemented by 
ads in trade publications going to 
florists, garment workers, postal 
and air transportation officials and 
other shippers. N. W. Ayer & Son 
is the agency. 


not} 


Advertising Age, May 7, 1956 


ERIC W. DAHL vp of Belnap & 
Thompson, national sales incentive 
organization, has been elected to 
the new post of senior vp and di- 
rector of sales. Mr. Dahl, who has 
headed the company’s Eastern In- 
centive Center in New York since 
1950, will move to Chicago. 


Haywood Publishing Boosts 
Dutton, Clabault, McCammon 
B. H. Dutton, eastern sales rep- 
resentative of Electric Light & 
Power, has been appointed vp in 
charge of operations of Haywood 
Publishing Co. Mr. Dutton, with 
the company eight years, will 
headquarter in Lafayette, Ind., at 
the Haywood Printing Co., where 
he will direct Haywood’s printing 
and direct mail services. Haywood 
also has advanced W. A. Clabault 
from a sales representative of 
Electric Light & Power to eastern 
manager of the company. 
Haywood also has appointed 
Donald F. McCammon publishing 
director of Industrial Packaging. 
He has been editor of the publica- 
tion since its inception two years 
ago. Before joining Haywood, Mr. 
McCammon was managing editor 
of Industrial Laboratories and in 
public relations capacities for the 
Scientific Apparatus Makers Assn. 
and Armour Research Foundation 
of Illinois Institute of Technology. 


Ketchikan Daily Goes Weekly 
The Ketchikan Chronicle, Ketch- 
ikan, Alaska, daily newspaper for 
36 years, has ceased daily publica- 
tion, William L. Baker, publisher, 
has announced. The paper will 
continue as a Sunday weekly and 
with its printing shop Ketchikan 
continues to be served by a daily, 
the News, published by Sid 
Charles. “The decision to discon- 
tinue as a daily was the result of 
costly lawsuits and a stockholders’ 
fight last year,” Mr. Baker said. 


THE FIRST STEP 


TOWARD GOOD 
ADVERTISING 


Call Kaufmann & Fabry. Here adver- 
tisers and agencies have been buying 
excellent photography for more than 
45 years. Complete facilities for ad- 
vertising or industrial, illustrative and 
commercial photography in color or 
black and white. Write Dept. AA3 or 


Phone: HArrison 7-3135 


KAUFMANN & FABRY CO. 


425 S. Wabash Ave. 
CHICAGO, ILLINOIS 
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1956 Data on product use, brand preference and trends 
in 21 important newspaper markets 


The 11th annual edition of the Consoli- 
dated Consumer Analysis brings you cur- 
rent comparable data on product use, brand 
preference and trends covering 125 sub- 
jects in 21 metropolitan markets. 


This year’s edition offers three improve- 
ments: (1) Addition of the Chicago market, 
through “Daily News” Consumer Analysis 
figures. (2) A three year trend in product 
use. (3) Median product use for all markets. 


Get Your Copy 


Chicago Daily News 
Cincinnati Times-Stor 
The Columbus Dispatch-Ohio State Journal 
Duluth Herald and News-Tribune 
The Fresno Bee 
Honolulu Star-Bulletin 
The Indianapolis Star and News 


This 200-page digest showing the competitive 
situation, consumer acceptance and sales poten- 
tials in the 21 markets also includes basic data on 
population, households, income, retail sales and 
newspaper circulation in each market. More than 
a quarter of a million dollars was invested in the 
21 surveys this year. 


From One of These Co-operating Newspapers - 


Long Beach Independent and Press-Telegram 
The Milwaukee Journal 
The Modesto Bee 
Newark News 
The Omaha World-Herald 
Oregon Journal (Portland) 
Phoenix Republic and Gazette 


eo Se a NO 8 I a ee os 
a 


SUBJECTS COVERED include favorite shopping 
days, foods, soaps and allied products, toiletries, 
beverages, homes and appliances, automobile 
ownership and purchasing plans, gasoline, oil, 
tires, painting, paper products, carpets and rugs, 
power lawn mowers, cigars and cigarettes, founda- 
tion garments, children in houscholds, incomes. 


Portland (Me.) Press Heratd-Evening Express 
The Sacramento Bee 
The Salt Lake City Tribune and Deseret News 
The San Jose Mercury-News 
The Seattle Times 
St. Paul Dispatch and Pioneeer Press 
The Washington Star 
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Three NBC-Chicago Shows 
Receive Ohio State Awards 
WNBQ’s__ educational 
“Live and Learn,” has won a first 
award in Ohio State University’s 


venile delinquency, “They Talked 


to a Stranger,” won honorable 


feature, | mentions. 


The “Live and Learn” award 
was for a series on “Governments 


«wards for educational programs.|and Human Nature,” and was the 


NBC-TV’s Chicago-originated “Zoo | 
Parade” and WMAQ’s series on ju-| 


first for systematic instruction by 
a local tv program. 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


A NEW HIGH IN 
CIRCULATION 
92,133 
ABC Statements as of Dec. 31, 1955 


Che £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Plan Big—You Can’t Keep Up With Gain in 


Population Anyhow, Hauser Tells Marketers 


(Continued from Page 3) 
of all on earth), and it has a 35 to 
1 edge over Asia in non-human 
energy resources and in steel pro- 
duction. 

In sum, Mr. Hauser said, North 
America (“a freak”) is the richest 
and greatest market in the world 
and will be for some time to come. 


s “The danger in this,” said Mr. 
Hauser, “is that U. S. business will 
be so busy keeping up with the 
growth of its own market that it 
will neglect international trade. 
It may thus wake up too late to 
the potential of markets which 
others will be exploiting.” 

The UN figures cited by Mr. 
Hauser certainly pointed to a po- 
tential. In a 30-year period when 
U. S. population is increasing by a 
probable 50,000,000, China and 
India together will be adding more 
than 500,000,000 to world popula- 
tion and the whole human race 


Magazine 


A Fairchild Publication 


our first 


MEN’S WEAR 


7 East 12th Street, New York 3 


fashion scout 


MARCO POLO, Our first fashion scout, set a pace 
that is still being copied. When it came to news and 
ideas, he never spared the camels, Today, our fash- 
ion and market editors—plus 400 FAIRCHILD cor- 
RESPONDENTS at home and abroad who serve our 
publication—travel far and wide to cover the fash- 
ion and news fronts for MEN’S WEAR. It is they 
who have made us THE LEADERSHIP MAGAZINE. 


will increase by—as a median— 
1.2 billion. This would raise the 
world total from 2.6 billion to 
about 3.8 billion. 

Other increases, 1950-80: Eu- 
rope, exclusive of Russia, will in- 


‘erease by 183,000,000, and Latin 


America by 150,000,000 (Brazil 
alone will add 55,000,000, doubling 
its population). 


s The “population explosion” be- 
hind this, according to Mr. Haus- 
er, has been a-building for at least 
three centuries, with the climactic 
outburst still ahead. It has seen 
world population multiply five 
times since 1650 and double in the 
century since 1850. It has been es- 
pecially fierce since 1920, with 
each succeeding year producing a 
1% gain—compared with 1% per 
century during most of the Chris- 
tian era. 

This pattern just can’t persist 
for very much longer, Mr. Hauser 
suggested forebodingly: If the cur- 
rent rate of increase—1%% per 
annum—were continued to the 
year 2500 it would people the 
earth with more than 500 billion 
souls. 

On the other hand, a much 
smaller rate of growth would still 
leave business with plenty of po- 
tential. Right now, he noted, if 
everyone on earth lived at the 
North American standard, world 
production would support only 
900,000,000 people—a third of the 
total. 


Bishop Introduces Cleansers 
Hazel Bishop Inc., New York, 
will introduce the newest products 
in its cosmetics line next month 
when it launches two “deep action” 
facial cleansers, retailing at $1. 
Large space introductory ads will 
run in more than 100 newspapers 
during the first two weeks in June, 
followed up by promotion on net- 


ARTHUR E. NACK, New York district 
| manager of Universal Match Corp., 
thas been named sales manager of 
the company’s new eastern divi- 
sion. The division, with headquar- 
ters at 54 Tarrytown Rd., White 
Plains, N.Y., will coordinate the 
activities of Universal’s offices in 
New York, Boston, Pittsburgh, 
Philadelphia and Baltimore. 


U.S. Advertising Forms 
Pharmaceutical Division 

U.S. Advertising Corp., Chicago, 
has established a new division 
specializing in ethical pharma- 
ceutical, medical and nutritional 
products. The division will be 
staffed by a panel of medical men, 
with Dr. S. N. Blackberg as con- 
sulting director. 

Dr. Blackberg, who for some 20 
years taught and was on the re- 
search staff of Tulane University 
School of Medicine and the Col- 
lege of Physicians and Surgeons of 
Columbia University, has pub- 
lished more than 70 articles based 
on original research in various 
| fields. 


_Debrie Appoints Korchnoy 
| Andre Debrie Co. of America, 
|distributor of motion picture 


joungunan designed and manufac- 


tured by the Debrie organization of 
| Paris, has appointed E. A. Korch- 


work television and radio. Ray-| noy Ltd., New York, its advertis- 
mond Spector Co., New York, is|ing, merchandising and public re- 


the agency. 


lations counsel. 


SORES Ee eT TT 


PEERLESS FINISHING CORPORATION 
During 1955, Peerless Finishing Corporation 
used 23,507 Fairchild List Division names 
in 4 separate mailings. 


FAIRCHILD LIST DIVISION Premium mailing lists 


(contain the individual’s 


name and address of the 


full name plus the complete 
store or firm) in the 


men’s, women’s and children’s apparel industries, as wet: i 


as in the home furnishings and footwear fields. 


Commission of 15% paid advertising agencies on 
the rental fee of Fairchild mailing lists. 


me FAIRCHILD LIST DIVISION 


7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on mailing 
lists in the fields checked: 


(0 Men’s apparel 


(0 Home furnishings [) Shoes 


NAME 


( Women’s & children’s apparel 


FIRM 
ADDRESS 


city 
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“YOU GET EXCITEMENT pars 


ee 


1999 


Fi FIRST GRAND AWARD 


SECOND GRAND AWARD 


Cool*. - 
refreshing Q 
anit ony He 


FIRST GRAND AWARD 


SECOND GRAND AWARD 


"He tried to take my 


Drake's 


COOKIES’ 


Y&R posters are created for just one purpose...to help Exhibit of Outdoor Advertising Art. This was the second 


move merchandise. vear in a row that Y&R won first and second grand awards. 


Sometimes, however, they also move award juries. Award juries have their own measurements of the ex- 
rhe “bingo” and the “black-eye” posters recently won cellence of any poster. And Y&R has its own measurement. 
the two top awards in the 24th National Competition and Our measurement is simply this: How well does it sell? 


YOUNG & RUBICAM, INC. Advertising 
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BE-KIND-TO-ANIMALS 
WEEK ? 


... but EVERY DAY is an 


OIL MARKETING DAY 


Men who buy and maintain the facilities and equip- 
ment for the $12,000,000,000 oil marketing and TBA 


field read NPN. 


They read it for latest how-to and 


with-what information on the storage, transportation 
and merchandising of oil products. Make sure they 
see your sales story regularly in NPN! 


N 


ational 


Pletroleum 


the McGraw-Hill Magazine of OIL MARKETING 
® @ Estodlished 1909. Published monthly 


NPN Factbook published as a 13th issue in May 


Jerry Fairbanks Expands 


Jerry Fairbanks Productions, Los ' § 


Angeles, a producer of films in the 
industrial field, is building new 
studios and plans to produce films 
for tv. The company was former- 
ly in the field and plans its re- 
entry as a result of the purchase 


of a joint interest by Shull Bon-|§ 


sall. Mr. Bonsall recently bought 


the controlling interest in TV Spots | %% 


Inc., producer of animated spots. 
While facilities of TV Spots will 
be integrated with the Fairbanks 
operation, each will continue to 
operate independently. Jerry Fair- 
banks continues as president of 
Jerry Fairbanks Productions; Mr. 
Bonsall will serve as exec vp and 
treasurer. 


Engineers Promote Date 

John E. Date Jr., for the past 
three years eastern sales manager 
of Mechanical Engineering and 
Mechanical Catalog, American So- 
ciety of Mechanical Engineers pub- 
lications, Pittsburgh, has _ been 
promoted to central district man- 
ager. 


That's what you'll find in The National Geographic’s recently 
published readership study, titled “Graphic Evidence”. 
This report will give you sharper focus on the more 

than 2,000,000 families who read this famous magazine. 
Some highlights: 
Median income: now $7,094, or 75°% above national figure. 
One of three earns $10,000 or more. Source of income: 
among those in business, almost one-third are executives 
(owners, partners, corporate officers, etc.) ; about 25°% in 
managerial or supervisory positions; 12% in professional 
or technical work. 
Property ownership: 8 in 10 own homes. Over one in five 
also have a Summer home or second residence. And 93 

in 100 own at least one car; 37 out of 100, two or more cars. 
Purchasing plans: within 12 months, 5.8°% of them plan 

to buy power tools, 8% want room air conditioners, 

5.6% intend to purchase hi-fi equipment, 5.5°% want food 
freezers, 7.6°%% expect to buy cameras or photo equipment. 
Home remodeling or redecorating: nearly one in three 

of those owning homes have plans for remodeling in 1956. 
Over half of all respondents intend some kind of 

home redecorating. 
So it goes. Get the whole, sharp National Geographic 


picture yourself. Send now for your copy of 


“Graphic Evidence” — and see why it pays to let 
Ihe National Geographic develop new sales for you. 


THE NATIONAL 
GEOGRAPHIC 


MAGAZINE 


Washington 6, D.C. 


Advertising Age, May 7, 1956 


There's no spring BREAK UP of 


pavement, vehicles or dispositions 


When spring thaws heave and break up other pave- 
ments—filling them with potholes that threaten springs, 
tires and drivers endurance—motor ists are happy to find 
themselves driving on concrete. They've learned that 
concrete pavements “can take it.” And these same motor- 
iss know that when they're on concrete they'll reach 
their destination in comfort and safety. 

Even after a severe winter, durable concrete is still in 
is a0 interruption of service. Irritating dttours and 
costly delays are avoided. 

Make your own comparison of pavements. Then de- 
mand dependabie, all-season, all-weather concrete. 


Heavily traveled roads and streets in King 
County should be built to serve all year with- 
out load restrictions. Ask that your city streets, 
state and county roeds be paved with concrete. 


PORTLAND CEMENT ASSOCIATION 
903 Seaboard Building, Seattle 1, Washington 


WHEN THE WEATHER 1S ROUGH YOULL APPRECIATE CONCRETE 


POTHOLE PUSH—Portland Cement 
Assn., Seattle, is using this ad as 
part of a series in newspapers in 
the state of Washington to pro- 
mote use of concrete in highway 
construction, rather than “other 
pavements.” Roche, Williams & 
Cleary, Chicago, is the agency. 


Cement Ads Hit 
‘Spring Potholes’ 


in ‘Other Pavement’ 


SEATTLE, May 1—Portland Ce- 
ment Assn. has timed a series of 
ads in Washington newspapers to 
coincide with spring thaws and the 
“usual break-up” of pavements. 
Boosting the use of “all-weather, 
all-season concrete,” the organiza- 
tion headlines one of the ads in the 
series, “On concrete, there’s no 
spring break-up of pavement, ve- 
hicles or dispositions.” 

The organization has used two 
ads in weekly papers and three in 
dailies in eight major counties of 
Washington. Selection of the areas 
for advertising was in the hands of 
the Seattle and Spokane offices of 
the association. Advertising is 
handled by Roche, Williams & 
Cleary, Chicago. 


|@ In merchandising the campaign, 

the association sent a reproduction 
of one of the ads to trucking or- 
ganizations in the state. With it 
was sent a letter from R. H. Loch- 
ow, district enginer for the as- 
sociation, who noted the restric- 
'tions that had been imposed in 
Washington and said: 

“Truckers represent a_ large 
portion of Washington highway 
/users and pay a sizable portion of 
license fees and fuel taxes to build 
|the roads they use. Ask that your 
|main highways be built to serve 
‘all year without crippling load 
| limitations. Concrete pavement can 
| do this!” 


‘Livingston Heads Caples’ 
New Portland Office 


| Caples Co. has closed its San 
|Francisco office as of May 1 and 
| Robert Livingston, manager of the 
| office, is moving to Portland where 
|he will take over the Caples office 
‘recently established there to serv- 
‘ice the Union Pacific Railroad 
account. No changes are planned 
|for the Caples Los Angeles office, 
and the few small accounts handled 
|by the San Francisco office will 
|be resigned by the agency. 


Advertising Age, May 7, 1956 
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Chrysler Spends 
$150,000,000 in 


Plant Expansion 


Detroit, May 1—Chrysler 
Corp. is putting more money 
into plant expansion and im- 
provement this year than it 
ever has before in a single year, 
corporation president L. L. Col- 
bert told the annual sharehold- 
ers meeting here last week. 

“As it looks at present, our 
1956 expenditures for these 
purposes will be somewhere be- 
tween $150 million and $160 
million. This compares with 
$137.5 million spent in 1955 and 
$55.7 million in 1954,” he said. 
Chrysler’s principal 1956 con- 
struction is a new stamping 
plant in Twinsburgh, O., and 
conversion of the Delaware tank 
plant into a Plymouth assembly 
plant. 

Mr. Colbert told the stock- 
holders that Chrysler’s earn- 
ings for the first quarter of 1956 
will be lower than the year-ago 
figure, principally because of 
production cutbacks during the 
period and because of the high- 
er cost of selling in an increas- 
ingly competitive market. 


® As a result of the production 
cutback, however, he said, 
dealer retail sales ran substan- 
tially ahead of factory ship- 
ments. “The effect was to bring | 
field inventories of our cars in- 
to working balance with de- 
mand. Our dealers are in a good 
position to sell effectively in the 
spring quarter,” he assured the 
stockholders. 

Principal business of the 
stockholders meeting was to ap- 
prove of a stock purchase plan 
that will enable more than 16,- 
000 salaried employes of the 
corporation and its subsidiaries 
to invest in the corporation. One 
purpose of the plan is to at- 
tract and retain competent 
technical personnel in a com- 
petitive personnel market. 

Retiring from Chrysler’s| 
board of directors are board) 
chairman K. T. Keller, who ends 
30 years of service with the 
company; Walter P. Chrysler 
Jr., who is withdrawing from 
active business; and A. vander- 
Zee, who will continue associa- | 
tion with the corporation on a/| 
special assignment. 

The three new directors are 
Jack F. Chrysler, member of 


the New York and American 
stock exchanges and son of the Can you narnm& these 


late Walter P. Chrysler, found- 
er of the corporation; O. L. Ja- 


of Chrysler and president of 
the DeSoto division. 


Sons tee & ed automotiwe ex perts >? 


Ad Agency Provides 
Advertising Scholarship 
Iowa State College, Ames, is 
offering a new scholarship oi 
$1,000 in the field of agricul- | 
tural advertising. The scholar-| 
ship is presented through the} 
alumni achievement fund by 
Klau-Van Pietersom-Dunlap, | 
Milwaukee, and will be avail- 
able to a junior student at the 
college. The winner will work 
in the agency’s office from 
June 15 to Sept. 15. A progress | 
has been arranged so that the 
student can earn up to three) 


- credits toward his degree 


through this work. 


Moore Names Wilt 

Robert A. Wilt, formerly as- 
sistant to the promotion man- 
ager of Simmons-Boardman 
Publishing Co., has been named | 
assistant to the director of ad- 
vertising of Moore Publishing | 
Co., New York, effective May 1. 
Mr. Wilt had been with Mc- | 
Graw-Hill prior to his associa- 
tion with Simmons-Boardman. 


Strobusch Heads PNAA Office Rudd-Melikian Names Two 

Harvey H. Strobusch, who man- Edward A. Wiler Jr., formerly 
aged his own San Francisco ad- sales promotion manager of Rudd- 
vertising agency until it was| Melikian, Hatboro, Pa., manufac- 
merged last month with Pacific| turer of automatic hot coffee dis- 
National Advertising Agency, has| pensers, has been named national 
been appointed manager of Pacific advertising manager of the com- 
National’s San Francisco office.| pany. George E. Hopf Jr., form- 
Roger Wurtz, former manager of erly advertising manager of Henry 
the office, has joined Grant Ad-| Disston & Sons, has joined Rudd- 
vertising, San Francisco, as an ac- | Melikian as sales promotion man- 
count supervisor. ager. 


Westinghouse Boosts Kaland 


moted from assistant national pro- | casting Co., New York. 


27 


gram manager to national program 
William Kaland has been pro- manager of Westinghouse Broad- 


Home prefabrication, a billion dollar industry — 
“Don't tag the prefabricated home industry as ‘small fry’ when you're 
appraising your potential market in home building.” 
Steel, The Metalworking W eekly 

Reach YOUR market through the only publication covering every facet 
of this mass-produced housing industry that has increased 223%, in the 
last 7 years. 

PF—THE MAGAZINE OF PREFABRICATION 

998A 20th Street, Northwest, Washington 6, D. C. 


You probably recognized Henry Ford (top left). And that’s 
Walter P. Chrysler next to him. R. E. Olds of Oldsmobile fame 
is in the lower left hand corner. The fourth fellow has hundreds 
of names. There are millions of Americans like him, who are 
experts in their own garages. Many tinker with their cars, 
some tune them up—but almost all understand what goes on 
under-the-hood. 


Whether you consider this an art or a science—it is one of 
America’s favorite pastimes. So is learning and reading about 
automobiles. That’s why active car enthusiasts turn 
to POPULAR SCIENCE—because it features 
substantially MORE automotive editorial pages 
than Popular Mechanics and considerably MORE 
than any other general consumer magazine in 
America. (Lloyd Hall January-December 1955). 


This automotive editorial pre-conditioning is one 
of the major reasons why 21% of POPULAR 
SCIENCE readers plan to purchase new cars in 
1956—a higher percent than the audiences of 
Popular Mechanics, Life, Look, Collier’s and 
Saturday Evening Post. And they will be looking 
for the models with the ‘extras’ because they have 
the money to spend. 77% of POPULAR SCIENCE 


readers earn over $4,000 per year ...a higher percent in this 
income category than the readers of Popular Mechanics, 
Life, Look, Collier’s and Saturday Evening Post. (D. Starch 
November 1955). 


POPULAR SCIENCE’s ‘top-grade’ automotive editorial also 
attracts ‘purchase-influence’ readers who work in the auto- 
motive trades. For heavy trade merchandising impact—manu- 
facturers reprint hundreds of POPULAR SCIENCE auto- 
motive editorials for distribution to hundreds of thousands of 
auto dealers and jobbers. 


POPULAR SCIENCE, the No. 1 source of auto- 
motive information for the consumer and trade 
should be your No. 1 source for new passenger car 
and auto replacement product sales. If you have 
not seen a copy lately—call a man from POPULAR 
SCIENCE. He will bring over the latest issues. 
He will even show you the latest Starch Reports 
to document the POPULAR SCIENCE story. 
By placing a schedule in POPULAR SCIENCE 
—you will find that your associates will name 
you an ‘automotive expert’ for recognizing the 
sales job that POPULAR SCIENCE can accom- 
plish for your client’s product. 


POPULAR SCIEN CE Monthly —America's leading new-idea magazine for 84 years 
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"You sure can't hide 


ten years of growth!" 


Since the war, growth and girth are ex- 
panding in all directions, especially in 
Chicago A leading local example is the 
Chicago Daily News, the only Chicago 
newspaper that has had asteady growth 
in circulation over the past ten years. It 
now goes into more than 600,000 homes 
a day _ all kinds of homes... . north 
side, south side, west side and suburbs 
(Chicago has no east side) And the 
Saturday circulation is the largest of any 
evening newspaper in the United States. 
It's no coincidence that in 1955 the.News 
chalked up the biggest net-gain in ad- 
vertising linage in all its 80-year history 


The CHICAGO DAILY NEWS 
HITS HOME 


Washington 6, D.C. 


STEADY—Eli J. Loranger, 81, vp 


the company. He started with Po 


Loranger on the occasion of his 


New York, May 1—Sitting at 
his old desk “which has followed 
me since I was in Seattle in 1914,” 
Eli J. Loranger, vp of R. L. Polk 
& Co., Detroit, last week celebrated 
70 years with the same company 
land assured everyone that he has 
'no intention of retiring. 

Now 81, Mr. Loranger said, 
“You'll die when you retire. That’s 
the worst thing a fellow can do— 
retire.” 

Always active in the directory 
end of the business, Mr. Loranger 
started with Polk as a messenger 
boy when he was 11. By the time 
he was 18 he was editor of the De- 
troit city directory. Polk & Co. in 
those days was little more than a 
three-room office, in which ten 
employes published only the De- 
troit directory. The company was 
15 years old. 

Today, Polk has four divisions, 
employs 7,500 people, and has of- 
fices in 40 cities. It publishes di- 
rectories for 3,500 communities. 

In his early days with Polk, 
Mr. Loranger had seen much of 
the country before he was elected 
vp in 1909. By the turn of the 
century he had worked in Toledo, 
New Orleans and Texas. In the 
Lone Star state in 1894, he was a 
combination editorial and adver- 
tising man, putting together Polk’s | 
edition of the Texas Gazetteer. 


s Noting that these were still the 
days when cowboys and practical- 
ly everyone else carried guns, Mr.) 
Loranger said, “I also carried one 
myself. There were times when I 
thought I’d have to use it. Bill | 
collecting could get rough in those | 
days—and heavy. All collections! 
were in silver.” 

Between 1897 and 1908 Mr. Lor- 
anger headed Polk offices in Bal- 
timore and Detroit, and before 
coming East in 1914, he was man-| 
ager of the Pacific Northwest di-| 
vision, headquartered at Seattle, | 
where he acquired his favorite) 
piece of furniture. It has ae 
with him ever since, no matter! 
where he moved. 

“I just got attached to it,” he | 
said, then added somewhat sadly, 
“There’s a chance I may have to| 
get rid of it one of these days.” | 

Mr. Loranger has been in New)! 
York since 1914, when after 
months of cajoling, the founder of 
the company, R. L. Polk, persuad-!| 
ed him to come East and take 
over operations. “I just got used | 
}to it out there. Mr. Polk had a| 
hard time convincing me to leave. 
But he made sure I did.” 


|@ Starting with the company at 
| $1.50 a week and putting in some} 
70 hours weekly with “occasional 
Sunday work,” Mr. Loranger 
found time to attend night school. | 
His advice for success, and how to 
rise from messenger to vp, is to 


| be 


and a member of the board of 
R. L. Polk & Co., New York, celebrates his 70th anniversary with 


lk in 1886 as a messenger boy. In 


the upper left corner of the picture is a plaque presented to Mr. 


50th anniversary—20 years ago. 


R. L. Polk's Eli Loranger, on the Job 
70 Years, Has ‘No Intention of Retiring’ | 


“learn everything about the job, 
rather than how soon you can get 
a raise.” 
In 1920 Mr. Loranger became | 
secretary-treasurer of the Assn.| 
of North American Directory Pub-| 
lishers, a position he has held ever | 
since. With the reorganization of 
the Polk company in 1928, Mr. 
| Loranger was made a vp and di- 
rector. 
| Though he has little time for | 
| hobbies, he enjoys fishing. In — 
Mr. Loranger received an award | 
for having caught the largest| 
trout in New York state. But Uncle 
| Eli, as friends call him, says he| 
|has always found his work to be! 
his real hobby. | 
|@ Mr. Loranger was born in Mon-| 
|roe, Mich., of French stock who 
first settled in Quebec in 1664. The | 


resignea by the agency. 
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|of his next 70 years with Polk. 
“We may give him a watch on 
‘his 75th anniversary with the 
|company,” jokingly remarked Wil- 
\liam H. Beatty, vp and general 
|manager of the direct mail divi- 
sion. “I don’t think it would do to 
wait another 70 years before we 
|got around to it.” 


‘Triple Cola Debuts in 
_King-Size, 16-Oz. Bottle 

| Triple Cola, a new cola drink in 
ja 16-oz. size, was introduced in 
the Philadelphia area last week 
with a television, radio and news- 
paper advertising campaign. Triple 
Cola, which is bottled by Frank’s 
Beverages, Philadelphia, also 
comes in a six-bottle carrier. Price 
of the new soft drink, according 
to Frank’s, is comparable to the 10- 
and 12-o0z. colas. 

The radio drive includes 30 
|} weekly spots on WPEN, Phila- 
|delphia, and is aimed principally’ 
lat the teen-age market. Television 
janmd seven quarter-page news- 
paper ads also are scheduled in the 
Philadelphia Bulletin and Inquirer. 
Campaign theme is “You'll like it 
more—there’s more to like.” 
Bauer & Tripp, Philadelphia, is the 
agency. 


Evans, McClure Handling 
Berry Board, Turkey Industry 

The California Bush Berry Ad- 
visory Board, Fresno, has appoint- 
ed Evans, McClure & Associates, 
San Francisco, to handle its ad- 
vertising. Lee & Associates, Los 
Angeles, has been appointed to 
direct the board’s food publicity 
and merchandising. 

California’s organized turkey in- 
dustry also has started a new ad- 
vertising campaign, prepared by 
Evans, McClure, under an amend- 
ed state department of agriculture 
marketing order doubling the per 
turkey assessment. The new pro- 
motion budget totals $180,090. 


Newman Joins Guillozet 
James M. Newman, formerly ad- 


| 
| 
| 
| 


family moved to Detroit in 1802,|vertising manager of Newman- 
and later to Monroe. | Stern Co., Cleveland sports goods 

Flowers were prettily arranged company, has been appointed a vp 
on Mr. Loranger’s desk with a note of Joseph Guillozet Co., Cleveland 
wishing him well at the beginning agency. 


There’s An Easier Way 
To Get Attention... 


THE BEST WAY... 


Sell to men? Marry your customer in subtle 
way! Reach 1,200,000 reader-buyers, 98% 
male. Concentrate in THE SPORTING NEWS. 
Men buy it, like it, read it from the front 
page to the last. And have confidence in it. 
It's almost as old as baseball itself and just 
as lively! 


For complete information write . . . 


CHARLES C. SPINK & SON, Publishers 


j 2018 Washington Ave., St. Louis 3, Mo. oe 
BOSTON — CHICAGO — DETROIT — LOS ANGELES 


PHILADELPHIA NEW YORK — CLEVELAND 
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NEW AIR RESEARCH and 
DEVELOPMENT COMMAND edition 


Including the details, plans and policy of the forthcoming Research & Development pro- 
gram as determined by the 1957 Airpower budget which is now undergoing debate and 


will become effective July 1, 1956. 


Manufacturers and suppliers having a business interest 
in Research & Development are guaranteed the largest 
and most significant audience in this field through 
Aviation Week’s August 6, ARDC issue. Presenting ex- 
clusively the story of this major command, the ARDC 
issue will include a detailed budget analysis as referred 
to above with special reports on research in Missile En- 
gineering, Astronautics, Avionics, Super Aerodynamics 
and Human Factors. 

These reports are now being prepared through, on-the- 
spot writing, by AVIATION WEEK’s technical staff 
(largest and most experienced of any aviation publica- 
tion) in the 12 research, development and testing cen- 
ters of the Air Research and Development Command of 
the United States Air Force. 


EXCERPT FROM HEADQUARTERS ARDC LETTER TO 
AVIATION WEEK. 

“There have been so many changes, improve- 
ments and advances that another special 
ARDC issue appears very timely and promises 
to be of the same if not greater benefit and 
interest than the 1953 edition.” 


AVIATION’S LARGEST MILITARY, ENGINEER- 
ING AND MANAGEMENT AUDIENCE WILL BE 
WAITING FOR THIS SECOND EXCLUSIVE ARDC 
ISSUE. BE SURE YOU ARE THERE! 


*AVIATION WEEK average net paid ABC circulation June- 
December, 1955; 54,548. Paid circulation of current issues: 
58,044. Recent readership research by Advertising Research 
Foundation shows 1.4 readers for every subscriber copy of 
AVIATION WEEK (readership determined by personal inter- 
view using strict recognition test). Current print order 61,898 
copies. 


Av | ATI 0 e WE i ff A McGRAW-HILL PUBLICATION 


District Offices: New York 36, 330 W. 42nd Street; Philadelphia 3, Architects Bldg., 17th & Sansom Sts.; Cleveland 15, 1510 Hanna Bidg.; Chicago 11, 520 N. Michigan Ave.; Dalles 2, 
Adolphus Tower Bidg., Main & Akard Sts.; San Francisco 4, 68 Post St.; Los Angeles 17, 1125 W. Sixth St.; Atlanta 3, 801 Rhodes-Haverty Bidg.; Detroit 26, 856 Penobscot Bldg.; Boston 


16, 350 Park Square Bidg.; London EC 4, 95 Farringdon St.; Paris 8, 5, Avenue George V. 
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Goodrich Ad Push 
Will Promote Its 


only obligation on the part of any|a booklet for distribution to drivers 
member is to drive safely at all|who become members of the 
times. league. It will be called “How to 
Drivers applying for membership | Drive and Stay Alive” and will 
Sate Driver League will be asked to sign a pledge card} point out the causes of accidents 
indicating willingness to cooperate and give tips on how to avoid them. 
New York, May 1—B. F./in the program. Each driver who) 
Goodrich Co. is sponsoring a na-|signs a pledge card will be given | 
tionwide Safe Driver League pro-|a safety reflector emblem for his | Campaign for Liqueurs 
gram to enrol! millions of Ameri-|car. The signed pledges will be! Schenley Import Co., New York, 
can motorists in support of Presi- | sent to the league’s headquarters in| will use color ads in six magazines 
dent Eisenhower’s traffic safety Washington, D. C. for the remainder of the year to 
crusade. | The company also is preparing| broaden the market for its Marie 
Advertising will break this week | 


Schenley Import Starts 


Brizard imported French liqueurs. 
Magazines to be used include Cue, 
Esquire, Gourmet, Holiday, The 
New Yorker, and Town & Country. 
Theme is “For over 200 years, 
France’s cordial greetings to the 
world.” 

Copy describes the origin of the 
brand in Bordeaux in 1755, and 
art work will show creme de 
menthe, creme de cacao, apry, 
blackberry and anisette superim- 
posed on a globe of the world. Peck 


Advertising Age, May 7, 1956 
Advertising Agency is handling. 


Cleveland 4A’s Council Elects 
Jon F. Wilson, president of 
| Carr Liggett Advertising, has been 
elected chairman of the Cleveland 
council of the American Assn. of 
Advertising Agencies. Other new 
officers are Charles Farren, vp of 
Griswold-Eshleman Co., _ vice- 
chairman, and John A. McKinven, 
vp of Fuller & Smith & Ross, sec- 


retary-treasurer. 


in 134 newspapers, four magazines | 
and on the Burns & Allen show 
(CBS-TV), which Goodrich co- 
sponsors. 

Initial magazine advertising ap- 
pears in the April 30 issue of Life. 
Other magazines to be used in- 
clude Sports Illustrated, The Sat- 
urday Evening Post and Time. 

Batten, Barton, Durstine & Os- 
born is the agency. 

Joseph A. Hoban, Goodrich vp, 
told a news conference that 30,000 | 
Goodrich dealers will recruit mem- | 
bership in the league. Membership, | 
he said, is entirely voluntary. The) 


Get the Sensational 
New Facts About... 


The ONLY 
Ail-NEGRO 


Station in 


the Big 
Chicago 
Area 


WBEE 


1000 WATTS 
Harvey, ! ll. 


MORE broadcasts to 
MORE Negroes who 
actually Buy More 


ROLLINS BROADCASTING, INC. 
National Sules Mgr.: Graeme Zimmer 
New York Office: 565 Fifth Ave. 
EL 5-1515 
Chicago: 6205 $. Cottage Grove Ave. 
NO 7-4124 


Win tL 4 a See : ee ages rae tha Sg 


You can’t get them any other way! Even with Life, Look 
and The Saturday Evening Post combined you miss more 
than 68% of the audience you reach with WOMAN’s Day.* 
That’s because of WOMAN’s Day’s unique circulation method. 


It’s sold only in A&P stores; 


all single copy sales to A&P 


customers. These A&P customers represent grade A prospects, 
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Sealright Appoints Three 

C. E. Rondomanski has been 
named by Sealright Co. Inc., Ful- 
ton, N. Y., as director of merchan- 
dising and promotion on a new 
three-man sales development staff. 
He continues as advertising and 
merchandising manager. William 
J. Scheurer has been named direc- 
tor of product distribution. Roger 
N. Medearis has been named di- 
rector of sales research. Mr. 
Scheurer remains as sales manager 


|for upstate New York. Mr. Me- Most Banks Plan 


dearis previously handled Seal- 
right sales in Nashville. 


‘Larger Advertising 
Doner Names Leonard ‘Budgets in 1956 


| Donald E. Leonard has been! 

named media director of W. B.| CuHicaco, May 1—A big ma- 
'Doner & Co., Baltimore. Mr. jority of commercial banks are 
Leonard formerly was stations re-| planning to do a lot more adver- 
lations representative with Mar- | tising this year. 

schalk & Pratt Co. until the agency| A survey published by Financial 
was merged with McCann-Erick-|Public Relations Assn. disclosed 
son. that two-thirds of 280 banks ques- 


tioned plan to increase their ad 
budgets from 10% to 15% this 
year over 1955. The study also 
revealed that banks invested 5% 
more for advertising last year than 
in 1954. 

Newspapers were the favorite 
media for banks in 1955—account- 
ing for one-third of all media 
costs. The other leading media 
were radio, 12.5%; television, 
12.1%, and direct mail, 11.2%. The 
banks predicted that television’s 


a market so vast you can’t afford to ignore it. Here are 
people with big families, people who need more of all kinds 


Customers here 


of items and who have the money to buy them. Whether 
you sell apples or appliances, soap flakes or station wagons, 
these are the people you want to reach. You can do it 


without waste or duplication — only with WoMAN’s Day. 


‘ 


woman’s day 


«ee SR OO Ee I OR 


*50th Starch Consumer Magazine Report, Feb. 21. 1956 
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portion of total ad expenditures 
would jump to 154% this year, 
with the other three leading media 
showing slight decreases. 


® Banks last year devoted 27.6% 
of their ads to institutional adver- 
tising and this figure is expected 
to increase to 29.6% this year. In- 
stalment loan ads rated second 
with. an 18.4% slice, and ads for 
savings accounts were next with 
12.4%. 

The survey was made by F. J. 
Blake, director of public relations 
of Central National Bank, Cleve- 
land. Copies may be obtained from 
the Financial Public Relations 
Assn. for $1. 


Y&R Appoints Kemper 
K. (Haps) Kemper, formerly vp 
and general manager of the music 


division of Billboard, has joined the 


contact department of Young & 
Rubicam, New York. Mr. Kemper 
was associated with Billboard Pub- 
lishing Co. for ihe past 10 years. 
Before that he was with Procter 
& Gamble Co. 


With the combination rate of 


KDUB-TV and KPAR-TV, advertisers 


capture most of the West Texas 


di lati 
e@ — a pop 


and buy- 


ing income greater than most “big” 
markets! Check this TREASURE 
ISLAND combination —_ it’s un- 
beatable. 

Combination Set Count April 1, 


1956: 184,619. 


KDUB-TV 


LUBBOCK, TEXAS 
KPAR-TYV 


ABILENE -SWEETWATER, TEXAS 
KDC B-AM 
LUBBOCK, TEXAS 
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Strategically loca 


HOMETOWN MARKETS 


with 2,812,161 circulation 


THIS IS THE SUPERCITY OF 112 MARKETS YOU REACH IN FAMILY WEEKLY: 
ALABAMA: Anniston, Dothan, Florence Sheffield -Tuscumbie - Muscle Shoals, Huntsville, Tuscaloosa - ARKANSAS: E! Dorado, Hot Springs - CALIFORNIA: Eureka, Monterey, 
Secromento, Senta Barbora, Santa Rose - COLORADO: Colorado Springs, Grand Junction, Pueblo - CONNECTICUT: New Haven - FLORIDA: Daytona Beach, Fort Myers, 
Geoinesville, Orlando, Serasota, Tallchossee, Tompo, West Palm Beach - GEORGIA: Albany, Rome - IDAHO: Boise, Idaho Falls, Pocatello - ILLINOIS: BI gton, Champ 
Urbane, Denville, Lo Selle, Quincy, Springfield - INDIANA: Marion, New Albony - (OWA: Council Bluffs, Davenport, Dubuque, Waterloo - KENTUCKY: Bowling Green, Owens- 
boro, Paducah - LOUISIANA: Bogoluso, Lofoyette - MASSACHUSETTS: Lowell - MICHIGAN: Grond Ropids - MINNESOTA: Albert Leo - MISSISSIPPI: Biloxi-Gulfport, 
Greenville, Tupelo, Vicksburg - MISSOURI: Jefferson City, Springfield - NEVADA: Los Vegas, Reno - NEW JERSEY: Asbury Pork, New Brunswick, Trenton - NEW MEXICO: 
Sento Fe + NEW YORK: Binghomton, Elmiro, Utica - NORTH CAROLINA: Concord, Salisbury - OHIO: Canton, Coshocton, Lima, Mansfield, Zanesville - OKLAHOMA: Duncan, 
Lowton, Muskogee « OREGON: Eugene - PENNSYLVANIA: Loncaster - SOUTH CAROLINA: Florence - SOUTH DAKOTA: Huron, Rapid City - TENNESSEE: Kingsport - TEXAS: 
Abilene, Austin, Big Spring, Denison, Denton, Galveston, Greenville, Kilgore, Lufkin, Marshall, Midland, Paris, Port Arthur, San Angelo, Snyder, Texarkana, Tyler, Victoria, Waco - 
UTAH: Logon, Ogden, Provo - VIRGINIA: Donville, Lynchburg, Suffolk - WASHINGTON: Wenatchee, Pasco-Kennewick-Richiand - WEST VIRGINIA: Beckley, Bluefield - 


WISCONSIN: Racine - WYOMING: Casper, Cheyenne. 
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©—4 more outstanding markets 


to FAMILY WEEKLY'S 


national coverage map 


The NEWS and LEADER 


SPRINGFIELD, MISSOURI 


FAMILY WEEKLY is proud to add Springfield to its carefully selected 
list of markets. Proud, too, to have the NEWS AND LEADER among its 
family of newspapers. 

Springfield is a booming city of over 90,000 population serving a 14- 
county area containing over 300,000 people. Bigger incomes and new 
payrolls from industry, agriculture, and transportation contribute toward 
Springfield's swelling sales. For the first eight months of last year, Spring- 
field led the nation in department store sales growth with a gain of 
39%. Its annual retail sales total over a quarter of a billion dollars 
annually, including $46 million in food store sales. 

As Springfield's only Sunday newspaper, the NEWS AND LEADER does 
an outstanding job of covering this fertile market. Its circulation is at a 
record high totaling 58,546 and still growing. 


The Orlando SENTINEL 


ORLANDO, FLORIDA 


Backed by expanding payrolls and incomes from increasing citrus, cattle 
and industrial operations, Orlando is one of the nation's fastest-growing 
markets. Population of Orange county has increased by 35% in the last 
five years. During a six-year period ending in 1954, Orlando lead all 
the nation's cities in rate of gain for retail sales with on increase of 
over 100%. 

400 thousand prosperous people spend 500 million $ a year in the 
Orange Blossom Trail area. 

Solidly covering this fast growing market is the Orlando Sentinel, one 
of Florida's outstanding newspapers, and an influential factor in central 
Florida's sales. FAMILY WEEKLY is proud to become a part of the Orlando 
SENTINEL each Sunday. 


FAMILY WEEKLY COMBINES THE BUYING POWER 
—_ OF 112 KEY MARKETS creating a giant SUPERCITY 


of over 15 million people who spend $15% billion annually. 


SUPERCITY is big. It is made up of over 360 counties covered by FAMILY WEEKLY newspapers and 
has a greater population than Metropolitan New York. It contains more people than the 
combined metropolitan areas of Chicago, Los Angeles and Philadelphia. And, 

FAMILY WEEKLY cities outstrip them all in rate of growth. While New York was 
increasing its population by 2.3% from 1950 to 1956, 

FAMILY WEEKLY cities increased 16.2%. This is three times the rate of 

Chicago and Philadelphia, and one and a half times that of Los Angeles. 

SUPERCITY is rich in sales. Its combined retail sales of $15 billion is 

over 30% greater than those of all Canada —greater than retail sales of 

New England. SUPERCITY ranks with U.S. markets. Your FAMILY WEEKLY representative 
has the full story of how you can profitably add SUPERCITY to your other 

major markets with one order, one billing—and in color. 

Why not call him in? 


FAMILY WEEKLY MAGAZINE, INC. * 


153 N. MICHIGAN AVE., CHICAGS 1 
NEW YORK 17 : 17 E. 45th Street . 


DETROIT 2 : 3-223 General Motors Bidg. SANTA MONICA, CALIF. ; 130 Alta Ave 
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QUTIFUL..- 


Selling with 
SPORTS ILLUSTRATED 


is everybody’s business 


'Telerad Promoters 
Offer TV Ratings 
Every 30 Seconds 


BEVERLY HILis, CAL., May 1—| 
| If they can raise the necessary $5,-| 
| 000,000 the promoters of a new} 
|rating service say they’ll be able} 
| to offer national rating reports on| 
|tv listening continuously every 30] 
seconds. 

The new “instantaneous” system, 
tentatively dubbed Telerad Audit 
of Broadcasts, would spot moni- 
toring stations at strategic points 
around the country and equip them 
with an electric brain to provide 
counts of total area listening every 
|30 seconds during a program. It 
|} would record the totals on IBM 
|cards and national reports would | 
be compiled from the cards, based | 
'on a national sample of 20,000 
| homes. 

Chief promoter of the new sys- 
tem is Ben Potts, vp in charge of 
western operations of Lennen & 
Newell. He sees it this way: 


s “TAB will give an accurate 
count of the audience right now 

. . in time to allow program pro- 
ducers to correct tomorrow the 
program mistakes made today. The 
TAB 30-second reports pinpoint 
specifically what elements in a 
show the audience dials away from 
—including heavy-handed com- 
mercials.” 

Furthermore, he said, “the sys- 
tem is geared, through selection of 
a balanced sample, to provide a 
qualitative appraisal of the audi- 


E. F. HASCALL JR. has been named 
administrative director of Tatham- 
Laird, Chicago, a new post. Mr. 
Hascall joined the agency a year 
ago from Henri, Hurst & McDon- 
ald, where he had been exec vp. 


cies might invest in TAB, “through 
the Four A’s.” 

“TAB can constitute for elec- 
tronic advertising what the Audit 
Bureau of Circulations is for print 
advertising,” he said. 


American Marketing Assn. 
Elects Smith President 

Charles W. Smith, associate, Mc- 
Kinsey & Co., New York, has been 
elected president of the American 
Marketing Assn., Chicago. 

Other new officers include Dr. 
D. Maynard Phelps, professor of 
marketing, University of Michigan, 
president-elect; Charles H. Sand- 
age, chairman, 
division of ad- 


| ence. Cultural, ethnic and income 
factors are probed. . .” 
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net Mr. Potts suggested, for example, | versity of  Illi- 
Pitretorer that Cadillac might find out how] nois, vp of 
bt much of a program’s audience is| academic activi- 
—— ties; Wendell R. 
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Take travel: 


Why is it that travel advertising looks so right in the pages of 
SPORTS ILLUSTRATED? 


There’s no need to labor the obvious relationship between travel 
and the world of sport. 

The venturesomeness that makes people want to pack up and 
go is almost synonymous with a love of sports and the outdoors. 
SI readers prove it. 87.3% of subscriber family members took a 
trip within the U. S. in the past year. Three-fourths of those who 
travel by plane or ship go first class. 64.6% have visited a foreign 
country. A not-surprising 15.4% hold Air Travel Cards.* 

But not only the travel business can benefit from selling with 
sports. Autos... appliances... liquor... soft drinks... apparel... 
all are naturals for the SI market. In fact SI offers a handsome 
setting for everything that can be sold with the influence of sports. 
Which is very nearly everything. 

The sports medium is assuredly SPORTS ILLUSTRATED—the 
one weekly resort for the liveliest 600,000-plus families in America. 
*Alfred Politz, National Study of SPORTS ILLUSTRATED Subscribers, 1956. 


SPORIS 


p IbLLU STRATED 
More than 600,000 families who lead the full life 


“Cadillac-type,” and that a baby 


what share of viewers have babies 
in the correct age bracket. 


s Like Nielsen, Telerad would in- 
stall dinguses within tv sets. In 
the TAB case, these would be $100 
“transponders,” which the central 
station would “interrogate” once 
every half-minute to find out what 
channel is tuned in. For the Los 
Angeles market Telerad people 
are eyeing Mt. Wilson as a place 
to plant their monitor station. 

Mr. Potts reported that both 
CBS and NBC are interested in the 
new rating contrivance, and thinks 
that others should be. He even 
suggested that advertising agen- 


foods advertiser could determine|@ 


Smith, partner of 
Alderson & Ses- 
sions, vp of pro- 
fessional activi- 
ties; Robert O. 
Fernald, director 
of market re- 
search, National Lead Co., vp of 
business activities; Hugh G. Wales, 
professor of marketing, University 
of Illinois, reelected secretary; Le- 
Roy F. Church, manager of mar-~ 
ket research, Emery Industries, 
reelected treasurer, and Charles 
C. Squires Jr., research analyst, 
Fletcher D. Richards Inc., busi- 
ness manager of the association’s 
official publication, Journal of 
Marketing. 


Charles Smith 


You milk more out 


Highway signs of SCOTCHLITE 


Mining & Mfg. Co., Dept. AA - 


"SCOTCHLITE” Reflective Sheeting is a registered trad k of Mii 


REACH FOR 


BOWMAN 


of your advertising 


budget with low-cost-per- 
impression signs of SCOTCHLITE 


REFLECTIVE SHEETING 


Sheeting give you advertising 


cream" at skimmed milk prices! Yes, recent surveys prove that 
signs of SCOTCHLITE Sheeting give you highest readership at lowest 
cost! These brilliant, colorful, signs sell your name day and night 
in fair weather or foul! For a free demonstration on how you can 
put extra mileage in your advertising budget, write Minnesota 


556, St. Paul 6, Minnesota. 


ota Mining & Mfg. Co. 
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EIGHT STEPS TO LEADERSHIP: They've put # 


You are looking at a picture of the dynamic 
growth of STEEL Magazine . . . growth which 
in the first quarter of 1956 puts STEEL ahead 
of all Metalworking publications in total num- 
ber of advertising pages! 

It’s been an exciting span of years. Each gain 
was the result of bold, pioneering moves . . . 
innovations in business paper publishing that 
were years ahead of the field. 

In STEEL’s steady climb, no area that could 
benefit readers and advertisers was left unex- 


plored. The fast pace set by the Metalworking 
industry itself demanded daring new concepts ] 
in circulation . . . forward-thinking innovations 

in reader service . . . a fresh, new approach to 
editorial reporting. 

When metalworking advertisers were search- 
ing for more precise yardsticks to evaluate 
advertising readership, STEEL was first to pro- 
vide them. 

When companies selling to Metalworking 
needed closer cooperation in developing data 
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FIRST QUARTER —1956: 
1 SH TEERCARRIED MORE 
ADVERTISING PAGES) 
ae THAN ANY OTHER 
a oS dy 16 _ METALWORKING PUBLICATION 
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STEEL 
ADVERTISING PAGES CARRIED BY THE FOUR MAJOR 4 
METALWORKING PUBLICATIONS 
FOR A PICTURE OF WHAT'S HAPPENING = 2 
THROUGH MARCH, 1956, SEE CHART AT RIGHT 
J I I I I “Indust 
—@ * 61 on el 'S3 see 56 JAN. 1956 FEB. FA 
wwe 8, 1950 SO JANUARY 1, 1951: “ED JANUARY 2, 1953: €} FEBRUARY 3, 1956: 
STEEL surprises business STEEL drops front cover STEEL develops its “Pro- STEEL devises compre- 


paper world by resigning 
trom ABC. The issue: 
ABC’s refusal to audit 
the unpaid portion of 
STEEL ’s distribution. 


advertising in favor of 
new reader-service covers. 
STEEL also employs 
Starch to help advertis- 
ers evaluate readership. 


gram for Management” — 
a new concept of report- 
ing metalworking trends 
to aid management men 
in long-term planning. 


hensive yardsticks to help 
advertisers evaluate edi- 
torial quality of all busi- 


ness papers, 


STEEL first among all metalworking publications 


on markets and territory potentials, STEEL 
was first to offer a complete program of assist- 

* ance in market research. 
When new thinking had to be applied to 
business paper format, STEEL willingly under- 
took the job. 
Actually, the picture you see here and on 

the following pages reflects more than growth. 


It is your vote of confidence invested with a 
pioneer who realizes its continuing obligation 
is to give readers and advertisers all possible 
help in achieving their objectives. 


Leadership Builds Readership 


MAR, 1956 
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BOLD, NEW CONCEPTS 
IN CIRCULATION TECHNIQUES 
. « « This is Leadership! 
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16 YEARS OF MEASURING METALWORKING: 


It gives precise direction to STEEL’s circulation policies 


1939 saw Metalworking start to 
bulge at the seams. Who would 
take the lead in an accurate con- 
tinuing census of all its growth 
changes . . . its new plants, work- 
ers, operations and products? 

We recognized the need. 
That’s why we started Penton’s 
Continuing Census of Metal- 
working, the first of its kind .. . 
with increased emphasis on Selec- 
tive Circulation. 

Immediately we could pinpoint 
to a greater degree of effectiveness 
STEEL’s distribution . . . match 


it plant by plant, function by 
function . . . cover the never-end- 
ing changes throughout Metal- 
working. 

Just as important, we were able 
to give our advertisers a marketing 
blueprint to help them recheck 
sales territories and potentials; 
search out the best sales possibili- 
ties by products, plants and opera- 
tions, 

Sure, it was a big investment 

. more than a million dollars 
to date. But it was worth every 


penny in getting more copies into 
the hands of those for whom 
STEEL is edited. 


Leadership Builds Readership 
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EXPLORING NEW AREAS 
IN EDITORIAL REPORTING 
-.- This is Leadership! 
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PRECISE GEARING OF CONTENT TO INTEREST: 


It sets the pace in establishing ever higher readership levels 


Every day you see an increase in 
the tempo of Metalworking . . . 
and a change in the type of in- 
formation Metalworking execu- 
tives want. 

STEEL foresaw the trend a 
long time ago. Needed: more 
concise, higher-speed editorial re- 
porting of information keyed to 
the interests of men who make 
decisions. 

STEEL geared itself to lead the 
way. 33 full-time editors with a 
total of over 479 years’ experience 


in Metalworking, devised new edi- 
torial techniques to fill the gap. 

One result is STEEL’s Program 
for Management. Here is a new 
type of business trend reporting 
that influenced the thinking and 
events in business, labor and 
financial circles throughout the 
world. 

Team your advertising with 
editorial performance like this 
(winner of 21 national awards for 
editorial excellence), and you're 


on your way to maximum adver- 
tising effectiveness! 
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CONSTANT PIONEERING IN 
NEW ADVERTISER SERVICES 
- « « This is Leadership! 


ET ETEIEE 


on 


BACKLOG OF 54 STARCH ISSUES: Advertisers 


get a panoramic 5-year view to create more effective advertising 


At least four years ahead of any 
Metalworking weekly, STEEL 
threw its resources into a program 
to help advertisers evaluate reader- 
ship of advertisements. 

Working with the Daniel 
Starch Organization, pioneer in 
the field, STEEL offers today a 
backlog of 54 “Starched” issues 
for study. Their value: advertisers 


are using them to take a long- 
range look at successful advertis- 
ing techniques. 

And_ Readership evaluation 
joins other services such as direct 
mail, cover folders, and reprints 
offered by STEEL to help adver- 
tisers build greater impact into 
advertising programs. 


Leadership Builds Readership 
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FORWARD-THINKING INNOVATIONS 
IN READER SERVICE 


... This is Leadership! 


4 


DRAMATIC, NEWS-TYPE FRONT COVERS: For more 


than five years, they’ve been the green light to greater reader traffic 


How can a magazine best serve 
its advertisers? STEEL believes 
all advertiser service starts with 
reader service. 

The key is to win more readers 

. invite them to invest more 
time in each issue . . . justify the 
hours they spend with the book. 

Over five years ago, STEEL 
dropped front-cover advertising. 


This decision to forego the in- 
come from front cover advertise- 
ments is just one of the many 
moves initiated by STEEL to 
improve reader service. 

Isn’t this the type of look-ahead 
thinking you want to find in the 
magazine you select to carry your 
sales communications? 


Leadership Builds Readership 
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E> Shc open OF 
Brie apis NG OBLIGATION TO 
oes AND ADVERTISERS 
. . « This, too, is Leadership ! 


Standing still is deadly in the publishing business. 
Especially for a leader. 


We ask you to consider the record of publishing improvements 
outlined on these pages not individually _., but rather as a 


concept .-- 4 philosophy of doing pusiness. 


It's a philosophy of the open mind _,, sensitive to the 
opportunities for continuing improvements . -- receptive to new 
ideas and imagination in applying them. 


Our continuing obligation is two-way: 


As a leader we must anticipate the changing needs of our 
readers, and justify every minute they spend with us. 
This calls for constant exploration in better, more 
efficient ways to communicate ideas. 


Then, too, we must continue to pioneer in improving the 
climate for advertising and sales promotion. 


The job isn't 4 single effort. Only through the vision and 
progressive efforts of all publishers will the business press 
attain full credit for an important job well done. 


The innovations pioneered by STEEL in the past serve as 
forerunners of even better things to come. 


Our continuing obligation to both readers and advertisers 


is progress: 


Geo.,0- Hays 
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President 
Penton Publ ing Company 


Gm + Leadership Builds Readership 
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Advertising Age, May 7, 1956 


‘True’ Report Notes 
Trend to Variety 
in Liquor Buying 

New York, May 1—Who does 
the bulk of the liquor buying for 


the family? 
It’s not “Polly Pursestrings,” it’s 


the men, who select the brand| 


and buy the liquor, in eight cases 
out of ten. 

That’s one of the highlights in 
the ninth annual liquor report 
prepared for True by Clark Gavin 
Associates, liquor marketing con- 
sultant, which the magazine re- 
leased last week. . 

Total liquor consumption in 
1955, the report shows, was 199,- 
526,496 gals., a gain of 5.3% over 
1954. 

Of individual types of liquor, 
vodka showed the most sensational 
percentage gain—90.5%. It moved 
up from 3,272,233 gals. in ’54 to 
6,234,662 gals. in ’55. 

In comparison with vodka, gin 
sales increased to 19,586,524 gals. 
in ’55, from 18,004,142 gals. in ’54, 
a jump of 8.8%. 

The True survey shows that 


Ad Arts Guide Published 


“Guide to Films, Periodicals, 
and Books in Printing, Paper Pub-. 
lishing, Printed Advertising, and 
their Closely Related Industries,” 
compiled by Prof. George J. Mills, 
has been published by the School 


Institute of Technology, 


of Printing Management, Carnegie Retail (total) 
Pitts-| Dept. Stores ........ , 
burgh. The 64-page booklet may be | General ................ ‘ 
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Morey, Humm Gets Eppens 
Eppens, Smith Co., manufactur- 


Newspaper Advertising Linage 


March, 1956 er of Holland House coffee and 
tea, has appointed Morey, Humm 
Media Records Report for 52 Cities & Warwick, New York, to handle 
March March = Per Cent January-March Per Cent its advertising. Ellington & Co. 
Classification 1956 1955 Change 1956 1955 Change |formerly handled the account. 


cvecovee 132,840,359 131,557,410 +1.0 352,984,156 342,018,017 + 3.2 
46,972,573 49,032,255 —4.2 126,879,429 126,780,567 + 0.1 


36,150,824 34,413,948 +5.0 94,594,243 86,946,720 + 8.8 


Mido Watch Co. of America, 


WESTERN PACKING 


lordered from Prof. Mills at the} Automotive 15,494,190 15,291,560 +1.3 44,875,427 36,311,414 +23.6 MN 
| school for $2 a copy. | Financial ee A 3,483,997 3,530,105 —1.3 11,919,053 10,754,239 +10.8 NEWS SERVICE 
| Total Display ........ 187,969,370 184,793,023 +1.7 504,372,879 476,030,390 + 6.0| |. covers Coast processing of conned, dried, frozen, 
Mido Watch A ints Leblan Classified .............0 63,285,785 57,756,452 +9.6 177,417,704 157,117,669 +12.9 end specialty foods since 1939 and offers 
PPpo ~ GR cnscesicrnctnsinnsse 251,255,155 242,549,475 +3.6 681,790,583 633,148,059 + 7.7 


LIVEST NEWS IN THE INDUSTRY | 


New York, has appointed Mack} 


its advertising. The agency also 
handles the international adver- 
tising for the parent company in 
Bienne, Switzerland. 


Leblang Co., New York, to handle | National Brewing Signs 
Radio-TV Baseball Pact 


tended its radio and tv contract! vised home games and approxi-| é 
with the Washington Senators for.| mately 27 road games. 


LOWEST AD PRICES IN THE FIELD | 
Sample copy free on ‘aquest. Published by: 


$.D. McFadden News Bureau 
Front San Francisco 11, Calif. 


an additional three years at a re- 
ported $1,500,000. The brewing 
National Brewing Co. has ex-/|company has the rights to 24 tele- 


blended whisky made something 
of a comeback in ’55 by holding) 
its loss to 1.9% against the 10% 
drop it suffered in °54. Straight 
whisky continued to gain, with an) 
increase of 11.5% over ’54. Bonded 
whisky dipped 1.7%, a phenome- 
non attributed to the shift of con- 
sumers to lighter 86-proof 
straights. 


s Brandy increased 12.1%, Scotch 
9.5%, cordials and liqueurs 8.5%, 
Canadian whisky 4.6%, and rum 
4.1% in ’55 over ’54, the report 
shows. 

“Most significant of all the year’s 
marketing developments,” the re- 
port says, “was the decided trend 
toward product’ diversification. 
While total whisky consumption 
rose 2.8%, sales of non-whisky 
types of spirits went up 16.7%. | 
This seems to be a basic trend,” | 
the report says, predicting that it. 
will extend into the future. 


NAMD Elects Albright: | 
Honors Four Newspaper Heads 

Joseph Albright, Curtiss Candy | 
Co., was elected to succeed Moss 
H. Kendrix, Washington public re- 
lations man, as president of the 
National Assn. of Market Devel- 
opers at its convention and clinic 
last week at Tennessee A & I State 
University. Theme of the clinic 
was “Negro Market Programs in 
1956.” 

Mr. Kendrix, cited as founder 
of the association, will serve as 
board chairman. NAMD honored 
four newspaper heads for their 
contribution to the marketing field. 
Receiving citations were C. C. De- 
joie Jr., Louisiana Weekly, New 
Orleans, and president of the Na- 
tional Newspaper Publishers Assn.; 
Carl Murphy, Afro-American 
Newspapers, Baltimore; John H. 
Sengstacke, Defender Publications, 
Chicago, and Mrs. Robert L. Vann, 
Pittsburgh Courier. 


Cartoon Booklet Available 

Television Associates of Indiana 
is offering a book of cartoons by 
Bill Eddy which originally ap- 
peared on calendars for Minne- 
apolis-Honeywell Regulator Co., 
Brown Instrument division. The 
book is 10”x12%” in size with 
pages perforated for easy removal. 
Copies may be obtained for $5 
each from Television Associates, 
East Barker Ave., Lakeland, Mich- 
igan City, Ind. 


.CLIP THE CLIPPER™ 


Like many other BIG NAME firms, you, too, 
con clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address .. . 
MULTI-AD SERVICES, INC. 
Box 806M Peoria, Illinois 


$67,000 WORTH OF SALES 
FROM A *779 INVESTMENT! 


At a Sales Cost of 1.15% 
The following letter tells the story: 


The files of CDNPA 


55 University 
Toronto, 


Dear 


extent of 


sales, at 4 


10; 
montacaa » TORO” 


DAILY NEWSPAPERS BRING NATIONAL ADVERTISING 


jamES LOVICK & C 


ADVERTISING A 


soo wav svaccr. vO 
waumuT 9-000? — cases © 


lan Macdonald, 
Mr. aa paily Newspaper 


Ontart 


Mr. Macdonald: 


Between February 15 
advertisement 
This involved an 


resulted in Se orth of sales. 


The first inse 


ANY LTD are filled with similar 
OomMP . 


GENCY case histories which prove 


nonto *. ontario 
ovicKan TORONTO 


that daily newspaper 
advertising gives you 
top value for your 


advertising dollar. * 
Publishers ASSOC.» 
er Daily newspapers offer 

advantages in flexibility, 


“urn member cwepepe's economy, concentration 
DNPA member newsp e 
a eees of $779.00, which 


to t 
traceable retums 


in two 
© 


in the best markets, 
believability and immediate 


th of 
31,00) et the second 


¢ sales, at a 


is represents 3” 
nr 1.15% of sales 


action that no other 


co 


medium can give you. 


ider the advertisement 


uminum cons the most *Case histories to substantiate these claims are 
pony rm both these newspapers or kept in our office for your perusal at any time. 
tha laced for them. 
successful ever P 
Yours very truly, 
ANY LTD. 


JAMES LOVICK & COMP 


Rida 


a: 8. Rowland ’ 
Vice-President - 


If you feel your advertising is not 
taking full advantage of the selling 
power of daily newspapers, then con- 
tact the advertising managers of your 
local newspapers. They'll be glad to 
tell you about the many important 
advantages you get from daily news- 
paper advertising. 


NA nTON asc v-Y¥ = 
co ° c ar ad 
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TO THE LOCAL LEVEL—THE ACTION LEVEL 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Avenue, Toronto 1, Ontario 


Telephone: EM. 8-1813 


1. H. Macdonald, General Manager 


F.4083 
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3,029,246 Lines 


etail Grocers’ Advertising! 


With a 1955 total of 3,029,246 lines of retail grocers’ 
advertising in its morning and Sunday issues The Kansas 
City Star was surpassed in this important field by only one 
other newspaper—the Miami Herald. 

This comparison based on figures compiled by Media 
Records, a national advertising measuring service, excludes 
the lineage carried in The Star’s evening edition. Just 
counting morning and Sunday (seven issues a week) its 
rank is second in the entire nation. 

As food is the biggest item in retail buying and as 
food advertising is the biggest category in advertising 
lineage totals, the significance of this showing in competi- 
tion with newspapers in cities many times its size reflects 
the importance of the Kansas City market in ALL categories 
of retail activity. 

Kansas City’s metropolitan area, crowding the million 
mark in population, ranks high in every measurement of 
civic and industrial progress. It is a youthful, growing 
community—with a per capita spending record that ranks 
first in America. 

Another FIRST is the opportunity of addressing this 
high voltage market through The Kansas City Star, which 
makes available to advertisers the most thorough and most 
economical circulation coverage in America—95 per cent 
home delivered. 


LEADING NEWSPAPERS IN RETAIL GROCERS’ 
ADVERTISING FOR YEAR 1955 


Compiled by Media Records 
LINEAGE 


1. Miami Herald (M & S) 

2. Kansas City Star (M & S) 

3. Washington Star (E & S$) 

4. Chicago Daily News (E) 

5. Tampa Tribune (M & S) 

6. Portland Journal (E & S$) 

1, Houston Chronicle (E & $) 2,605,365 
8. Denver Post (E & S$) 2,602,935 
9. Memphis Commercial Appeal (M & S$) 

10. Toledo Blade (E & S$) 

(1. Fort Worth Star-Telegram (E & S) 

12. Long Beach Independent (M) 

13. Long Beach independent-Press Telegram (E & S) 2,399,012 
14. Daltas Times Herald (E & S) 2,390,203 
15. Akron Beacon Journal (E & S$) 

16. New Orleans Times Picayune & States (M & S) 

11. San Diego Tribune (E) 

18. San Diego Union (M & S$) 

19. San Antonio News (E) 
20. Portiand Oregonian (M & S) 
21. Indianapolis News (E) . 2,197,251 
22. St. Louis Post Dispatch (E & S$) 2,191,503 
23. Washington Post & Times Herald (M & S) 
24, San Antonio Express-News (M & S) 
25. Norfolk Virginian-Pilot & Portsmouth Star (M & S$) .. 2,165,036 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
Harrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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Wealth of Data 
Coming from New 
Census Reports 


Director of Census 
Bureau Tells of Market 
Material Available 


By Robert W. Burgess 
Director, Bureau of the Census 


Results of several national cen- 
suses which were conducted in 1955 
by the Bureau of the Census now 
are being published and will be 
available for all areas in complete 
detail before the 
end of 1956. Pub- 
lication of these 


Available Market Data Section 


vertising Age ’ 


The list of 
Available Market Data 
begins on Page 60 
and goes to Page 145. 
Use the coupons 


for requesting data 


wholesale trade, and selected serv- 
ice trades) presenting information 
for 3,000 counties and 4,200 urban 
places, with summaries for 50 of 
the larger standard metropolitan 
areas, for each of the states and 


results will bring 
forward statisti- 
cal information 
through 1954, the 
year covered by 
the censuses, on 
the operations of 


farms, factories, 
mines, and dis- 
tributive trades R. W. Burgess 


in every impor- 
tant geographic subdivision of the 
country. 

Nearest the point of completion 
are the reports of the 1954 Census 
of Agriculture and the 1954 Census 
of Business. Preliminary farm cen- 
sus statistics have been published 
for each of the 3,000 counties in 
the United States, with summaries 
for each state and territory, each 
of the four major regions, and for 
the country as a whole. Prelim- 
inary statistics also have been pub- 
lished for the three segments of the 
Business Census (retail trade, 


territories, and for the United 
|States. Final state bulletins of 
lthese two censuses are now in 
| preparation for publication and 
will all be available by midsum- 
mer. 


® Among important items of in- 
formation about the nation’s farms 
shown by the 1954 Census of Ag- 
riculture was a 600,000 decline in 
number of farms from 5.4 million 
in 1950 to 4.8 million in 1954; in- 
crease in average value of land 
and buildings in farms from $13,- 
939 in 1950 to $19,706 in 1954. The 
proportion of tenancy decreased 
from 26.8% in 1950 to 24.4% in 
| 1954. Farms with electricity num- 
|bered 4.4 million; with telephones, 
'2.3 million: with piped running 
water, 2.8 million; with television 
sets, 1.7 million; with home freez- 
ers, 1.5 million; with tractors, 2.9 
million; with automobiles, 3.4 mil- 
| (Continued on Page 58) 


Ninth Annual Listing of Available 
Market Data Offered to ‘AA’ Readers 


Over 1,500 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its ninth annual 
descriptive list of the available 
market data issued by media, trade 
associations and other groups, so 
that marketing and advertising ex- 
ecutives may look over the whole 
field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 
been numbered, and ADVERTISING 
AGE will be glad to handle requests 
for various items from readers, 
to simplify the problem of obtain- 
ing desired information. 


® Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of market data listed in 
these pages are desired. ADVERTIS- 
1nc AGE will undertake to forward 
all requests for data to the pub- 


these requests, however, rests in 
the hands of the individual pub- 
lishers of the data, who undertake 
to handle all reasonable requests, 
within the limitations of supply or 
other conditions which cannot be 
foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


® For ease of reference, the com- 
pilation is presented in eight sec- 
tions: 

1. National Markets, embracing 
all data which covers the nation 
geographically. 

2. Farm Markets, covering the 
farm field specifically. 

3. Regional and Local Markets, 
which embraces data covering a 


lishers of each piece. Fulfilment of 


(Continued on Page 60) 
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Slowdown of Business Growth Is 
‘Disturbing, Unnecessary’: Johnson 


10% Increase in Consumption Needed by 1957 and 
Advertising Can Aid Expansion, Says JWT Researcher 


By Arno H. Johnson 
Vice President and Director of Research, 
J. Walter Thompson Co., New York. 


A disturbing slowdown of busi-, 
ness growth started in the fourth) 
quarter of 1955 and has persisted 
into the spring of 1956. Unless this 
slowdown is reversed soon we 
shall fall far behind the levels of | 
standard of living we should and} 


can reach in the next few years. | 


Consumption Must Expand to 
Support $500 Billion Economy 


The President’s goal of a $500 
billion level of production by 1965/ 
has been widely accepted as the 
minimum measure of our produc-| 
tive ability, nine years from now, | 
based on our probable labor force 
and historical rates of productivity 
increase. Other estimates have 
ranged higher rather than lower 
or have set the date of arriving at 
a $500 billion level earlier than 
1965. Professor Sumner Slichter 
has set the figure at $570 billion by 
1965. Mr. Nixon in his speech be- 
fore the Brand Names Foundation 
on April 19 asserted that the 
country’s economic output will 
reach the level of $500 billion 
“within a few years.” 

While accepting almost without 
question the projections of our 
probable production to over $500 
billion by 1965 many business and 
financial executives, as well as 
government officials, seem to over- 
look the fact that consumption 
must be vastly increased over pres- 
ent levels to support that level of 
production. They fail to recognize 
the opportunity and the urgent 
need for an immediate surge up- 
ward in the standard of living of 
mass millions of American families. 


= To support that productive abil- 
ity of between $500 and $570 bil- 
lion, which we shall have by 1965, 
we must expand sales of goods and 
services to consumers to between 
$350 billion and $400 billion, in 
1965, compared with $252 billion 
purchased by consumers in the 
peak year 1955. That’s a greater 
domestic market, by between 40% 
and 60%, than we have ever ex- 
perienced in America. 

That points to an opportunity, 
at the minimum, for a third higher 
standard of living for the Amer- 
ican people within the next nine 
years—and the good possibility of 
an increase greater than 50%! 


‘55 Should Have Been Higher 


Business was considered good in 
1955. Production, employment, 
wages, real purchasing power and 
retail sales reached an alltime 
high. Even consumer expenditures 
for food climbed to approximately 
$69 billion, or 35% above the $51 
billion level in 1950. (That’s a 22% 
increase in five years in terms of 
constant dollars, after correction 


FOR THE NINTH TIME—Ever since 
1948 Arno Johnson has highlighted 
Advertising Age’s annual market 
data issue with his own analysis of 
the current economic situation. 
Mr. Johnson’s postwar predictions 
on our economy have been un- 
cannily accurate. 


for food price changes.) 

The high levels reached by busi- 
ness in 1955, after the pessimistic 
forecasts in 1954, has led to a rath- 
er widespread belief that purchas- 
ing by consumers was too active 
in 1955, and that purchasing power 
now should be curtailed by artifi- 
cially higher interest rates, credit 
restrictions, and continuance of 
high tax rates. It is said we must 
“take the bloom off the boom.” 


@ This viewpoint that we are at 
too high a level of business now is 
erroneous. Actually, business last 
year should have been 5% higher 
than the 1955 peak just to keep in 
line with the growth in consumer 
purchases that will be necessary 
to reach the minimum goal of liv- 
ing up to a $500 billion level of 
production envisioned by the 
President for 1965. Consumer pur- 
chases of goods and _ services 
should have reached $263 billion 
or 5% greater than the $251 bil- 
lion level in the first nine months 
of 1955. 

To offset this slowness of 1955 
our standard of living must ex- 
pand by another 10% over present 
levels by early 1957 if we are to 
keep in line with our growing 
productivity and the necessary 
changes in the standard of living 
of the American population as a 
step toward 1965. 


Opportunity For 10% Increase 
To $277 Billion By 1957 

We must sell $26 billion, or 10% 
more, to consumers in 1956-57 


|than in 1955 to keep our economy 
| strong and advancing. 

Just to equal the per capita pro- 
| duction we had in the third quarter 
of 1955 would require selling $14 
billion more to consumers in 1956- 
57 than in 1955. This should be the 
minimum goal, since it would al- 
low for no growth whatever in 
productivity (see Chart 1). 

Actually, our per capita pro- 
ductivity in the 15 years from 
1940 to 1955 increased annually 
about 2%%. Just to keep up with 
our growing productivity, there- 
fore, and to avoid increased un- 
employment, we are faced with 
the need for a production rate of 
about $2,430 per capita by the end 
of 1956, or a total of $412 billion 
annual production. This widens 
the gap to $26 billion between the 
1955 (last nine months) level of 
consumer purchases of $251 bil- 
lion and the $277 billion needed 
to support our true productive 
ability. 


e Furthermore, the potential lev- 
el of $277 biilion of consumer pur- 
chases by 1957 is just in line with 
where we should be if we are to 
reach a goal of over $350 billion 
necessary to support a minimum 
$500 billion of production in 1965. 

In other words, just to keep up 
with our growing productivity and 
labor force, we must sell to con- 
sumers $26 billion more goods and 
services in 1956-57 than in 1955. 
That’s an increase of 10% in po- 
tential markets for the year ahead 
(see Chart 1). 


Present Slowdown Is 
Challenge To Advertising 


The slowdown in expansion of 
our standard of living in the fall 
of 1955 and spring of 1956 is dis- 
turbing because it has largely 
passed unrecognized and buried in 
the news of new peaks of sales 
and profits and because this slow- 
down has been encouraged, and 
partly self-induced, by those who 
feel we have grown too fast. They 
fear inflation. It is true that the 
first quarter of 1956 reached new 
highs in consumer purchases, but 
the growth was far less than we 
needed. 

In the fourth quarter of 1955 
and the first quarter of 1958 the 
advance or growth in our stand- 
ard of living (consumer expendi- 
tures for goods and services) av- 
eraged $1.8 billion per quarter. 
This was a slower growth than at 
any time in 1955 or 1954 (which 
was called a year of “recession” ). 
During the first three quarters of 
1955 the rate of growth in stand- 
ard of living averaged $4.7 bil- 
lion per quarter (see Table 1). 


ws This slowdown in the rate of 
growth apparently had nothing to 
do with prices or inflation. The 
consumer price index in the first 
quarter of 1956 stood at 114.6, 
compared with the third quarter 
of 1955 at 114.5 and the average 
for the year 1954 at 114.8—almosit 
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10% MORE IN 1956-57 


WE MUST SELL $26 BILLION MORE TO CONSUMERS 
TO KEEP OUR ECONOMY STRONG AND ADVANCING. 


1956-57 OPPORTUNITY 
MINIMUM = REAL NEED 
(HO tquAL FeaTR = (JUST TOCATON UP 
1955 (1955) (95S PER om WITH 965 GOAL) 
cr eue) (= oe) $4]2 sition 
pe voron 9384 Bitwon 2920) pa +42 
FOR DEFENSE $40.8 | (1407) 136 
a CO 157 
PRIMATE ROVESTMENT | 657.7 | (1600) ———— 
6 fqpment reantory) esttstace 2% Bihon) 


Less Personal loxes 333 (0) 
DISPOSABLE INCOME 266.7 (2720) 


less Comumer Expendiives 250.9 (2565) 
Persone: Savings $8 (155) 


265 
1S 


complete stability. 

With the urgent need now for 
more rapid expansion of sales to 
keep up with productive ability 
there is a real challenge to adver- 
tising. 

We need a level of $277 billion 
of consumer purchases by the first 
quarter of 1957 just to be in step 
with the President’s 1965 goal. 

To reach that level of $277 bil- 
lion of consumer purchases, by 
the first quarter of 1957 compared 
with our present 1956 (first quar- 
ter) level, will require an average 
growth of $4.4 billion each quar- 
ter. That is approximately the 
same rate of growth that we ex- 
perienced during 1955—but it is 
double the present slowed down 
growth of the first quarter of 1956. 


Increased Production 
Can Stop Inflation 

There was great fear five years 
ago, in 195i, that we could not 
avoid inflation. Much of our pro- 
duction was diverted to war ma- 
terial for the Korean War and we 
experienced serious shortages of 
many materials. 

We proved, however, that in- 
creased productive ability could 
offset both the threatened short- 


ages and increased wages. In the/the level of $230 billion in 1953 dollars, 


HAS DECLINED 


HOW RATIO OF DEBT TO PRODUCTION 


Advertising Age, May 7, 1956 


HOW CORPORATE LONG TERM DEBT HAS DECLINED 
IN RELATION TO PRODUCTION 


| | 


1950 1955 crenenm 


oene 1930 1940 1950 1955 a= BILLIONS 
66% on GROSS NATIONAL ‘O11 $100.6 6285.1 s30es 
:s — ome +1006 + 285.1 +3648 “owremoer *51.1 + 43.7 660.1 + 857s 
ne “panate vest ‘191.0 189.9 14907 +6160 ver) yt ‘275 $81.6 1000 cs) 
“s privare cest *160.4 $128.6 $2513 $3490 cs) an 


Note Exchdes Bares and inswonce Comparwes 


was no inflation. Wholesale prices, ducing personal tax rates by 10%.| Consumer Credit Could Expand; some of these materials in short 


dropped 1% _ while 


consumer | 


prices increased 3% (see Table 2). 10%, the tax rates were lowered, 
|}and now we see the influence of 
| the magic of consumption in the 
estimates that the federal budget 


Increased Consumption 
Can Balance Budgets 


Increased consumption, 


viding employment, can 


and can make debt less burden- 


of outstanding debt to production 
and income. 

In early 1954, at a time when 
there was extensive pessimism, I 
pointed out (AA, May 17, ’54) the 
opportunity for expanding the 
market for goods and services by 
10% by 1955 through skilled mar- 
keting and advertising. I outlined 
the opportunity for an increase to 
$256 billion in consumer pur- 
chases (from $230 billion in the 
last quarter of 1953). 


a The level of personal consump- 
tion actually reached in the last 
quarter of 1955 was $257 billion. 
Also, I stated that this increase of 
only 10% in total consumer pur- 


chases of goods and services from 


solve 
problems of government budgets 


some through lowering the ratio’ 


and debt reduction. 


Rapid Decline Of Debt 

In Relation To Production 

| Many point with alarm to our 
| mounting debt total, but few seem 
'to recognize the significance of 
|the rapid decline in the ratio of 
| total debt to total production and 
| what this can mean for expansion 
|}of production facilities and con- 
|sumer markets. 

| In 1930, the outstanding net to- 
tal of public and private debt in 
the U. S. represented more than 
| double a full year’s national pro- 
duction—actually 210% of the 
|year’s total production. By 1955 
| total debt, although over three 
|times greater in dollars, had 
| dropped to 160% of a year’s pro- 
duction; production, measured in 
had grown more than 


five years between mid-1951 and| would so broaden the various| fourfold (see Chart 2). 


1956 average wages and salaries! 


increased 22%, corporate profits, | 


bases for taxes that we could bal- 
ance the federal budget—even 


after taxes, increased 16% and di-| provide a surplus—aiter eliminat- 
vidends increased 22%-—but there|ing excess profits taxes and re- 


Growth Must 


2nd 
3rd 
4th 


Quarter 
Quorter 
Quarter 


1957—1Ist Quarter 
ANY GROWTH LESS THAN THIS MAY LEAD TO DEPRESSION 


Table 1 
Slowdown in Standard of Living 


The slowdown in growth of standard of living which started in 
the 4th quarter of 1955 must be reversed if we are to avoid 


depression. 
Personal Consumption Growth From 
Expenditures Previous Quarter 
(Annual Rate—Billions) 
1953—4th Quarter $230.3 —_ 
1954—Ist Quarter 232.2 $1.9 
2nd Quarter 235.1 2.9 
3rd Quarter 237.9 2.8 
4th Quarter 241.0 3.1 
1955—Ist Quarter 245.8 48 
2nd Quarter 250.5 47 
3rd Quarter 255.7 5.2 
Slowdown in Growth In Last 6 Months 
4th Quarter 257.2 15 
1956—1st Quarter 259.4 2.2 


RENEWED GROWTH NEEDED BY Ist QUARTER 1957 TO MATCH 
OPPORTUNITY AND TO 


Be Reversed 


BE IN LINE WITH 1965 GOAL 
263.8 44 
268.2 44 
272.6 44 
277.0 44 


@ Even more spectacular has 
been the drop in the relation of 
|total private debt to production. 
|Net private debt of individuals, 
businesses and corporations rep- 
resented 176% of a year’s produc- 
tion in 1930. By 1955 the relation- 
ship had dropped nearly in half, 
to 91% of a year’s production. 

This is a factor of unrecognized 
strength in our economy—but it 
emphasizes the importance of 
holding our production level high 
through increasing our standard 
of living rapidly enough to con- 
sume and enjoy what we are ca- 
pable of producing. 


Corporations Strong: 
Corporate Debt Has Declined 

Net corporate long-term debt 
has dropped to half its prewar re- 
lationship to national production. 
In 1930 corporate long-term debt 
represented 56% of a year’s pro- 
duction and in 1940 it was 44%. 
By 1955 this relationship was cut 
in half with long term corporate 
debt representing only 22% of a 
year’s production (see Chart 3). 

The ratio of corporate profits 
after taxes to corporate long-term 
debt has increased from 15% in 
1940 to 25% in 1955. And the net 
working capital as a per cent of 
long-term debt has_ increased 
‘from 63% ($27.5 billion) in 1940 
|to 117% (over $100 billion) in 
1955. 


There is magic in consumption | surplus will exceed $2 billion this 
while | {8cal year. : 

raising the standard of living, uti-| Mov be ppb a 

lizing productive ability, and pro-| tion of 10% by 1957. This could. $8 billion level of 1940. But con- 


make possible further tax cuts 


Consumption did increase by Safely by 60% in ‘56-57 
An added source of purchasing | 


power is the fact that consumer 
short term credit is low in relation 
to discretionary spending power. 
The present level of consumer 
credit at over $34 billion worries 
some—it is about four times the 


The ratio of consumer credit to 
discretionary spending power has 
dropped from 31% in 1940 to 
about 22%. This means that con- 
|sumer credit—instalment sales, 
charge accounts, and _ personal 
loans—could expand by 60% over 
the high 1955 level without being 
overextended in relation to dis- 
cretionary income. Just to reach 
the 1940 ratio could add about $20 
billion to current purchasing 
power. 


Standard Of Living Can 
Increase Without Inflation 

The major reason given by fi- 
nancial leaders for wanting to 


purchasing power is the fear of 


sumer discretionary spending) 
| power, in 1956-57, is expected to) 
_be over six times the 1940 level. 


supply. 

But currently durable goods 
represent only 13% of the total 
purchases of goods and services 
by consumers; 87% of the stand- 
|ard of living is made up of items 
|that could be expanded substan- 
| tially in demand without causing 
| Shortages or inflationary pres- 
sures. Food and clothing, for ex- 
ample, are areas where advertis- 
ing could increase consumption 
}much further without encourag- 
|ing inflation. 

Opportunity For 25% Increase 
In Food Sales By 1960 

The potential market for food 
products by 1960 could expand by 
at least 25% over present levels. 
Total personal consumption ex- 
penditures for food (excluding al- 
coholic beverages) were at the 
annual rate of $66.5 billion in the 
first quarter of 1955 and at an 
estimated $69 billion by the end 
of the year. To keep up with our 


growing productive ability and 
probable population growth by 
1960 the potential total market 


curtail the boom by higher inter-| for food should expand to $83 bil- 
est rates, credit restrictions and| lion, or 25% greater than the first 
other moves to lower consumer| quarter of 1955. 


If total consumer purchases of 


inflation. They point to shortages|all goods and services reached the 
of steel, copper, and other mate-| minimum level 
rials, and to the rising prices of|needed to support the probable 


of $350 billion 


Wages and Salaries 


Average weekly earnings 
in manufacturing 

Average hourly earnings 
in manufacturing 


Salaries (1947-1949—100) 


Prices (Index 1947-1949— 100) 
Wholesale—all commodities 


Whol ind 
farm products and processed 


Profits 
Corporate Profits—After Taxes 
Dividends 


Table 2 
How Increased Productivity 
Stopped Inflation in Last 5 Years 


1951 to 1956 


Wages and Salaries up 22% 
Total Personal Income up 24% 


No Inflation—Prices Stable— 
Wholesale down 1%; Consumer up 3% 


Composite Index Of Wages And 
Total Personal Income (Billions) 


trial (excluding 


(Mid-Year) (Spring) Per Cent 


1951 1956 Change 
$64.32 $78.59 up 22% 
$1.60 $1.95 up 22% 
120 147 up 22% 
$252.4 $313.6 up 24% 
113.7 112.8 down1% 
116.0 121.0 up 4% 
110.9 114.6 up 3% 


1951 Year 1955 Year 
$18.7 Bil. $21.6 Bil. up 16% 
9.1 Bil 11.2 Bil. up 23% 
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‘em Everything’s New in New Orleans 


Bethlehem Steel locates in New Orleans 


New skyline. This 17-story building which will 
: rise on the site adjoining the National Bank of 
New Industry. Here’s the site, 70 acres in size, at the juncture of the Industrial Commerce building in downtown New Orleans is 
Canal and the Intracoastal: Waterway, which the Bethlehem Steel Company the third large office building to be announced in 


has just leased to construct a steel and shipbuilding plant in New Orleans— a month—to continue the pace of fabulous down- 
typical of how new industry continues to locate in oil- and port-rich New Or- town construction, including all-new Civic Center 
leans. grouping of multistory buildings. 


New sales records. New Orleans met- 
ropolitan area retail sales reached $951 
million in 1955—a gain of 437.2% over 


1940. This buying crowd was pictured 
when Krauss Co. sold out an entire shoe The selling face changes. Construction begins this summer on the West Side Shop- 


store stock as the result of a single advér- ping Center at Gretna—timed for completion with the West Bank Expressway and 

tisement in The Times-Picayune New new bridge over the Mississippi river. First phase of the $25 million, 30-acre center in- I 
Orleans States. Effective Buying Income cludes 25 to 30 stores, parking facilities for 2000 cars—it’s one of two giant centers # 
totals more than $1 billion. scheduled for growing west bank New Orleans. 3 


tt. 


Che Gimes-Picauune celeron: 


NEW ORLEANS STATES _ Sunday 281,973 


Publisher's Statements ist qtr. (Se, as 
filed with the A.8.C., subject to audit. : 
Daily combined morning and evening av9. ) 


Represented Nationally by JANN & KELLEY, Inc. 
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FOOD PRODUCTS 
OPPORTUNITY FOR MARKET EXPANSION 
25% GREATER BY 1960 
45% GREATER BY 1965 


$5000 sncion® 


(ALL IN 1955 PRICES ) 


POPULATION 151,683 164,262 179,000 190,000 


#4500 Ballion Gene’ Nationa! Prockction by %es 
Based on “conome Report of the Presctert Jarwary 55 


$500 billion of production in 1965, 
then the potential for food prod- 
ucts would increase 45% to a level 
of over $96 billion, in terms of 
1955 prices (see Chart 4). 


s Such an increase in living 
standards is perfectly possible. 
Purchasing power is created by 
production. The increased produc- 
tivity of our population since 1940, 
for example, has resulted in an 
increase of 92% in real purchas- 
ing power—even after adjustment 
for inflation, higher taxes, and 
heavy defense needs. The produc- 
tion level of over $500 billion pos- 
sible by 1965 could yield dispos- 
able income to individuals, after 
taxes, of $375 billion. This would 
be sufficient for an increase to 
over $350 billion of consumer 
purchases, plus a high level of 
about $25 billion annually in per- 
sonal savings. 

The. Department of Agriculture 
has found that consumer expen- 
ditures for food represent about 


27%% of the total standard of 
living (total consumer expendi- 


tures for all goods and services). 
The percentage spent for food has 
been increasing with increasing 
living standards. Prewar, from 
1929 to 1940, less than 25% of to- 
tal consumer expenditures went 
for food. 


ws The rate of expenditures for 
food in recent years, at 274%42% of 
total personal consumption ex- 
penditures, indicates the potential 
of $96 billion in 1965 with $350 
billion of total personal consump- 


tion and $83 billion in 1960 with 
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MENS WEAR - 


PURCHASES OF COTTON ARTICLES 


HOW CONSUMPTION OF SELECTED COTTON ITEMS 
INCREASED WITH INCOME PREWAR((94!) 


$300 billion of total consumption. 
Any continuation of the trend to- 
ward spending a higher propor- 
tion for food with advances in 
living standards would, of course, 
increase the food potential be- 
yond these figures. 

The next five-year population 
increase up to 179,000,000 in 1960 
can contribute an increase of 9% 
to the food market compared with 
1955. The remainder of the 25% 
potential increase by 1960 to bring 
food purchases up to $83 billion 
must come through changes in 
food habits. Some of the factors 
that will help make possible these 
changes in habits will be outlined. 


Advance in Standard of Living 
Can Boost Food Sales 

An advance in the standard of 
living, with changes in income 
and real purchasing power, in- 
creases the potential food market. 
Studies have shown that dollar 
food expenditures per capita in- 
crease with improvements in diet 
and nutrition habits. 

In prewar government studies 
even the quantity of food con- 
sumed varied with income, rang- 
ing from 28% below average per 
capita in families with incomes 
under $500 to 39% above average 
in families with incomes above 
$5,000. 


@ The difference between family 
expenditures in different income 
groups was much more pro- 
nounced because of differences in 
selection of food and diet. In dol- 
lar expenditures for food low in- 


BEEF and VEAL - PER CAPITA CONSUMPTION 
Prewar Per Capita Consumption increase With Income 
Points To New Expansion Opportunities in Future 


$1000- $1500- $2000- $3000 
999 1499 1999 2999 4999 
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come families—under $500—were | 
69% below average, while fam- 
ilies with incomes over $5,000 
were 149% above average, i.e., 
they spent 2% times as much as 
the average family for food. 

As families move up from one 
income class to the next, they 
could represent substantially in- 
creased markets for food if only 
they were to take on the habits 
and desires of the income group 
into which they move. This is true 
even though taxes and the cost of 
living have increased. Advertis- 
ing can help change these food 
habits and widen the market in 
terms of total consumption and 
quality and convenience stand- 
ards. 


Beef Consumption Per Capita 
Increased 44% Since Prewar 

Beef is an example of how op- 
portunity grows for expansion of 
consumption as families move up 
in income. The prewar pattern of 
consumption showed increases in 
pounds per capita with each high- 
er level of income (see Chart 5). 

Per capita consumption already 
has grown 44% since prewar. It 
can grow substantially more as 
mass millions move up the income 
scale along with our increased na- 
tional productivity. 


40% Increase in Per Capita 
Consumption of Dairy Products 
The dairy industry faces an op- 
portunity for substantial in- 
creases in the per capita con- 
sumption of its products if it will 


but take advantage of recent basic 


HOUSEHOLD LINENS AND BEDDING 


HOW EXPENDITURES PER FAMILY INCREASED WITH 


MASS MILLIONS MOVING UP 
MEANS INCREASED POTENTIAL SALES 
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changes upward in the standard 
of living of the American people. 
The rise, since 1940, in national 
productivity has brought about 
startling changes in real consumer 
purchasing power, in the distribu- 
tion of families by income groups, 
in savings and in the discretion- 
ary spending power that people 
have available for improving their 
standards of living and their food 
consumption. As a minimum goal 
these changes point to an oppor- 
tunity for expanding the per cap- 
ita consumption of total dairy 
products by 40% over 1955 levels. 


= A measure of the minimum goal 
the dairy industry should accept 
for per capita consumption, under 
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CHANGE IN PER CAPITA CONSUMPTION SINCE 1940 
DAIRY PRODUCTS vs. COMPETITION 
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Government studies prewar 
(1935-36 and 1941), on a broad 
sample of families in different in- 
come groups, gave a good indica- 
tion of how per capita consump- 
tion of certain dairy products var- 
ied by income groups. Analysis of 
these prewar spreads in consump- 
tion shows the opportunity for 
expansion in markets when in- 
come distribution moves upward. 


s If the actual prewar consump- 
tion by families with high dis- 
cretionary spending power is 
taken as a goal for the potential 
market under today’s standard of 
living here are the immediate op- 
portunities for expansion in per 
capita consumption: 


Goal 
(Per Capita in 
Prewar—High 
Discretionary 
1955 Spending Opportunity 
Per Capita Power Families) For 
(In Lbs.) (In Lbs.) Expansion 
Total Dairy Products 
(milk equivalent-fat 
content basis) 740.0 1,036.0 40% 
Fluid Milk and Cream 352.0 473.0 34 
Cheese 7.7 8.1 5 
Ice Cream 18.0 25.1 39 
Butter-Margarine Total 17.5 20.2 16 
Butter 9.2 19.1 — 
Margarine 8.3 11 _ 


present living standards, could be; The next five to ten years of ex- 


the prewar amount actually con- 
sumed per individual living in 
families that had a prewar in- 
come sufficient for full discre- 
tionary selectivity of diet. 


panding economy to reach the $500 
billion goal in 1965 may be a critic- 
ally favorable time for the dairy 
industry to expand its markets and 
more nearly approach the position 


MASS MILLIONS ARE CLIMBING THE INCOME LADDER 


1960 tsrimarto 
60 Milhon 


(184) 
(55 Mathon) 


TOTAL CONSUMER 
SPENDING UNITS 


INCOME 


DISPOSABLE INCOME 
(AFTER FEDERAL TAKES) 
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Source 1950 (on 1949 incomes) ond 1954 (on 1953 incomes) from Federal Reserve Board Survey 


of Consumer Finances - federal Reserve Bulletin June and duby 4 
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In Chicago | % 


IT TAKES 2 


to reach a majority of men in their big buying years 


4 
a 
In the vast Chicago market, no . 
single daily newspaper reaches even 3 
half the men under 45—their big- * 
gest buying years. It takes two to 
give you majority coverage. ..and 
for MOST coverage, one paper 
must be the Sun-Times. No two- 
paper combination without the 
Sun-Times does as well.* 
Young Chicagoans choose the 
Sun-Times because it’s easy to : 
handle, easy to read. They like its * 
format, its convenient size. In Chi- > 
cago, the Sun-Times is the only 
paper with a format designed for ry 


the modern young family market. 
*(Source: ‘‘Chicago Daily Newspaper Coverage 
and Duplication.’’ No. 4 in a series of independent 
studies by Publication Research Service.) 


Growing 
oo == SUN-TIMES | 
... the new a 

Sun-Times . = 

buliding dadenete THE NEWSPAPER OF THE NEW CHICAGO : 

Le} . 


211 W. WACKER DR., CHICAGO + 250 PARK AVE., NEW YORK 
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COMPETITION 


HOW TOTAL ADVERTISING INFLUENCE ON THE 
U.S. CONSUMER HAS INCREASED 


11 


MORE NEW ADULTS ENTERING 
THE MARKET 


10 
THE BABY BOOM- SINCE 1940 
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in the American diet and standard canned and frozen fruit juices (up| 1941 it was shown that consump- 
bottled soft drinks (up/ tion of cotton per. capita increased | 


of living that nutritionists have) 
long maintained it should have. 
Per capita consumption of total 
dairy products (milk equivalent) 
in prewar studies stepped up with 


each family income level ranging | 
from 400 Ibs. per year for individ-| 
uals in low income families of un-| 


der $500 to 1,036 lbs. for individuals 
in families that had ample income 
for discretionary selection of diet. 

If the families who have moved 
up in spending power were edu- 
cated to take on the same milk con- 
sumption habits of the prewar bet- 
ter income families the demand for 
dairy products could expand to a 
per capita figure 40% above the 
1955 level. Even at this expanded 
level the consumption would still 
be far below what nutritionists 
look upon as needed. 


® The total market for dairy prod- 
ucts actually did not move upward 
with the increased potential indi- 
cated by the shift in income groups 
or the increase in real purchasing 
power of consumers after correc- 
tion for increased prices. Per capita 
consumption of dairy products de- 
clined instead—from 807 Ibs. in 
1940 to 740 Ibs. in 1955, or 8%. 

Higher prices of dairy products 
could hardly have been the cause 
of this failure to step up consump- 
tion. The index of retail prices of 
dairy products throughout 1955 
was lower than the price index of 
all foods and was lower than the 
average of all items in the consum- 
ers’ price index. 

Failure to develop consumer 
desires, wants or preferences for 
dairy products must account in 
large part for this inability to ex- 
pand the dairy industry in line 
with increased potentials. 


Milk Consumption Has Not 
Realized Its Potential 

Per capita consumption of fluid 
milk and cream is up only 7% over 
1940. Total consumption per capita 
of milk and its products has de- 
clined 8% since 1940 in spite of the 
favorable changes in income. In 
contrast, total civilian per capita 
food consumption, in physical 
units, has grown 13% between pre- 
war and 1955—(see Chart 6). 

Some advertised dairy products 
have had substantial growth in per 
capita consumption—cheese 31%, 
and ice cream 61%. 

Very substantial growth in per 
capita consumption since 1940 has 
been shown by competing bever- 
ages, which have been vigorously 
promoted to the consumer with ad- 
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182%), 


90%) and beer (up 31%). 


It would seem, from prewar 
consumption habits by income 
groups, that there has been a great 
opportunity for expansion of milk 
and milk products provided these 
products were more _ vigorously 
promoted to change consumer hab- 
its and desires. 


Textile Consumption Potential 
Greater Than Consumption 

Another area of great potential 
opportunity for expansion in the 
standard of living without forcing 
inflationary shortages is the whole 
textile field. 

An analysis of the detailed pur- 
chase records of families in differ- 
ent income groups, prewar, showed 
that total per capita consumption 
of cotton articles, for example, 
stepped up with each higher level 
of income; that consumption of 
cotton articles (in physical units) 
was 96% greater in families with 
$3,000-5,000 income than in fam- 
ilies with $1,000-1,500 income (this 
was the prewar typical family). 

With the growth in our economy 
possible by 1965 the typical Amer- 
ican family will be similar to, or 
better than, the prewar $3,000- 
5,000 type of family in real pur- 
chasing power. This means that the 
potential per capita consumption 
would be 96% greater, on the 
average, than prewar if families 
were educated to step up their 
standards of consumption just to 
the level actually prevailing in the 
better income groups prewar. 

This could affect the fiber poten- 
tial as follows: 


1935-1939 
Prewar 
Cotton Fibers 22.5 
Man-Made Fibers 2.6 
Total Cotton & 
Man-Made 25.1 


substantially with increases 


Consumption in Pounds 


in 
family income. 

The number of units, for exam- | 
ple, purchased during the year per 
man over 16 of four items of cotton 
—work shirts, other shirts, shorts, 
and undershirts—varied from 3.04 | 
units in the low income group, un- | 


der $500, to 12.41 units in the in- | 
come group over $10,000. In 1941 
the middle income family fell in) 
the $1,000-1,500 group, where | 
an average of 6.51 units per man) 
of these four cotton items were) 
purchased. In the same year those | 
with incomes of $3,000-5,000 (typ-| 
ical of our present middle income) | 
purchased 10.47 units per man 
(see Chart 7). 

Various other items of clothing, 
both men’s and women’s, showed | 
similar large increases in physical | 
consumption between the $1,000-| 
1,500 income group and the $3,000- 
5,000 group. 


® This spells opportunity. If the 
families moving up in the income 
scale were to take on the same 
habits, desires, and interest in cot- 
ton articles as actually existed in 
the families in the better income 
groups prewar, the per capita con- 
sumption of cotton would increase 
substantially. These changes, how- 
ever, will require educational ef- 
fort on a broad scale. 

A detailed analysis of 71 classifi- 
cations of cotton apparel purchased 
in 1941 by families with incomes 
of $1,000-1,500 compared with pur- 
chases of the same items by those 


U. S. Civilian Per Capita 


1956 Potential 
(At Rate Of 
Present Prewar Better 
1955 Income Groups) 
23.3 34* 
10.3 15* 
33.6 49 


96% above prewar—or 
46% above present level 


*Assuming cotton can maintain its present 1955 share of market 


against man-made fibers. 


With a potential increase of 
46% over present levels in per 
capita consumption and with an 
increase of approximately 20% in 
population expected by 1965, the 
domestic market potential could be 
75% over 1955 levels for the total 
of cotton and man-made fibers. 


Unit Purchases of Cotton 
Articles Rose with Income 


vertising aggregating many mil- 
lions of dollars in each instance. | 


In the detailed government study 


in the $3,000-5,000 income group 
showed an average of 40% higher 
per capita consumption. 


Number Of Articles Of Cotton 
Clothing Purchased In 1941: 


Per Man Over 16 (16 different items) 


Per Boy 2-16 (16 different items) 


Per Woman Over 16 (20 different items) 


Per Girl 2-16 (19 different items) 
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Income Shifts Can Help 


Home Furnishings Market 


To an even greater extent than 
in apparel, the market for textiles 
in home furnishings and household 
linens and bedding can expand 
with the shift upward in family 
incomes. 

In prewar 1941, for example, 
those in the low income group 
spent only $2.98 per family for 


household linens and bedding while 


those in the over-$5,000 income 
group averaged $52.15 per family 
for those items. While the middle 
income $1,000-1,500 group spent 
$10.34, the $3,000-5,000 group spent 
$37.07 per family, or nearly four 
times as much (see Chart 8). 

In terms of number of units the 
increased consumption in the $3,- 
000-5,000 income group, as com- 
pared with the consumption in the 
$1,000-1,500, was more than double 
for most items of household fur- 
nishings. 


® The average for a total of nine 
different items, in the full year 
1941, was 152% greater physical 
consumption in the $3,000-5,000 
income group than in the $1,000- 
1,500 income group. 

In other words, the prewar con- 
sumption habits discovered in the 
government detailed nationwide 
survey indicated that the $3,000- 
5,000 income class (typical of our 
present economy) consumed on the 
average, 40% more cotton in ap- 
parel and 152% more cotton in 
home furnishings than the $1,000- 
1,500 income class (typical of the 
1941 economy). 

Since apparel and home furnish- 
ings are about equal in total con- 
sumption of cotton, this would in- 
dicate that there would be an op- 
portunity for an average increase 
of 96% (weighted average of ap- 
parel and home furnishings) in per 
capita consumption as a result of 
shifts in real income in our post- 
war economy. 


® Part of this increase already has 
taken place since per capita con- 
sumption of cotton fibers, plus 
man-made fibers, increased from 
25.1 lbs. in 1935-1939 to 33.6 lbs. in 


Assuming, however, that cotton 


‘can maintain its present share 


against man-made fibers, this 
analysis indicates that the potential 
for both cotton and _ synthetics 
could be 75% greater in 1965 than 
the actual consumption in 1955. 
The 96% potential increase in per 
capita consumption for the com- 
bined fibers, as a result of income 
shifts upward, would mean a per 
capita consumption 46% greater 
than the 1955 total. This 46% in- 
crease, combined with a probable 
20% increase in the U.S. popula- 
tion, would indicate an opportun- 
ity for 75% more consumption in 
total for 1965 than in 1955. 

To attain this potential for cot- 
ton, for example, will require mod- 
ern marketing, promotion, mer- 
chandising, and advertising, since 
it means education of mass millions 
of our population to step up their 
appreciation and use of cotton—at 
least up to the same levels of con- 
sumption of the better income 
groups prewar. 


Hidden Pressures tor 
Expansion in Living Standard 

There are ten powerful, but 
largely hidden, internal pressures 
for expansion building up in our 
economy. In some the pressure is 
nearing explosive strength. All will 
have a strong influence during the 
next few years, both culturally and 
spiritually as well as in the mate- 
rial sense. These hidden pressures 
are: 


1. Change in our productive abil- 
ity—an ability that should reach 
$500 billion to $570 billion by 1965 
compared with a prewar peak of 
$208 billion in 1940 and a level of 
only $126 billion in 1933 (all in 
terms of 1955 prices). 

2. Change in the discretionary 
spending power of our total popu- 
lation - now over six times as great 
as in 1940; and capable of growing 
another 55% by 1965. 

3. Mass millions are climbing the 
income ladder—in 1950 some 12,- 
000,000 families had incomes over 
$4,000 after taxes, now 26,000,000 
are in this group, and by 1960 there 
may be over 36,000,000 above $4,- 


1955, or an increase of 34%. Man-/ 900 


made fibers took the major part of 
this increase in competition with 


| cotton. 


| 


Family Income Class—1941 


$1 ,000- $3,000 - 
1,500 5,000 
25.0 34.4 
23.8 33.9 
8.3 12.8 
21.0 28.0 
19.5 27.3 40% 


Rapid growth in consumption be- of family purchases in different in- 
tween 1940 and 1955 is shown by|come groups for the prewar year| 


Average Per Capita 


4. Drop of debt in relation to pro- 
duction. Total private debt dropped 
from 176% of a year’s production 
in 1930 to only 91% in 1955; cor- 
porate long term debt has dropped 
from 56% to 22% of a year’s pro- 
duction in the same period. Con- 
sumer credit could expand safely 
by 60% over the 1955 level without 
exceeding the 1940 relationship to 
discretionary spending prewar. 

5. Change in makeup of our total 
population, with over 67% more 


More Per Capitachildren under 5 than in 1940, and 
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Cr arles From. his first appearance in THe Fatcon, Charles 


McGraw has been winning a large and loyal cuast-.o- 
| coast followimig: Today, he is an even more valuatile 
IVE < GSrawy personality fer you because of his millions of new fare, 
won by his outstanding roles in “Bridges at Toke-Ri” 
“Warner Brothers Presents,” and other movie aac 
= ar or television successes. 3 
| oi 8 The 39 fast-paced Half hours of THE FaLcon buuc 4 
, pg , creat audiences through suspense-filled scripts aod 
naystery © masterful production, filmed against the exciting 
backgrounds of Beflin, New York, Tangiers, Mscec. 
a 2 ne San Francisco and many other colorful locales. 
‘te ie ee Already sold to Banks and beers, foods and fur=itwce 
; ; stores, in Over 100 markets. THE FALCON will vc 
a big job on your product. Call today to see if : 
is still available.in your market. 


Pen 


663 Fifth Avenue in New York, Merchandise Niure 7 
in Chicago, Taft Building in Hollywood. ix Can. 
RCA Victor, 225 Mutual Street Torte: 


Films 


Programs for 
All Stations - 
All Sponsors 
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— OVERNIGHT 


FOR CHICAGO FOOD STORE ADVERTISERS 


CORPORATE CHAIN ADVERTISING LINAGE 


3,000,000 


2,000,000 she 
& 4 


1,000,000 


eae EVENING NEWSPAPERS 


MORNING NEWSPAPERS | 


1925 1935 


NATIONAL ADVERTISERS: GET THE SAME 
OVERNIGHT RESULTS FOR YOUR PRODUCTS! 


Chicago’s big volume chain grocers have depended 
on evening newspapers to bring in tomorrow’s 
“i . customers for over 30 years. 

Today, Chicago retail grocers show a 3 to 1 pref- 
erence for evening newspaper advertising. This 
pattern has played a major part in the growth 
of these giant food marketing chains. 


~ Following the advertising pattern of the corpo- 
rate chains affords the greatest opportunity to 
support the volume retailers of your product. It 
provides the greatest incentive for tie-in advertis- 
Sine ing. It is the fastest way to introduce a new prod- 
uct ... the most economical way to gain greater 

share-of-market for those already established. 
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RESULTS 


BUILT THIS 30-YEAR SUCCESS STORY 


2,000,000 


1945 


1,000,000 


1958 


Z S % mee 4,000,000 


= 3,000,000 


IN 1955, EVENING NEWSPAPERS CARRIED 


74.8% OF CHICAGO RETAIL 
GROCERY ADVERTISING 


HIGHLOW 
aaa FooDSsS Aas 


HILLMAN S 


Five ways the CHICAGO AMERICAN GIVES ADVERTISING MORE PAY-OFF 


1, 


2. 
- 43.1% home-delivered in Chicago and suburbs. 


. Full Corporate Chain Representation— more than 


Big, Responsive Evening Circulation— more than 
500,000 daily in high-potential Chicago trading area. 


Largest Evening Home- Delivered Circulation — 


double the food chain linage of the morning, more 
than five times that of the all-day newspaper. 


. Top Food Editorial Pages—Mary Martensen’s food 


columns are exciting news for Chicago women. 


. Tie-In and Marketing Cooperation—Mary Marten- 


sen features your products on her TV cooking school 
program... field men work under your direction to 
promote your advertising to the trade. 


CHICAGO = ai AMERICAN 


Represented Nationally by 
HEARST ADVERTISING SERVICE Inc. 
Offices in 15 Principal Cities 
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61°% more in the 5-9 age group. | 


As these families move up from) necessities. Many will add new/number of children per family. A; 


Advertising Age, May 7, 1956 


This increase in the size of the 


This will put increased pressure on one income class to the next they | products or services or will in-| major factor in holding up the| family and in the number of chil- 


schools, on housing, and on food|could represent substantially 
requirements. ‘creased markets for goods, serv- 
6. Change in education level of ices, and investments if only they 
our people, with 90% more high| were to take on the habits and de- 
school graduates in our adult pop- sires of the income group into 
ulation than in 1940. | which they move. This is true even 
7. A trend to family life, with though taxes and the cost of living 


greater home ownership, larger |@Vé increased. 
families, more children per family, 
suburban living, and a resurgence 
of religion. 


in-|crease savings and investments;| birth rate has been the change in 


| others will increase their basic ex-| attitude of young couples toward 
|penditures for better clothing, or | having more than one or two chil- 
housing. dren. 
In 1955 discretionary spending 

power represented 58% of total/@ There has been a large increase, 
disposable income, after taxes, for example, in the number of sec- 
| whereas in 1940 it represented | ond, third, and fourth children. The 
only one third of the much smaller | number of mothers bearing a sec- 


8. Change in obsolescence and age 
of our dwellings, with more than 
50% over 30 years old. 
9. Change in number of motor ve-| 
hicles, with 91% more vehicles | 
than in 1940 putting added pres- 
sure on roads, streets, garages, and 
parking facilities that were not| 


® But there are reasons why they ‘total. ond child now is 105% greater than 
don’t take on these new habits au- | in 1940, the number of third born 
tomatically. Their whole previous The Baby Boom has increased by 125% and the| 
lifetime training, in most cases, —Larger Families number of fourth born by 110%. 


was built around a different con-| Our total population will reach 


The following is an estimate of 


births in 1955 by birth order as 


dren and adolescents making up 
the family is a factor making the 
housewife more conscious of the 
family as a unit. 


Rapid Increase in Family 
Formations To Start in 1960 
The high level of consumption 
and home building reached since 
1950 was in spite of the negative 
factor of a longtime declining 
|trend in the number of persons 
lreaching adulthood—a result of 
declining births in the 1930s. 


cept of how to live. There is a 
major job for advertising and sell- 
ing to change these concepts in 
line with the changes in income 
now available as _ discretionary 
spending power. 


adequate even for the much small- 
er number of vehicles in 1946. Pas- 
senger cars alone increased from 
27,000,000 in 1940 to over 51,000,- 
000 in 1955, or an increase of 89%. 
10. Trend to the suburbs; 83% of 
the 14,000,000 net growth in popu- 
lation since April 1, 1950, took 


That represents a huge pool of 
purchasing power dependent upon 
the whim or discretion of the in- 
dividuals as to how it is to be used. 
People have the money now to 
select and choose between an infin- 
ite variety of items beyond the bare 


over 168 million by July 1, 1956, 


and we are adding over 4,000,000 | Compared with 1940 births: 


babies each year for a net increase Number Of 
in population of over 2,800,000 an- Per Cent 
— — Chart 10). . Birth Order 1940 1955 Est. Increase 
he baby boom, which now has onto a ates ag 
been in evidence for over 15 years, First 905,000 1,090,000 20% 
is changing the size of family and| Second 613,000 1,260,000 105% 
the housing requirements. Third 333,000 750,000 125% 
For many years American fam-| Fourth 193,000 405,000 110% 
ilies decreased in size. Now there Fifth or over 494,000 695,000 40% 
are indications that this trend is| Total 2,538,000 4,200,000 66% 


|reversing because of the greater 


place in suburban parts of metro- 
politan areas. As compared with a 
rate of growth of 9% in total U.S. 
civilian population since 1950, the 
areas outside of metropolitan mar- 
kets grew only %%; the central 
cities of over 50,000 population 
grew 5% and the suburban parts of 
metropolitan markets grew 34%. 
Farm population has declined from 
23% of the total population in pre- 
war 1940 to about 13% of the total 
population by the end of 1955. 


36,000,000 with Disposable 
Incomes Over $4,000 by 1960 

At the production level of $430 
billion possible five years from 
now, in 1960, the number of fam- 
ilies with over $4,000 of disposable 
income could climb to 36,000,000, 
or triple the 1950 number (see 
Chart 9). 

This means a possible movement 
upwards of nearly 24,000,000 fam- 
ilies, to join the 12,000,000 above 
$4,000. Their movement upward in 
purchasing power does not mean 
they will automatically take on the 
same desires, beliefs, and standard 
of living of the income groups into 
which they have moved. Yet the | 
change in purchasing power, since | 


1950, represented by those with | 
disposable income over $4,000 is 
vast—$163 billion in 1954 and $248 
That’s after taxes! 
Ss » ay a5 te a Sede bitte ae aa 
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a? ad 
aes ‘ 
Explanation: ~~. . 
TULSA, No. 2 Market , 

Plus 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 
BOTH Tulsa and Muskogee. 

* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

Avery-Knodel 
Representative 
Channel 
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billion estimated for 1960 com- 
pared with $88 billion in 1950. 
as RAS SE AEE PAY 
MUSKOGEE, No. 3 Market 
Equals 
has complete facilities to serve 
* BILLION DOLLAR MARKET 
Ask Your 


L. A. (Bud) BLUST 
Vv. P. and Gen. Mgr. 
BEN HOLMES, Natl. Scles Mgr. 
TULSA BROADCASTING CO. 
Box 9697, Tulse, Okla. 
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From now on this factor will! tising should grow rapidly. Adver- 
change to the positive side as an tising in the last six years has had 


economic force pointing to in-|an increasing role in encouraging|in standard of living which must) 


creased family formations and an|changes in the standard of living. 
increasing labor force. This in- In the ten years from 1940 to 1950, 
crease will become an important | for instance, total advertising (na- 
market factor by 1960. By 1965 the | tional and local) grew by $3.6 bil- 
number reaching 18 years of age/lion, from $2.1 billion to $5.7 bil- 
will be 65% over the 1951 level. | lion (Printers’ Ink estimates). Part 
And the number reaching the fam- of this obviously was due to in- 
ily formation stage will continue |flation of the dollar. 
to increase after that (see Chart | Then, in the next six years, when 
11). prices were nearly stable, another 
| $4.1 billion of advertising influence 
Influence of Advertising |on the consumer has been added— 
While industry has an opportun- | from $5.7 billion in 1950 to an esti- 
ity for substantial growth in its|mated $9.8 billion in 1956. That’s 
market it faces greatly increased | nearly five times the prewar total. 
competition. With the increased| Annual advertising per capita in- 
share of the consumers’ income in | creased from $16 in 1940 to $38 in 
the form of discretionary spending | 1950, and to $58 in 1956 (see Chart 
power, competition for the con-/12). 
sumers’ choice is broadened. It| 
goes beyond just brand-vs.-brand;| Advertising Essential to Boost 
it will include competition between Consumption 50% by 1965 
whole product classes or entirely; To support our expected produc- 
different interests such as travel. tive ability of $500 billion to $570 
In this economy of broadened | billion nine years from now (1965) 
competition the influence of adver-' will require an expansion of over 


50% in personal consumption. 
That’s an enormous surge upward 


be stimulated and guided by ad- 
| vertising. 

Those who will be best equipped 
to profit from this changing and 
lexplosive American market are 
| those who keep tabs on the changes 
|and the pressures that cause the 
changes, and who Jearn through 


how to anticipate or change the 
trends in consumer demand. 


# It will require going beyond 
static studies of present buying 


habits and motives are the result 
of past experiences built around a 
lifetime of training and a concept 
of a standard of living quite dif- 
ferent from what now is possible. 
This means increasing emphasis on | 
“activation” research and experi- 
mentation in ways to change con- 
cepts and motives so that mass mil-| 
lions will move swiftly into the| 


higher living standards made pos- 


economic and marketing research | 


habits or motivation because these | 
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|sible by our miraculous amguere- | 
ments in productivity. 


Regardless of any temporary 
|}slowdown in our rate of growth 
|induced by financial policies or 
fears of inflation, the basic fact re- 
|mains that we have an opportunity 
| for increasing the level of sales of 
goods and services to consumers by 
as much as 10% within the next 
year—by early 1957. Furthermore, 
| that increased level of consumption 
| next year is essential if we hope to 
support the levels of production | 
}economists tell us we can reach} 
within the next nine years. 

Advertising can play an impor- | 
tant part in keeping our economy 
on the track to a 50% higher stand- | 
ard of living by 1965. 


NO 
WASTE. 


Circulation 


Use the Coupons 
in Requesting Data 


IN FLEXIBILITY 


Buy ONE, Buy SOME or ALL ae timing and distribution demand 


POWER IN READERSHIP— 


For your color SMASH . . . lasting impressions through top- 


ranking readership (Starch). 


POWER IN BIG MARKET 
PENETRATION —wess Circulation in Top Volume 


Markets Essential to Huge Volume Sales. 


POWER IN MERCHANDISING— 


Hearst Marketing Service creates trade excitement for your 
campaign . . . field people go out and do definite work, follow 


your specific plans, under your direction. 


HEARST SUNDAY 


PICTORIAL LIVING 
(Rotograrure) 

LOS ANGELES EXAMINER 

CHICAGO AMERICAN 

DETROIT TIMES 


BALTIMORE 
PICTORIAL T-VIEW 


NEW YORK 
JOURNAL-AMERICAN 


Represented Nationally By 
HEARST ADVERTISING SERVICE INC. 
Offices in 15 principal cities 


INDIVIDUAL 
MARKET GROUP 


PICTORIAL REVIEW 

BOSTON ADVERTISER 
PITTSBURGH SUN-TELEGRAPH 
SAN FRANCISCO EXAMINER 


MILWAUKEE SENTINEL 
SEATTLE POST-INTELLIGENCER 


AMERICAN 


‘ 


publication with 
CLA$$ to spare 


_ INCOME OVER 
$809,000,000 
WESTERN HORSEMAN 


Readers can buy 
anything they want. 


OCCUPATION ' 
28,189 Farmer Panchers 
25,256 Caftle Raisers and 
Breeders 
12,197 Ranch Managers 


LIVESTOCK OWNERSHIP 
720,776 Horses 
6,283,356 Cattle 
63,601 Dogs 


| AUTOMOBILES, TRUCKS, TRACTORS 
115,526 Avtomopiles 
13,940 Pian To Byy New Cors 
This Yeor 
91,654 Trucks 
7,841 Plan To Buy New Trucks 
This Year 
76,670 Tractors 
5,436 Pian To Buy New 
Tractors This Year 


PLAN TO BUY NEW TIRES THIS YEAR 
23,523 Passenger 
14,811 Truck 
4,356 Tractor 


- 
BUY GASOLINE IN BULK 
34,850 


BUY OIL IN BULK 
36,592 


MAKE OWN MECHANICAL REPAIRS 
44,433 


POWER SOURCES 
82,678 Use Electricity 
13,069 Use Natural Gas 
19,167 Use Bottled Gos 


FEEDS, SUPPLEMENTS, VACCINES . 
32,236 Rancher Administered 
Vaccines 
37,463 Use Commercial Feed | 
| 40,077 Use Feed Supplements 
| 29,622 Use Home Produced 
54,888 Purchased Commercial 
j Dog Food 
| 37% Dry 33% Canned 


COMMERCIAL AIRLINES, 

PRIVATE FLYING 
31,365 Commercial 
19,167 Private 


CAMERA OWNERSHIP 

| 80,154 Own Cameras 
21,781 Own Movie Cameros 

26,137 Own Projectors 


Six months Ending Decem- tte, 
ber 31, 1955. Twenty- 3° wa 
first year of publication. <p: 
© c 

85,804 


Write for detailed survey—completed 
in 1955. 


— a WESTERN 
HORSEMAN 


. 3850 NORTH NEVADA AVE. 
BCOLORADO SPRINGS, COLO. 
BRANCH OFFICES 
366 Madison Ave., New York 17 
333 N. Michigan Ave., Chicago 1 
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will reach full momentum during 


Wealth of Data the next few weeks, with comple- 


EVERYTHING IS UP 
IN RIVERSIDE, CALIF. 


Population UP 1412% 


CHOSEN AN 
ALL-AMERICA 
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tess 


| tion of the preliminary series 
s scheduled by the end of the sum- 
Coming from New == Preliminary reports of the 
Manufactures Census will be pub- 
lished for each of about 400 man- 

C R ts |ufacturing industries and for each 
ensus epor |of the states, the latter providing 
information for each county. Pre- 

(Continued from Page 45) liminary reports of the Mineral 
lion; and with motor trucks, 2.2| Industries Census will be issued 
million. |for each of about 70 industries, 
Retail sales in 1954 of 1.7 mil-| grouped in 35 reports for individu- 
lion stores amounted to $169.7|al industries or groups of related 
billion, according to preliminary | industries. Publication of the final 
results of the 1954 Census of Busi- | industry and state bulletins of the 
ness. This was an increase of $40.7|two industrial censuses is sched- 
billion, or 32%, over comparable | uled for the fall months of 1956. 
1948 Census of Business total sales It is suggested to those who are 
of $129 billion. Sales of wholesale |interested in more detailed infor- 
establishments reached a new mation about publications of these 
high of $234 billion in 1954, up | several censuses that they write 
29.5% from sales of $181 billion in| to the Public Information Office, 
1948. | Bureau of the Census, Washington 
25, D. C., for copies of statements 
s Publication of the preliminary |entitled “Advance Announcement 
results of the 1954 Census of Man- | of the Publication Program for the 
ufactures and the 1954 Census of | 1954 Census of Agriculture” and 
Mineral Industries has begun and “Tentative Publication Plans for 
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“We Prize PENNSYLVANIA FARMER,” 


Says Henry K. Miller, Lebanon County, Pennsylvania 


buying, big buying all year long! 

On every point PENNSYLVANIA FARMER is the cham- 
pion medium for selling the goods you offer. It’s roto- 
gravure printed and published twice monthly, giving 
you the added advantages of marketing speed and 
economy. No costly plates to furnish. 


Four out of five Pennsylvania farm families put 
PENNSYLVANIA FARMER at the top of their reading 
list. They agree it’s the most complete and practical 
magazine for their method of farming, for the crops 
they grow. Further, it’s the finest source of news 
about neighborhood and county farm activities. 


Two other steady, high-income farm areas can 
be reached through THE OHIO FARMER and 
MICHIGAN FARMER. It will pay you to get the full 
story on all three. Write 1010 Rockwell Avenue, 
Cleveland 14, Ohio. 


When it comes to high, steady, year-after-year farm 
income, put Pennsylvania among the winners, too. 
It's a top-third state. Wise and extens1 /e diversification 
gives Pennsylvania farmers something to market every 
month, right around the calendar. This means steady 


PD ENNSYLVANIA FARMER 


oe 
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the 1954 Censuses of Business, 
Manufactures, and Mineral Indus- 
tries.” Those who inquire also will 
be placed on the mailing list for 
| other announcements as the pub- 
|lications in which they specify 
their interest become available. 


s In addition to the compilations 
of the several national censuses, 
the Census Bureau has compiled 
and published during the past 
year much other information of 
interest to business men who are 
concerned with studying their 
present markets and in contem- 
plating the future. 

Through its current statistical 
programs, the Census Bureau is 
able to provide national estimates 
for many of the subjects which 
are covered more comprehensively 
in the full-scale censuses. Notable 
among these are the Current Pop- 
ulation Reports, of which the 
Monthly Report on the Labor 
Force, which states the national 
figures for employment and un- 
employment, is the most widely 
known; the Facts for Industry Se- 
ries, covering production and ship- 
ments of selected major indus- 
tries; and the Current Business 
Reports, which include the 
Monthly Report on Retail Trade 
and the Monthly Report on 
Wholesale Trade, and others. An- | 
other principal activity of the 
Census Bureau is the monthly col- 
lection and publication of statis- 
tics on exports by commodities 
and countries of destination, and 
imports by commodities and coun- 
tries of origin. 


_— = — ae 


s Among the highlights of the in- j 
formation which the Census Bu- 
reau has published during the last 
year as products of these current 
statistical programs are: 


® Population Growth—The esti- 
mated population of the United 
States is now (April 1956) in ex- 
cess of 167.5 million, an increase 
of more than 16 million since the 
1950 Census. During recent years, 
the average annual population in- 
crease has been about two and 
three-quarters million. Virtually 
all the population gain during the 
first five years since the 1950 Cen- : 
sus has occurred in the country’s 
metropolitan areas, while the farm 
population declined substantially. 
California continues to lead the 
states in total population gain, 
with an increase of nearly 2.5 mil- 
lion, while New York and Ohio 
each had an increase of more than 
a million. Percentagewise, the 
fastest growing states (on basis of 
July 1, 1955 estimates of gain over 
the April 1950 Census) are Neva- 
da, 40%; Arizona, 31%; Florida, 
25%; California, 23%; and Dela- 
ware, 22%. Projections of the 
United States population to future 
years also have been made on the 
basis of various assumptions of 
birth rates and range from 176.5 
million to 179.4 million in 1960, 
from 186.3 million to 193.3 million 
in 1965, and from 206.9 million to 
228.5 million in 1975. 


® The Labor Force—Employment 
in 1955 climbed to new record 
levels with civilian employment 
averaging 63.2 million, about 2 
million higher than in 1954 and 1 
million above the 1953 average. 
In March 1956, total civilian em- 
ployment stood at 63.1 million, 2.5 
million higher than March 1955. 
Unemployment averaged 2.7 mil- 
lion in 1955, about 4% of the ci- 
vilian labor force, a drop of 600,- 
000 from the 1954 average. 


® School enrollment—At the be- 
ginning of the current school year 
(October 1955) about 37.2 million 
persons, aged 5 to 29 years, were 
enrolled in school, an increase of 
about 7 million since 1950. This 
number represents a 23% gain. 
Kindergarten enrollment in- 
creased by 82%, elementary school 
enrollment by 24% and high school 
enrollment by 19%. College enroll- 


——— 


Harrisburg, Pennsylvania 


THE OHIO FARMER, Cleveland, Ohio MICHIGAN FARMER, East Lansing, Michigan 


ment, which had declined during 
the early years of the decade, had 
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increased in 1955 to a level above 
1950. 

While the Census Bureau is not 
in position to make projections of 
school enrollment, 
projections of the various school 
age groups in the population and) 
in light of the fact that births 
have averaged about 4 million a 
year in recent years there is evi- 
dence of a great surge in school 
enrollment as these children grow 
older. The projections for age 
groups are presented in Series P- 
25, No. 123, of the Current Popu- 
lation Reports. 


© Trends 


mated total retail sales in the)! 


United States in 1955 were about | 


$185.7 billion, according to a sum- 
mary of the Monthly Retail Trade 
Report. This was an increase of 
about 9% over sales in 1954. Food 
stores led with sales of $43.7 bil- 
lion, the automotive group was 
second with $38.2 billion, and the 
general merchandise group was 
third with $20.1 billion. A sum- 
mary of the Monthly Wholesale 


Trade Report revealed that sales! 


eae eS. oe 


|{ FIRST 


of merchant wholesalers in 1955 
had increased by 10% over 1954. 


© Foreign Commerce—Total ex- | 
ports in 1955 amounted to $15.5 | 


billion, including $1.2 billion ex- 
ports under the Mutual Security 
Program (military) and $14.3 bil- 
lion of other exports. General im- 
ports amounted to $11.4 billion. 
Both domestic exports and general 
imports in 1955 were at the high- 
est figure in the last five years. 


® Facts for Industry—This se- 
ries of current industrial reports 
consists of 74 different publica- 
tions issued at monthly, quarterly, 
semi-annual, 


and others are in publication. For 
example, a report covering pro- 
duction of complete aircraft and 
aircraft engines reveals’. that 
the number of civilian aircraft | 
shipped increased from 3,389 in | 
1954 to 4,820 in 1955. Shipments 
of engines for civilian aircraft 
amounted to 7,639 units totalling 
3.3 million horsepower. Annual 
production data for 1955 of se-| 
lected inorganic chemicals includ- | 
ed sulfuric acid, 16.8 million short | 
tons; caustic soda (liquid), 3.4 


it has made} 


in Trade—The esti-| 


and annual inter-| 
vals. A number of annual sum-| 
maries have been issued for 1955 | 
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the most widely distributed pub-| 
lications of the Census Bureau and 
is available in most public librar- 
jies. About 12,000 copies are sold 
leach year. 
® Catalog of Census Publications 
|—Obviously, space limitations will 
|permit only brief references as 
|made above to the great number 
and variety of reports issued by 
the Census Bureau. Those who are 
| interested in more complete infor- 
mation on the kinds of statistical | 
publications available will find | 
| valuable the 1955 annual sum-| 
mary edition of the Catalog of | 
|United States Census Publications 
which has just been published. | 
| This catalog is issued on a current | 
basis each quarter and cumulated | 
to the annual volume. A monthly 
supplement enables users to be| 
informed more currently on pub-| 
lications as they appear. A copy | 
of the 1955 annual volume may) 
be obtained for 30 cents, while the 
yearly subscription rate of $1 pro- 
vides a combination of the four 
quarterly cumulative editions and | 


It is Now Official! 


An Excellent Test Market too! 


@ Isolated but readily accessible 
@ Representative in size 
@ Has many diversified industries 


@ Has an abundance of natural resources 
@ Has a representative, stable economy 


@ Many other Test Market features 
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OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. this places the area among the 
first 100 Metropolitan Areas in the United States. 


TOTAL 16 county market... nearly 2 mil- 
lion population. Courier and Press circulation 
daily, 8 out of every 10 families — Sunday, 2 out 
of 3. 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


the evansville : the evansville 


Courier : 


Press | 


OHIO 


IN TOTAL _ 


| 


| 
| 


million short tons; sodium sulfate, | 
1.1 million tons; and sodium sili- | 


cate, 630 thousand tons. 


Ship- | 


ments of metal cans in 1955 to-| 


talled 4.5 million tons; production 
of glass containers totalled 139.5 
million gross. A leaflet describing 


all the reports in the “facts” se-| 


ries is available upon request. 


® County Business Patterns—The 
last edition of this publication is- 
sued several months ago by the 
Census Bureau, in cooperation 
with the Bureau of Old Age and 
Survivors Insurance of the Social 
Security Administration, covers 
the first quarter of 1953. Issued in 
10 parts, one for each of the nine 
census geographic divisions and a 


U. S. summary, this report pre-| 
sents figures for each county on) 
the distribution by industry group 


of 43.1 million OASI-covered em- 
ployes of 3.7 million reporting 
units with first-quarter 1953 tax- 
able payrolls amounting to about 
$35.8 billion. 


® The Statistical 
States, 


on the industrial, social, political 
and economic aspects of the pop- 
ulation and its activities. The vol- 
ume presents a representative se- 
lection of data from most of the 
important statistical publications 
of the country, both governmental] 
and private. The book is designed 
to fill two functions, to serve as a 
convenient volume for statistical 
reference, and to serve as a guide 
to other statistical publications 
and sources. This book is one of 


Abstract—The | 
Statistical Abstract of the United | 
published annually since | 
1878, provides summary statistics | 


| 


GROCERY 
LINEAGE 


wee 


Here are three 
compell ng 
reasons why 


TOLEDO 
should be your 


next TEST 


FIFTH MARKET! 


IN TH 
NATION fin 
TOTAL 
GROCERY 
LINEAGE 


The Toledo Market is a busy, grow- 
ing, earning-and-spending market. It oe 
ranks 7th nationally in per family in- 
come of leading Metropolitan County 
Areas. Its families have both the abil- 
ity to buy and the desire to live well. 


SEVENTH 


IN THE 
NATION IN | 
INCOME PER 
FAMILY — 


oF - 
dea 


Toledo offers complete coverage of this high income 
market through its newspapers. 


TOLEDO BLADE Daily and Sunday TOLEDO TIMES Morning 


Represented by Moloney, Regan and Schmitt 


Sources: Media Records, Sales Management Survey of Buying Power Issue, May 10, 1955, 
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the 12 monthly supplements. 

This and other publications of 
the Census Bureau can be pur- 
chased at field service offices of 
the U. S. Department of Com- 
merce in most large cities, or from 
the Superintendent of Documents, 
U. S. Government Printing Office, 
Washington 25, D. C. The catalog 
also identifies certain publications 
which may be purchased ° only 
from the Census Bureau. 


List Available 
Market Data 
forAA Readers 


(Continued from Page 45) 
particular region or locality. 

4. Distribution Markets, which 
covers data relating principally to 
retailing and wholesaling opera- 
tions. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 
struction), rather than general 
consumer markets. 

6. Professional Markets, covering 
the various professions as markets. 

7. Canadian Markets, which cov- 
ers all Canadian material. 

8. International Markets, which 
covers material dealing with for- 
eign and export publications. 

Regional and local data is fur- 
ther classified by state, but not by 
city. Route lists are grouped sep- 
arately under “local,” so that all 
available items are in one place. 


® In addition to data presently 
available, each section also in- 
cludes a list of “soon to be pub- 
lished” data. These have not yet 
been released, but are scheduled 
for early publication. This “soon to 
be published” list carries numbers, 
and may be requesied through Ap- 
VERTISING AGE, but it is primarily 
presented as a guide for those 
readers who may be interested in 
the studies mentioned, and may 
want to make certain that they do 
not miss them when they are re- 


Use the Coupons 
in Requesting Data 


WT Market QUALITY 
a RATES cr va pis 


IN 
APPLETON. NEENAH-MENASHA, WISCONSIN 


Miller Electric Manufacturing Company 
Appleton, Wis. 


From basement workshop to 85,000 sq. ft. of 
air-conditioned factory in 26 years is the story of 
Miller Electric. Here 400 employees make the 
world’s most complete line of arc welders. 


Typical uf their 100,000 neighbors, these folks 
bring the solid confidence of security with them 
to the merket place; they can well afford to buy, 
and do....relying on the POST-CRESCENT for 
product end purchase guidance. 


95% of them read ‘their’ newspaper. They 
should: it’s Wisconsin's _first_in editorial lineage, 


and second in advertising volume. 
Sesoss. 


ENT 


KEN KE, DAVIS, MANAGER, GEN’. ADVERTIOING 


AppLeTON Post Cre: 


leased. 

Although there are over 1,500 
individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one reason or another, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
publishers have authorized or re- 
quested us to list. Nevertheless, the 
compilation is by far the largest 


and most complete of its kind ever | publishers. 


assembled, and we hope it will 
prove of real value to the field. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting mate- 
rial which bears a price will be 
billed at the stated price by the 


No. 1000. A Study of The Rotarian 
Audience. 

What you need to know about 
readers of The Rotarian comes in 
this report. It covers subscribers’ 
vocations, business titles, pur- 
chasing authority, business own- 
ership of trucks and passenger au- 
tomobiles, insurance _ statistics, 
civic activities, business and per- 
sonal travel habits and an assort- 
ment of personal information— 
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age, income, property ownership, 
automobile ownership, club mem- 
berships in boating, fishing, hunt- 
ing and golf clubs. 


1001. American Girl Radio, 
Phono, Record Study. 

In case you didn’t know it, 
“tween-age” girls are responsible 
for a good chunk of the buying done 
in the radio, phonograph and re- 
cord department. Here, American 
Girl reports on a survey showing 
the extent of this group’s buying 


No. 


the dollar 


the first and last word in fashion B | 7, Wi R 


672 Madison Avenue, New York 22, N. Y. 


AR 


that bough 


Special Bazaar newspaper supplements in 10 major cities... 


added to Bazaar's own 4,000,000 readership! 


Month-long selling power... 


139 newspaper pages featuring fashions from the advertising 
and editorial pages of Bazaar! 


179,387 lines of retail tie-in advertising! 


Over 200 store windows displaying fashions from the Bazaar! 


stores and newspapers tied-in from Feb. 1 to March 4! 


Veadowul Mbp 


wos Nantes 


* 
- 
sgn agreed 
’ 


The Well-Spuif Dole 


Increased traffic for fashion-minded stores everywhere! 


These are the fabulous — yet typical — results of one issue of the Bazaar... 
the wonderful “Well-Spent Dollar” issue of Feb. °56. Proof that Bazaar penetrates to the 
retail level as no other fashion magazine does. Proof, too, that the well-spent advertising 
dollar travels further... and works harder . . . when it’s spent in the Bazaar! 
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influence, plus brand preferences|for many types of products is de- | boy readers read. It turns out that Data. offer—a report on its study of 

and future buying plans of the tailed. jabout 25% of them are still in | How Popular Science readers|school board officials and buying 

magazine’s subscribers. | college. | stack up with readers of a variety | plans in towns up to 25,000 popu- 

: ‘of other magazines on income, au-| lation in respect to size of school 

‘ me Peer? yg rind Market Run- tomobile ownership and buying|system and money spent on ex- 

A) National Sales. handsome (zounds!) and urbane | Thanks ae dn Sournet ob Guia plans, home ownership, occupa-|pansion and maintenance (past, 

ne Sse i aR tad ne te cote netle danas rman TER ©. mmeicte,Ieag] anes Se anenws ue Coosentens So Sie), The sronss 

completely last year by Specialty | of readershi statistics b the |! the security holdings of 176 ma- Figures are all supplied by Daniel | grou and the expenditures they 
: AeA y ; 4 di jor insurance companies. Reader- | 1/82" PP 7 4 “ 

Salesman. It is designed to be an|magazine. This booklet reports ship of the Journal among top Starch & Staff. make and plan to make are em- 

+ phasized. 


| No. 1003. Playboy Reader Survey. 
' No. 1002. The Quickest Way to| Young (29 on the average), 


smoking preferences, automobile 


introduction to direct selling for 
companies not now in the field. 


The nature of direct selling and| 
how its possibilities can be tested | 


ownership, amount spent on suits, | level Parenter ge of these firms is 
preferences for liquor and beer,| P : 
and the other magazines Play-|No. 1005. Popular Science Market 


No. 1006. A Study of School Board 
Officials. 
Nation’s Business has this to 


No. 1007. 20th Annual Grit Read- 
er Survey. 


A thick, thumb-tabbed brochure 
H is offered by Grit to introduce its ae 
27,641 reader-families and the 


1,407,919 extra readers! 


Brand preferences on a variety of 
items are given as well as five- 
year comparisons of brand pref- 
erences in the automotive, drug 
and cosmetic, grocery home appli- 
ance, tobacco, insurance and foun- 
tain pen fields. 


——-———— 


Hobbies & ; 


No. 1008. Profitable 
Reader Survey No. 101. 
Results of a survey for Profit- 

able Hobbies are summarized in 


a — at 


ne 


GREATER COVERAGE 
WHERE BUSINESS 
iS GROWING 


FASTEST = 


< es\"" 


AP 


SOUTHERN ADVERTISING 
AND PUBLISHING 


Reaching agencies, advertising man- 


managers, and district 


agers, sales ; 
media and media ail 


sales managers, 
representatives. 


SOUTHERN FOOD PROCESSOR 
Food processing, one of the South's 
most important industries, continues its 
rapid expansion. 


SOUTHERN GARMENT 
MANUFACTURER 
The fastest growing section of the no- be 
tion in the garment manufacturing in- . 
dustry. 


i 


/ 


SOUTHERN JEWELER > 
This outstanding merchandising poper 
is the buyers’ guide of the active jew- 
elry trade — wholesale and retail. 


SOUTHERN PULP AND PAPER 
MANUFACTURER 

The Southern segment of the industry 

manufactures over 55% of fhe pulp 

and 40% of the poper and paper- 

board. 

SOUTHERN PRINTER 
AND LITHOGRAPHER 
Reaching better Southern printers and 
lithographers — plus newspaper me- 

chanical superintendents. 


SOUTHERN STATIONER 

AND OFFICE OUTFITTER 
A merchandising paper for stationers, 
stationery departments, office supply, 
furniture and equipment dealers. 

NEW SOUTH BAKER 

Complete coverage of baking in the 
South — an industry that is constantly 
expanding its facilities. 


f 


SCHLEISNER'S 


Coming — 
Another Bazaar Bonus Issue 
“The Harper’s Bazaar Look” 
— August °56 


20 major newspaper supplements with 
an extra sales impact of 5,000,000 
circulation will be built around 

“The Harper's Bazaar Look.” For 
information and space reservations, 
phone Plaza 1-2100 
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...uses The American Weekly to keep sales 


of liquid shortening flowing fast! 


More and more front-rank advertisers are stepping out 
to meet the demands of today’s intensely competitive 
selling ...stepping up ad appropriations to maintain 
leading market positions. 


Here’s Wesson Oil — already America’s fastest-selling 
liquid shortening — DOUBLING its consumer advertis- 
ing program, using The American Weekly to carry a 
major part of it. 


Every third week, full-color, full-page Wesson Oil 
advertising will wield powerful persuasion in over 10 


million American Weekly homes whose annual food bill 
exceeds 9 billion dollars! 


Like so many other advertisers, Wesson Oil recognizes 
The American Weekly’s extra selling strergth in the 
basic Blue Ground of Sales. This vital Sunday maga- 
zine digs more deeply into these lush areas of concen- 
trated wealth than any standard magazine — weekly, 
bi-weekly or monthly! And it gives effective, profit-build- 
ing coverage in territory outside the Blue Ground, too. 


That’s why The American Weekly spearheads so many 
important advertising campaigns! 


The M WPERICAN WEEKLY 


Moves goods in volume! 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7 © Distributed by: 


ALBANY TIMES-UNION « BALTIMORE AMERICAN ¢ BOSTON ADVERTISER + BUFFALO COURIER-EXPRESS + CHICAGO AMERICAN « CINCINNATI ENQUIRER ¢ CLEVELAND PLAIN DEALER ¢ COLUMBIA, S. C. STATE 
CORPUS CHRISTI CALLER TIMES ¢ DALLAS TIMES HERALD « DETROIT TIMES « HOUSTON CHRONICLE + HUNTINGTON, W. VA., HERALD-ADVERTISER ¢ KNOXVILLE JOURNAL « LOS ANGELES EXAMINER «¢ MIAMI 
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Reaching over 
10 million families! 
Bianketing sales-vitai 
super market 

counties! 


THE BLUE GROUND OF SALES 


Consisting of a mere 12% of America’s 3,073 counties, the rich Biue Ground of 
Sales accounts for 8 out of every 10 dollars spent in the nation’s super markets, 
and 7 out of every 10 dollars of all retail saies. To win sales teadership 
nationally, you must win in the Biue Ground first! 


HERALD + MILWAUKEE SENTINEL «+ NEW ORLEANS ITEM « NEW YORK JOURNAL-AMERICAN ¢ PHILADELPHIA BULLETIN « PITTSBURGH SUN-TELEGRAPH « PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS ¢ SAN ANTONIO LIGHT * SAN FRANCISCC EXAMINER © SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE * WASHINGTON POST & TIMES-HERALD + WICHITA BEACON 
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Available Market Data—National 


YOU NEED THe Winona Daily News 


“70% 


*"70% Country” is the Upper 
Midwest orea, outside the 
Twin Cities where more than 
70% of retail sales are made. 


National Advertising Representatives: Jann & Kelley, Inc.; Northwest Daily Press Association, Minneapolis 


To secure copies of data listed, 


use the handy coupons 


'this data folder, giving favorite 
|hobby activities, materials most 
frequently used, tools and equip- 
in ment used, where purchasing is 
|done and annual hobby expendi- 
|ture ($89 on the average). 


|\No. 1009. Good Housekeeping 
| Brides’ Survey—1955. 
| The bride, says Good House- 


|keeping, “starts with nothing... 
everything to buy.” The maga- 
|zine asked 1,600 of last year’s 
| brides which magazines they 
|looked to for ideas on what and 
| where to buy, and the results are 
|recorded in this nicely illustrated 
booklet. 


@ $136,000,000 retail sales in rich 9-county area of 
S. E. Minnesota and W. Wisconsin where 6 out of 10 
families are Daily News subscribers! 

@ $45,000,000 retail sales in Winona (Minn.) County 
with 80 per cent coverage! 

@ Excellent merchandising and tie-ins! 

@ No local TV station 


No. 1010. Beauty Secrets. 

No secrets are left when Good 
| Housekeeping gets through with 
lone of its comprehensive consum- 


= panel studies, and that maga- 
zine offers the latest report on its 


Facts at YOUR Finger-tips! 


1 Conhume - 


Read in More Than 4 Out of 5 Columbus Homes Daily, Move Than 9 Out of 10 Sunday 


«Golumbus Dispatch 


NATIONAL REPRESENTATIVES: O MARA & ORMSBEE INC., New York Chicago 


RESORT NEWSPAPER REPRESENTATIVES, INC., Miami Beach 


Complete 
consumer data 


: COLUMBUS, 
OHIO 


... the midwest’s 
NUMBER 
ONE 


test market! 


HERE are the answers to hundreds 

of questions on who, what, where, when 

and how the people buy in Columbus. The 

Columbus Dispatch 1956 Consumer Analysis, the |0th 

annual report of the Columbus market, gives you a tested, —— 

able source of information on products, use and brand popularity, 

buying and shopping habits, and market trends of this rich Central 
Ohio Market. 


This complete, composite tabulation of consumer data is important 
to everyone concerned with the mid-west's number one test market 
. . » Columbus, Ohio. Write for your copy of the 1956 Columbus 
Dispatch Consumer Analysis. Address requests to the General 
Advertising Department, The Columbus Dispatch, Columbus 16, 
Ohio. 


Detroit, Los Angeles, San Francisco 


continuing study of panel mem- 
bers’ personal grooming habits 
and the products they use. The 
brochure is thumb-tab divided ac- 
|cording to such categories as skin 
care, hair care, bath products, etc. 
A section on vital statistics of 
panel members is included. 


No. 1011. King Kullen Seal Sales 
Test. 

In a test of the effectiveness of 
the Good Housekeeping Guaranty 
Seal, a variety of products were 
put on display in King Kullen 
grocery stores with and without 
the seal. Sales results and other 
details of the test are reported in 
this booklet offered by the maga- 
zine. 


No. 1012. Flying Reader and Mar- 
ket Analysis. 

This booklet reports Flying’s 
audience study and tells who its 
readers are, their main interests 
in aviation, what they do for a 
living, why they fly, the number 
of aircraft owners, plans for buy- 
ing new airplanes, number of pi- 
lots among readers and their rat- 
ings. 


No. 1013. Popular’ Electronics 

Reader and Market Analysis. 

A brand new (March) report by 
Popular Electronics, this brochure 
tells the age and income of the 
magazine’s readers, their occupa- 
tions and their interest in elec- 
tronics, and describes the market 
they comprise for all types of elec- 
tronic equipment. 


No. 1014. Two Magazines, One 
Market. 

Coronet published this booklet 
only last month. It is a study of 
the Coronet-Reader’s Digest fam- 
ily market and includes informa- 
tion on family income, total num- 
ber of families and buying power. 
An analysis of what the Coro- 
net-Digest audience has (homes, 
automobiles, appliances, and the 
like) and what its members in- 
tend to buy in 1956 is included. 


No. 1019. Boys’ Life Survey Data 
Series 1955: Hobbies. 

A report on the Boys’ Life study 
of the spare-time activities of 
boys covers model building, fath- 
er-and-son home workshop pro- 
jects, coin and stamp collecting, 
ham radio and record player own- 
ership, and record buying, with a 
breakdown of favorite brands. 
Data on other magazines boys read 
for hobby information is included. 


No. 1020. Boys’ Life Survey Data 
Series Study III: Television. 
The boys who absorb Boys’ Life 
report here on their television 
viewing habits—how many hours 
a week they watch, the number of 
stations in their viewing area and 
their favorite programs. Published 
last month, the booklet also re- 
ports what Boys’ Life readers 
think of commercials and which 
programs they figure are specially 
prepared for them. 


No. 1021. Boys’ Life Market. 
Another recent offering of Boys 
Life is this description of the 
households of this magazine’s 
readers. Home, auto, appliance, 
radio, record player and tv owner- 
ship are covered as well as fath- 
ers’ occupations, family composi- 
tion, city size, age and geographic 
distribution. 


, 


No. 1022. Boys’ Life Photo Con- 
test Analysis. 

Through its photography con- 
test, Boys’ Life gathered the data 
for this study, which gives a 
breakdown of all entries and tells 
what cameras, films and flash 


equipment were used by entrants. 
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REPORT. 
from the Midwest 


World’s. Richest 
Farm Market 


Thousands of “Midwest Nelsons” plan 


Midwest farmers, like Hamilton Nelson of 
St. Peter, Minnesota, are building, modern- 
izing, buying new equipment and machinery 
—expanding their production capacities for 
the big job ahead. 

What is the job ahead of them? It’s fur- 
nishing the food and fiber for a U.S.A. that 
is growing by more than 3,000,000 a year. 
We'll be a nation of 228,500,000 people by 
1975. That’s an increase of 63,000,000—or 
more than the present population west of the 
Mississippi river plus Illinois and Wisconsin. 

A major part of the job will fall upon 
Midwest farmers who have the fertile acres 


Fs < +e e 
FEEDING TIME FOR DAIRY CATTLE was cut with this 
104-foot trough, built around the base of two silos. It can 
be completely filled in minutes. Nelson’s modern methods 
have cut labor needs in half and are typical of Midwest 


moat 


Advertise where 


AND GOOD LIVING 


farmers’ ability to produce more, to feed more persons. 
That's why, in the 8 Midwest states, latest census bureau 


one-third of total farm income for all 48. 


FARMING IS BIG BUSINESS 


| big farm expansion programs 


and the know-how that produced $9.7 bil- 
lion in cash income in 1954, 64% above the 
average in the other 40 states. Average 
income per farm in 1954 was $9,168 com- 
pared with $5,568 for farms of the rest of 
the nation. 


That’s why we say the next 20 years 
belong to the Midwest . . . why we say this 
“Golden Area” of agriculture is your golden 
sales opportunity. For mass coverage of 
this class market, advertise in the Midwest 
Farm Paper Unit, “first choice”’ with read- 
ers, dealers and advertisers—one order, one 
plate at substantial savings in rates. 


show total farm income at $9,769,230,000— almost 


a7 


LIKE A BUSINESS BOARD OF DIRECTORS, family con- | NELSON IS CONSTANTLY ADDING NEW EQUIPMENT and methods, like 
ferences run the farm. Average income for these families 
in the 8 Midwest states was $9,168 in 1954 — almost 
double the average for the other 40 states. 


FARMING IN THE MIDWEST IS BIG BUSINESS and getting 
bigger. The Nelson family recently acquired adjoining acreage, 
now operates 245 acres and has an investment in the property 
of well over $100,000. Farmers like Nelson are always in a 


buying mood. This spring he purchased his fourth tractor 
and additional new haying equipment. Repainting the barn, 
redecorating the interior of the house and many other big 
projects are ahead. 


all progressive Midwest farmers. Bulk cooling tanks mean faster processing 
of milk—and save Nelson more than $850 a year. Other farmers are doing 
the same. That’s money they can now spend for other goods and services, 


MIDWEST 2"/“ UNIT 


250 PARK AVENUE, NEW YORK 17, N.Y. * Other sales offices at 35 East Wacker Drive, Chicago ! . . . 
110 Sutter Street, San Francisco 5 . ..672 South Lafayette Park Place, Los Angeles 57. 


a Sats oe hs, ee 3 Ps oe 
: ‘ are . a) a Oa 
: , } 
, q 
| , nie _ = a ‘ 
{ .* . Teh 7 , i [-  -S@fererme ° . , -— * 29 x ’ ty a e ; , : “a. 
: ent ie [ ee yee 3 ie ken phe + al ° oe : Tike a é . > oh. @ A 7 
~ . eae OP a «ail bee = Pe gorge ae oa ae _— ie fer Ree J 
3 ae > es yet \ Ba at fet 4 - "; > a a" . _— a ; giles A j 
: - oe bot" et! ; hee il ~Z hee a “e . } iia 5s at a 
j) a ee SoS Sm a eo a: a 
ILS Ax ety St SS See | ‘ , 
9 Fh ag ogtin he oe et eee -s _ - : _ a 
; se? as “ |v @ Le ee = iii. Coe : Ey f 
, /% EE VX %& CM ST ane — ‘ 4 
i ¢ pull a. SV tie. mz 2 ; 
; d ae" os ae p= Sad - ‘  . ee ‘ 2, 
i ~@ Sea Ne *. ; Ps LS hho , tthe ‘aa : ’ 
tl ae a Be _ - : ; 
% — ae ee we : } 
! e's : —_— me. i ay a. piled S } <a = es s 
i , FT hake “Se oa ' eS ae , eS ot en 3 ; } 
: 2“ —— =)- . : ee ' “ ‘ : a . Sad ; = a ee ' ; 
{ . ae, ee. ae er AN = “ S 
} %) : —.—. es 5 Bae Re s ’ nag 
} “¥ ee : ‘Y a f! 2 Sees a ne Eee ns “ . ' BS £ ae 
it ws, pees? a | ~ - 
. : 2 —  o Soe < oy > 8 eg é ; Fe bh 
, ia ‘> i i 26 ~ enn . is bee a 7 : ” 
i ~“~An . sO? > F ‘ “Ee P, a a a} —. Ye | i ee ee ; — ie 
\ Se \ > 2 i 5. eee eee : ‘ad ; ~~ . 4 
} ¥ hes J ; ~~ ia fs ; Ke ‘ 4 Dns ay a, men . ie j 
i j , a. | Mee, i. we DS Tae . ia Lcaseat : 
> ™ 4 4 ey" ae Ah ame yee “a 
: i. a ae A " re J ae Se a oh ae is - < nm, 
ya ~< ee” i. Ot Ag og em rt ae “ike 
ee oh eK 4% —— ; bate, mh 
: = : aa ‘genta . 4 ; . a x , 
2 aw A ag gg all : ite tt . 
5 ah, ‘yy ae Z ; . : ‘tar \ ; 
4 hy ee , j | mete pea ' \ 
. 7 - > Pant yh . he 
é * 4 . . vi ' J fin § eg 
f . : ae (ge 5 oa On ’ ra i “g a \ i er Pt — ae 
uae ee i - eee - sie “a 7 = = 4 oF ie = pork Y eee at — oI 5, ' ; 7 
ee Bh es eae lh , - a ai lite “ake as 
a : = oe on a a 0 big ~~. was I. = ? oll : as @ Pa F 
RN ea ee eS {== = hep ey lt : Sanne . re or i > 
_ ee er, NEE be Bem ae ort 5 Le adapek ag es 09 Pal Oo APO es ' 4 j ipa: eae BAS ¥ 
eee dn oe eens aa br) ai shea he Tite lee ao: A 7 : . 
ae ae ee RS cae Pn ae a pelea 2: Wee See : 
_ Be “eae ge hee ae De cy EG EE: HR ‘ ut. 7 va > 
am 18 ie. Ne ee eS 7 tt ae ae “ee ¢< Te ; 4 . 
: ; a eS = aa ea eee — ES eee a .. Fa - “ eek iG wy E wer 3 £ 
ia tin, ; 2 8. >a — End _ * Py ea —_— — f 
; ~ s Po ~ t ~ es ‘a ee enemas Pao r eae ‘ il Saineeimeeeel wy “m , 
aa picgeetiiNind pg Sosa a “ a oxen : somata gee ; 
j ool ~ ) ae a EF Sa ; ae ; oes a, ’ a i. 
ae ——_ gee. aoe a oe { s i; ip V3 ' a a 4 Pa . ' 
' | (a ee “ ae . y Paes Ae ae OM ¢ 
' ’ . ide ae ee 5 Ree Taper = 4 : : 
' beg J P ; P eee a at 4 Ee x - - ¢ a } : 1 PAE es e “38 s : 4 
Je ff te ee oa .e . — tate 4 a ies r 
oi + a be I i * toad or se . , ; ne Lae i oa = ese 
"a Mee - Maa. | 2 Y a oe + \e 
en 8 = §-/ | eee wo as «ale : i 2 (ie nase a : 
‘ : alt) 3 i Fae Se Pi 4 : 7 Ag, ‘ied oy homes sop wae s ‘ a. vail oP is ie aii r< gine eres Z 
{ PR eae: - F S . ee ies Saws ee a “aa o_ Ri ary pane es ee Z 
— q -- | lees ‘a we his aa Pe. ets ~~ - I ain it ddl. soy es om : 
rz oa 3 ‘s it ae ee oe “2 ¢ 7 > ane =o . —_ — 
Fh gw . he: Ae Ty co ae ee f 
, ‘ me RB Re eh ft n be sinha thes fe. Aa ae fon ae ~ 8 ‘ ‘a 
: . ngs at ~~ ; saat P ee Ska _ Hn A . , : 
- a care ‘tee a ee <“———e eee, 2S . < of is. | gt ac , pat 
eae : ae — oe se 5 a +. ba ee a ie : a f > SEF de : wc’ * ; ia Me = bee Oe, Bee 
“a r ede oe os . an) a ee = Le - —" . » Do ae e aes = : 
TYPICAL of midwest farmers’ improved efficiency is Nelson's new barn, remodeled from the structure shown in inset. Forced air keeps the building warm in winter and cool in summer. ~ 
Nae ee “NG eis: Tala 7 \ i? i 
Ae a z = A aN sa ee ‘ 
td “a A NCAR ey ee . 
ee ’ — F wc Pe Ee a Ce. we : 
yw Og a - See et os . ae 
' oT al ~e Lf ; " f : ~~ ‘ om, 
SA 8 . : : tr sa Se, a 2 4 : ¥. A 
|. ee,  * earn wae 
oe ‘ mee. > Te! lee Sf pt € > ‘et we 
: gf Li : ine. ¢- @ tee ; ber LF 
2a | aa a oe & “ 3. ine a | : 
Nie oe a ee eS 
2 . ee . me - j : 
™ — mo, 4 ; : : 
; re De ‘ . " 4 - i s 5 + ‘ 
Pai i ae oe Ma * if —_ 
Be a | a Z a ies ¥ ? é 
re ae Bi 5 5 3 4 ma 
te é ., % if < ‘ 
Bax oe . ae - a * aoe a : * ory 
a - J 2. —— “ie ee . ~ 
. . 2 - | : tig ae - ar ‘ 
= +» j : - . et. Ba 35> i 
= > Tl - Bee ee 7. 3 % wey s ira iis 2 a: 
a 0 a ae os | “HUA a / 
— a} . hee a ’ 
t : : : a Oe ne "tig j . a ia | Ft | ‘i 
ae . . eae nk te * So Sa q r ; ; . 
Se no SR SS | ae ee AE | h « . 
be ' By) : : ee \ ‘ Fi ae y Sy ‘ OF 
a ; . is “ann * " i . ig Se ~ " 
ee hr ith BA dette Bo ve ae 
= a i ll he, @ | 7 SS J _" t eS = ' 
: ; rr ry a ne Prag as = 2 , & Bens oe 7 iis bes F 
P ‘. aus cael Af We ms : ed ee | n : ec ™ a eerie: ces Pe aeeeTe et s 
: ogi nc ,. See - . oe ie i a co . sa 5 ee i ell et ; 3 
ae er ee oe — x eee 
- ai " A ine a I ae ey “os r an gs Se tee oe eae i. 
— ae TS ee e 
SC“ eC ‘i 
NO DAK. | 
oe OWA x 
SS ~ = 
a. a wisohws, a ARMER THES(P semen : 
, ve eS Webreeier s,s = - WALES mer | SSE" | 
ie sn | lena a7 eS ay ———— itd 
— <4 tears Ses a a a F a, 
RRR Oe 5 menial i ie | og RS oe: vm Rode Se = ee Se rn te Be ae OR 
ie: (2 re ee ee eS Sone tee Se >’ Eee Bets te aot > Sr Meee Pars ‘ ‘ 
EE Ble easel’ is a age eee ee ee es pee Be ao os peel 


Piers 


Advertising Age, May 7, 1956 
To secure copies of data listed, use the handy coupons 
HE'S SELLING THE ‘Available Market Data—National 


No. 1023. Boys’ Life Survey Data,;No. 1025. Television Magazine’s 
$300 MILLION U.S. Series Study II: Bicycles and | Data Book 1956. 
Accessories. | This issue of Television Maga- 


SERVICE FAMILY What Boys’ Life readers like in| zine gives coverage data for ev- | 


the way of two-wheeled trans-| ery ty market in the country and 
portation is covered in this book-| network advertiser expenditures 
MARKET IN EUROPE let reporting ownership, accesso-|for time and programming by | 
ries, use and preferences. The, product. In addition, it gives com- { 
THROUGH x Pas Fon 530 boys told their magazine what | parative standard metropolitan | 
eee [=| weeKeno} 106] brand of tires, brakes, speedome-| areas and tv market areas, net- / 

Free. Now What? ters, lights, etc., they own and| work programs and _ production 
SS = would like to own. costs, a syndicated film directory | | 
|and local and spot billings. A lot 
No. 1024. Television Magazine’s | of information about the tv indus- 


Market Book 1956. try for $3 to non-subscribers. 
The coverage area of each tele- | 


Armed Forces families and civilianemploy- clusively—and sells this prime market for - =|= 
ees in Europe are Export’s Ricnest Dot- American merchandise. We can show you : 
LAR MARKET. They maintain the American _ how to net export profits in Europe without 
standard of living and the American stand- export “red tape”—through the Armed 


ard of spending —at the rate of $300,000,000 Forces Exchangeand Commi Systems. vision market and county-by-|No. 1026. Cigarets, Notes on the 
a year. The American WEEKEND serves the Write for copies, rates, market data book, |5 ==t==5_| county figures on tv set circula-| Industry, Cigaret Consumption 
interests of these Americans overseas, e€X- “Timely Facts. noe SSS tion, population, retail sales and and Smoking Habits. 


income are detailed in Television | Redbook’s market research de- 
|Magazine’s market issue which | 


we |partment here offers a digest of 
goes free to subscribers but costs | various published reports on the 


_ U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, York, Philadelphia, $3 to others who are interested. | cigaret industry and product de- 
W E E. KE By Son Francisco FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 4 All manner of Statistics on today’s | velopments up to date. Trends in \ 
| television market are included. consumption and smoking habits . 
are described as well as magazine 
advertising expenditures and sur- 
veys of consumer use, brand pref- ) 
erences and buying habits. 


The American = army TIMES PUBLISHING CO. 2020 » 51 NW. Woshington 6, 0 ¢ 


No. 1027. Trends in Domestic 
Travel and Vacations. \ 
Redbook is ready with a com- i] 

plete summary of what’s known | 

about vacation habits. The maga- 
zine’s report covers off-season 
travel, vacation trends, travel | 
credit, auto, rail and bus travel, ; 
motels and hotels, resort promo- 
tion and magazine advertising ex- 
penditures. Included is news of 
Redbook readers’ plans for get- 
ting away from it all. i 
) 


No. 1028. Trends in Foreign 
Travel. 
A general summary of pub- 


; : 1956 lished data on the traffic in for- 
ee ee wise eign travel, this brochure tells 
UyUrg f ‘ it where Americans travel abroad, 


a_S how much steamship traveling 

con Sil mef.- they did and the economic char- 
Cw 
a , 


acteristics of foreign travelers— 
“persons classified as clerks and ? 
j 


secretaries comprised the largest 


e single occupation grouping, fol- 

ana sis lowed by those in executive posi- : 
’ tions.” Foreign travel preferences 

and plans are included for read- 


ers of Redbook, which offers this 
report. 


A Now ready for you-- ae or ee 


Starting with a sketch of the | 


e e growth of commercial air line 
uying A its an ran pre erences OSPERO travel to the present, this booklet 
o* Us from Redbook goes on to note the } 

development of air coach opera- 
tions, use of jet and turboprop 
aircraft and helicopters, and the 
promotion that has gone into air 
é travel. It also gives a description 
cS of the overseas air travel market, : 
magazine advertising expendi- - } 


Here’s a complete report of the buying habits and brand 
preferences of the greater Salt Lake Market... 


and it’s yours free to help you sell more effectively in the ator fis 
fs cee 7 tures for air travel and excursion 
Salt Lake Intermountain Market. In addition to plans of Redbook subscribers. 
complete market facts about this $2 billion market, Your prospects No. 1030. A Study of the Ameri- - 
oar d. 2 = can Legion Magazine Audi- i 
the 1956 Consumer Analysis includes authoritative data on are best in the ence. 


This booklet covers a survey of 
Legionnaires who told American 
gro wing West ! Legion Magazine all about them- 
selves. The report gives details | 
about these categories: general | 


brand preferences of foods, clothing, soaps, toiletries, 
appliances, and automotive goods. 


Ask for your free copy today. Phone your Moloney, Regan & Schmitt representative, freenange nh Mmeonycorme i 
or write to the Advertising Manager, Newspaper Agency Corporation, Salt Lake City, Utah wane, slochelte. beverages, Covel, 


| toiletries, recreations and hobbies, 
j}and insurance. 


| No. 1031. The Florist Market and 
How To Reach It. 


Pointing out that the industry’s 


cENCr Cn | h.. 

pd my #, [ID S N § ‘annual sales hit $1 billion, this 

Ghe Salt Lake Tribune PY \ fz fg R fz TU fz W. AND folder from Florists’ Telegraph 

S > | Delivery News gives percentages 

(MORNING & SUNDAY) 3 I Rall Lake Telegram (EVENING) ‘of total flower and flowers-by- 

wire sales for major states and 
other data on this market. 


VS 


COLOR IN WEWSPAPER ADS ADDS EXTRA SALES 


No. 1032. A National Survey 
Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers | Among Town Journal Sub- 
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in Washington, D. C. 


| ene newspaper has 
- 130,000 more circulation 


The cities of Indianapolis, Columbus 
. and Atlanta are about 130,000 families 
Sy in size—each worth roughly $950,000,- 
a 000 in net buying income. This is the 
Ba plus market advertisers get in Wash- 
ington through The Washington Post 
and Times Herald. It has 412,000 
Fe Sunday circulation, 381,000 daily cir- 
“" culation — 130,000 more circulation 
oe daily or Sunday than the 2nd paper— 
* 214,000 more than the 3rd paper. 
# 


In addition to 52% more total cir- 


| 
| 
if culation, The Washington Post and 
| Times Herald offers advertisers 34% 
more city zone home delivered circu- 
lation, 7 out of 10 coverage of metro- 
politan Washington and the lowest 
milline rate. The Washington Post and 
Times Herald offers advertisers more 
simply because it offers readers more 
of what they want from a newspaper 
... and that’s why, today in Washing- 
ton, The Washington Post and Times 
Herald is the basic advertising medium. 


ro 


linage gains refiect 
Impact of 130,000 lead 


One look at the retail linage gains and 
} losses will convince any advertiser of 
where maximum sales impact can be 
found today in the Washington market. 
During the first quarter of 1956 retail- 
ers gave The Washington Post and 
Times Herald a 396,164 line gain in 
retail advertising while the other seven- 
day paper lost 222,877 lines and the 
. 3rd paper lost 85,418 lines. At the 
same time The Washington Post and 
Times Herald continued to be the num- 
ber one newspaper in Washington in 
financial, automotive and total general 
advertising. 


- 
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eae 


The Washington Post an 


412,000 Sunday Circulation 381,000 Daily Circulation ~~ titiva= an, 2s 


Represented by: Sawyer, Ferguson, Walker Company—The Hal Winter Company, 
Miami Beach—Puck, The Comic Weekly—Joshua Powers Company, ads 
London. Robert S.. Farley, 111 Broadway, New York. Financial Representative: 
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Advertising Age, May 7, 1956 


Available Market Data—National San Bernardino schools answered | city size and place of purchase. mas toy-train market, the model 
questionnaires for this study of) Median prices of cosmetics by railroad market described in this 
To secure copies of data listed, use the handy coupons television viewing and comic book years and the price paid for each brochure is a $15,000,000 business. 
|readership among children. News-_| item studied in 1955 are also list- The extent of the market, who the 
‘ paper comics readership by strips ed. hobbyists are, the equipment used 
pete a cl Sheets, Bedspreads 7 a roo’ jinn also reported as were brand and the potential for the field are 
. : |preferences in the chewing gum, No. 1037. Town & Country Scotch | covered. Available free from Mod- 
How Town Journal readers feel) Brand preferences for 40 types| soda pop, cereal, etc., departments. Story. el Railroader. 
about bedding and towels is re- of products used by the men who A report on the study is available| Readers of Town & Country, it 
ported in this detailed booklet |read Dell Men’s Group magazines from Dell Publishing Co. would seem from this report by | No. 1039. Wall Street Journal In- 
covering ownership (quantity), | (Inside Detective and Front Page | the magazine, aren’t close about | dex to Subscriber Buying Pow- 
buying habits and brand prefer- | Detective) are cataloged in this | No. 1036. 19th Survey of Beauty. their expenditures for Scotch | er. 
ences for these items. | 60-page brochure. It also includes | Readers of Dell Modern Group whisky. The report shows circu-| An analysis of Wall Street Jour- 
— on usage by age and in-| magazines (Modern Screen, Mod- lation concentration of Town & naj subscribers by business posi- 
No. 1033. If You Sell to the Car- | come. | ern Romances, Screen Stories) re- Country in relation to Scotch con- | tion and function, plus statistics 
riage Trade. _ |ported their cosmetics and toilet- sumption, percentage of readers on jncome, age "met worth of 
Dell Publishing Co. has this No. 1035. A Study Conducted in/ries buying habits for this 100- drinking the whisky and average | Journal readers. 
folder presenting a comparison of| the Classrooms of the Public page booklet offered by Dell consumption per month by family. | ; 
Modern Romances and other fam-| Schools of San Bernardino, pyblishing Co. It shows sales by No. 1040. Fishing License Sales 
ily magazines in editorial linage | California. brands and 16-year trends for 83 No. 1038. The Model Railroad Continue Upward Trend. 
devoted to baby care and training,| Three thousand tads in the first, types of products. Figures on each Market. Fresh water fishing continues 
based on a Lloyd Hall analysis. |through the ninth grades of|product appear by age, income, Not even counting the Christ- to attract new recruits, according 
to this report from Curtis Pub- 
lishing Co., based on figures sup- 
plied by the Fish & Wildlife Serv- 
ice. For instance, total fishing 
licenses issued during fiscal °55 
came to 19,625,387, an increase of 
77% over the number issued in 
1946. 


No. 1041. Hunting Licenses and 

the Market for Hunting Goods. 

Again based on Fish & Wildlife 
Service statistics, this report from 
Curtis Publishing Co. gives a good 
index of the growth in the num- 
ber of game hunters. Licenses is- 
sued by states and the total num- 
ber issued each year since 1946 
are included. 


No. 1042. Forecast of the United 
States Population by Age 
Groups, 1960-1975. 

Curtis Publishing Co. offers this 
condensation of the Bureau of the 
Census recent forecast of popula- 
tion trends. Includes a table show- 
|ins anticipated population in- 

creases by age groups at five-year 

| intervals through 1975. 


|No. 1043. Family Income in the 
United States, 1954. 

Also taken from Bureau of the 
Census figures, this booklet avail- 
able from Curtis Publishing Co. 
gives the distribution of U.S. fam- 
lilies by family income for 1954 
(the most current figures) and for 
| the period 1944-1954. Also includ- 
|}ed are comparisons of family in- 
|come in current dollars between 
| 1948 and 1954, data on the effect 
on family income of working 


eee JUST LOOK AT wives and median income figures 


by geographic areas. 


No. 1044. Passports and Overseas 
KOH @ RENO Travel Market. 


| This offering of Curtis Publish- 
ing Co. describes the growth of 
| the overseas travel market, based 
|on passports issued by the State 
| Department in 1954, as compared 

with previous years and the in- 
KMJ ° FRESNO pommel on number of applicants 
from inland states. 


’ 
THE BEELINE $ STATION No. 1045. Sales Opportunities, a 


KERN @ BAKERSFIELD | Handbook for Salesmen. 
This 278-page book offered free 

. mi |to advertisers and agencies gives 

KM4J has more listeners than any competitive sta- ‘population figures for all U.S. 


tion, daytime or nighttime, according to latest Pulse. ‘counties and cities of 2,500 or 
|more, plus circulation counts for 


KMJ has more top rated shows .. . 9 out of the 10 ‘The Saturday Evening Post and 
most popular programs in the Fresno area are KMJ Ladies’ Home Journal. 


qnowe, si peek Pulse. ~< No. 1046. Report on Home Im- 
KMJ has wider coverage than any competitive sta- } — Ry nan of Home 
tion, daytime or nighttime. (SAMS) Seiad dadiauemans pattalthin ak 
‘ ; ; Beeline stations, purchased as a unit, 4 tH aiaidonhien and 
KM4J has a wider FCC contour, daytime or nighttime, give you more listeners in Inland Cali- pay oe gonton ot om heed 
than any competitive station. fornia and Western Nevada than any 4 an iin ie air offered by 
competitive combination of local sta- Small H Guihe inc. Thelt 

tions . . . and at the lowest cost per mall Homes Guide . 
thousand. (SAMS & SR&D) expenditures for remodeling and 
improvements and purchases of 
|appliances and equipment are in- 


fic Clotely, Broadcasting Compomy etsaet 
|'No. 1047. A Handy Guide to the 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative peggy aad Sunday Maga- 
Here is a big chart which lists 

all standard and potential metro- 

politan areas with retail sales 


KFBK @ SACRAMENTO 
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One of a series of comments on Metropolitan Oakland 
as a market by Pacific Coast Advertising agency men. 


“California is growing so rapidly that important market changes 
sometimes take place almost unnoticed. One that Pacific Coast 
agency men did note with interest last year was Metropolitan 
Oakland’s emergence as Northern California’s largest metro- ae 
politan population center. Ls 
“Latest census figures give Metropolitan Oakland, which in- 
cludes all of Alameda County, a population of 852,700, which 
is second only to Los Angeles in the West. Growth of Metropoli- 
tan Oakland has been steady and marked by maintenance of the 
unusually high percentage of home ownership which has for 
years made the area an important, stable market.” 


—LOWELL MAINLAND, 
Vice President and Account Advisor, 


J. WALTER THOMPSON CO. 
San Francisco 


Yes. 
It is important to 

recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important to 

remember this fact: 

ONLY 

THE OAKLAND TRIBUNE 

COVERS METROPOLITAN OAKLAND 


Daily more than 200,000 
Sunday more than 220,000 


Cresmer & Woodward, Inc. 
National Representatives 
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secret 
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In 1949, the Executive Vice President of one of America’s leading 
advertising agencies made a speech. 

He predicted: “You in your hearts may know something that I 
believe — little Television is going to be advertising’s prize winning 
baby ... TV is going to be Mr. Big...” 

He was right. “Little” Television grew up, nurtured on initiative 
and imagination, on big budgets and big ideas. 

And in the same speech he predicted: 

“Sunday newspapers are going to thrive . . . because the Sunday 
newspaper is going to be the most fertile spot in the publication world 
.. - Sunday is still the day of rest. And Mr. Big — Television — isn’t 
going to get all the attention. That most important reading habit — 
the Sunday newspaper — is going to get plenty of attention, too... 
and in Sunday newspapers, it is Comics —” 

He was right again. For while revolutions were taking place in 
America’s media habits, the Sunday Comic sections continued to 
attract the largest and most loyal audience in the nation. 

What was the secret? 

What magnetic attraction brought the eyes of America to that 
bright patch of light in the living room? What powerful force kept 
them returning to the colorful panels of the comic section every 
Sunday morning? 

The answer to both questions doesn’t appear on any slide rule. It’s 
the unpredictable, inexplicable, wonderful equation known as the 
Human Heart. 

When Lucille Ball and Desi Arnaz began their hilarious adven- 
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tures on the CBS Monday night hit J Love Lucy, they quickly became 
America’s #1 TV couple... 

... and when Blondie and Dagwood Bumstead began married life, 
the nation took them to its heart ...and made the Blondie house- 
hold America’s #1 Fictional Family. 

When Jackie Gleason, CBS Saturday night star, airs his family 
squabbles in The Honeymooners, the nation’s families laugh at the 
Kramdens (and themselves) .. . 

... and when Jiggs and Maggie start their feuding in the pages 
of the comics, three generations of loyal fans laugh with them. 

When Hal March, on his CBS Tuesday night sensation, handed over 
the big prize on $64,000 Question, the whole nation applauded young 
Marine Captain McCutcheon’s encyclopedic knowledge of food. . . 

...and few Americans of any age would be stumped if quizzed on 
the favorite food of (1) Popeye (2) Wimpy (3) Dagwood (4) Jiggs. 

When Bob Hope occasionally doles out his Tuesday night comedy 
to NBC television viewers, the country thrills to the ever-changing 
variety of entertainment... 

... and when America turns the pages of the comics, the whole 
family thrills to the variety of entertainment; from the bold adven- 
tures of Prince Valiant, to the laugh-filled antics of the Katzenjammer 
Kids. 

Television, like Comics, has found out where the heart is. 

And Comics, like Television, continue to give America’s entertain- 
ment-hungry families the movement, the action, the color, the warm- 
hearted personalities they want. 


©1956 King Features Syndicate, Inc. 


Here is one more quote from that 1949 prediction: 
“In print I’m sure it’s Sunday newspapers — and in Sunday news- 
papers it is Comics — and in Hearst Newspapers and Affiliates, it is 


PUCK — and it is PUCK that has more readers than any other section 


of the paper.” 

Since 1949, PUCK and its affiliated Sunday Comic sections have 
added more than 27 % circulation ... generally have more readers-per- 
dollar than anything else in print. And in the first four months of this 
year, PUCK is up 57% in advertising lineage — further proof that 
advertisers recognize the unsurpassed power of the comic page. 

If you are an advertiser, trust your agency to make the soundest 
investment of your budget — Television, Comics, or both. Just make 
sure you’re putting your money where the heart is — because that’s 
where selling begins. 


— Owes 


THE COMIC WEEKLY 


AND ITS AFFILIATED SUNDAY COMIC SECTIONS 
63 Vesey Street, New York 7, N.Y. 
Hearst Bidg., Chicago 6, Ill. » Hearst Bidg., San Francisco, Calif. 
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No. 61 of a series 


The NEWS of the ROCKIES 


58.5% of the retail men’s clothing lin- 
age—68.9°% of the women’s clothing 
linage—57.6% of the total clothing 


linage—appeared in the News in 
1955. 


(Media Records) 
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‘Available Market Data—National 


To secure copies of data listed, use the handy coupons 


ranks in which Sunday magazine 
sections are available. It also 
shows percentages of U.S. retail 
sales for each market as well as 


Offered by the Metro Sunday 
Magazine Network. 


No. 1048. A Handy Guide to the 
166 Standard Metropolitan 
Areas. 

Metro Sunday Comics Network 
j}has published this listing of 166 
standard and 67 potential metro- 
|politan areas in retail sales rank, 
plus 1955 estimates of population, 
|families, estimates of 1954 retail, 
| food and drug store sales and per- 
|centages by areas and circulation 
jand coverage in these areas by 
|Metro comics and others. 


No. 1049. A Handy Guide to the 
166 Standard Metropolitan 
Areas. 

The same as noted above, ex- 


;cept it 


the ratio of circulation to families. 


includes circulation and 
coverage data of the Metro Sun- 
day Magazine Network and three 
syndicated supplements, instead 
of comics data. 


No. 1050. Audience Study of True 
Story Women’s Group. 

A report of audience character- 
istics and net unduplicated cover- 
age in primary homes of True 
Story Women’s Group (six maga- 
zines) and the Family Behavior 
Group (four magazines), this is 
an April release from Macfadden 
Publications. 


No. 1051. Do It Yourself and 
Other Home and Leisure Activ- 
ities Among Wage Earner Fam- 
ilies. 

This is a report on a survey of 
the Wage Earner Forum on “do-it- 
yourself” and other home and 
leisure activities, emphasizing the 
wide variety of projects wage 


Population 
E. B. I. 


Retail Sales 


CONN gr’ 
' 


GROWING with 
NEW ENGLAND 


You have only to compare 1945 and 1955 to 
recognize the stable, progressive growth of New 
England. 


1945 

8,087,700 
$11,166,923,000 
$5,684, 405,000 


1955 

9,822,300 
$16,387,903,000 
$10,712,526,000 


%o ahead 


+2M% 
+ 46.15% 
+ 88.45% 


Rich in income and retail sales, heavily populated 


New England represents 6.53% of the nation’s Effec- 
tive Buying Income and 6.3% of the nation’s Retail 
Sales — all within 3.2% of the U. S. land area. 


the WORCESTER county 
Market’s Growth 


Population 
E. B. I. 


Retail Sales 


Offers An Outstanding 
Sales Opportunity 


1945 

472,200 
$605,336,000 
$315,351 ,000 


1955 
574,100 
$889, 498,000 
$608,509,000 


Jo ahead 

+2158% 
+ 46.94% 
+92.96% 


industrially the 22nd market nationwide, Worces- 
ter’s per-family income of $5988, exceeds that of 
state and nation, with retail sales greater than those 
of many states. 


Telegram & Gazette's Increasing Circulation 
Keeps Pace with this Growth of Worcester. 


NOW — at an ALL TIME HIGH 
Daily, 158,551; Sunday, 105,474 


MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


oe Se Mee 
. j q 
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Advertising Age, May 7, 1956 


earners have outside of their jobs. 
|Home ownership and_ buying 
plans, television ownership and 
viewing habits, entertaining and 
|Ssports preferences are among the 
|many areas covered. Offered by 
True Story Women’s Group. 


No. 1052. The 1956 Home Appli- 
ance Market. 

As a similar study by Macfad- 
den Publications showed two 
years ago, wage earners make up 
|the largest market for major ap- 
pliances. This report, based on re- 
plies from the Wage Earner Fo- 
rum, tells appliance buying plans 
and includes data on expected 
purchases of home furnishings. 


No. 1053. Airport Newsstand Sales. 
| Redbook has this listing of ac- 
|tual newsstand sales of selected 
magazines at 26 major U. S. air- 
ports available to interested ad- 
| vertisers and agencies. 


|No. 1054. Cosmopolitan Cosmetics 
Buyers. 

Released in March of this year, 
this report from Cosmopolitan 
|gives descriptive information on 
| Cosmo readers who purchased cos- 
|metics samplers. The report in- 
cludes data on their income and 
| the magazines they read. 


|No. 1055. The Audience of Nine 
Magazines. 

Based on an Alfred Politz Re- 
search study, this report gives data 
on the average audiences of nine 
magazines, their size and char- 
|acteristics. It is available from 
| Look. 

‘No. 1056. Audiences Reached 
Through Combinations of Mag- 
azines. 

| Again based on the Politz study, 
| this offering by Look shows net 
| audiences and total magazine read- 
lers for all pairs, trios and quar- 
tets of the nine magazines included 
io the study. 

|No. 1057. Men’s Grooming Habits. 

Readers of the “complete man's 
magazine” told Argosy all about 
|their use of razors, blades, after- 
| shave lotion, shaving cream, hair 
|tonic and deodorants for this de- 
‘scription of the men’s toiletries 
|market. Included are brand pref- 
erences and breakdowns of usage 
by age, city size and geographic 
| area. 


1058. The New House Next 
Door 1955. 

All about that new house next 
‘door is reported by Better Homes 
& Gardens in this 64-page brochure 
covering an F. W. Dodge Corp. 
‘survey conducted in cooperation 
|with BH&G. Who built the struc- 
ture, where it was actualiy buisi, 
the kind of house it is, the mate- 
rials and equipment used and the 
|furnishings and decorating going 
|into it are included. 


No. 


|No. 1059. Field & Stream Reader 
Characteristics. 
| Vital statistics of a representa- 
| tive cross-section of the sportsmen 
who read Field & Stream make up 
this booklet which gives incomes 
and ownership of a variety of 
items as well as reading habits and 
buying preferences. 


No. 1060. Latest Sporting Goods 

Dealer Survey. 

Field & Stream gathered the data 
for this report from retail 
sporting goods dealers who re- 
ported their advertising prefer- 
ences among various sportsmen’s 
and men’s magazines. 


No. 1061. Los Angeles Consumer 
Survey. 
A tabulation of the consumer 
preferences of 500 mobile home 


‘| families in the Los Angeles area 


/on coach equipment, construction, 
| price, etc. A special section of the 
|! booklet, available from Trailer 
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It's necessary. Boys have become the predominant segment of the nation’s population. 
Chances are there aren't many cars sold without a boy's opinion in on the deal somewhere 
along the line. 


There are more boys 10 to 18 in America today than ever before ... more boys than any other 
age group ... there will be more boys in the years to come. 1965, the peak year of the boy 
boom, ushers in 18,000,000 of them. 


= 
+ 


It adds up to good business sense to sell them now ... to sell them hard .. . to sell them in 2 


their own language... in their own magazine. Chrysler, Weyerhaeuser Timber, General 
Motors, Johnson & Johnson, Pepsi-Cola, Coca-Cola, General Foods, Convair, Heinz and 


Sheaffer Pens are only a few of the top drawer accounts that do so. 


the boy market? 
* 12,000,000 boys 10-18 today; 
> 18,000,000 by 1965. a 


1400,000 NET PAID CIRCULATION 


FOR ALL BOYS © THE OFFICIAL MAGAZINE OF THE BOY SCOUTS OF AMERICA 


BOYS" LIFE, 2 Park Avenue, New York 16, N. Y. © BOYS’ LIFE, 9 W. Washington St., Chicago 2, ILL. © DORR & CORBETT, 80 Boylston St., Boston 16, Mass. © J. G. DAVENPORT ASSOC. 2412 W. 7th St., Los Angeles 5, Calif. 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


Dealer Publishing Co., is devoted | and horsepower preferred by boat- 
to the travel and vacation trailer |ing enthusiasts. 
field. 
No. 1064. A Billion Dollar Market— 
1062. Combined Consumer Plus. 
Survey Results. Released this month, this illus- 
Trailer Dealer Publishing Co.) trated booklet describes the pleas- 
gives a comparative tabulation of|ure boating field, which includes 
consumer preferences of mobile|more than 25,000,000 Americans, 
home families in three market| according to Motor Boating. The 
areas derived from surveys made | booklet reports the number and 
at industry shows in Cleveland,|type of boats now being enjoyed 
New Orleans and Los Angeles. In| by boaters, what they spend on 
addition to data on coach equip- their vessels and other data on the 
ment and appliances, the report | market. 
gives characteristics on mobile} 
home families. |No. 1065. Dental Care Survey. 
; _| Parents’ Magazine conducted 
No. 1063. Outdoor Life Boating this survey to determine the den- 
Survey. ‘tal care habits of children and 
A rundown on the market for | adults in its reader families as well 
outboard motors and boats is the|as the factors influencing tooth- 
text of this publication of Outdoor|brush and dentifrice purchases 
Life. It gives ownership statistics,|and consumption. The study re- 
future buying plans, size of boats | veals that a large majority of 


No. 


children, as they grow older, use| Purchasing habits of new and 
two toothbrushes daily and that| expectant mothers are the subject 
nylon is the preferred type of of this study by Baby Care Manual.| 
bristle. It analyzes purchases of baby ap- 
parel, furniture, bedding and toi- 
No. 1066. Greeting Card Survey. |letries by mothers and as gifts 
What people look for when se-| for mothers. Baby foods and ma-| 
lecting greeting cards is exam-|ternity garments are also covered, | 
ined in this report from Parents’|as well as data on how much| 
Magazine, with special emphasis| mothers buy before and after the 
on greeting cards for children.) baby arrives. 
Mother’s Day, birthday and Christ- 
mas cards account for the greatest 
number of card purchases, and 
survey respondents said that a 
pleasing inside message is the 
largest factor in their selection. 


No. 1069. Parents’ Magazine’s Cir- 
culation in the Metropolitan 
Area Markets. 

In addition to circulation figures 
for Parents’ Magazine in 233 
standard and potential metropoli- 
tan areas, this booklet also gives 
estimates of retail sales, area, pop- 
ulation and number of families. 


No. 1067. Blue Jeans Survey. 
Of the families supplying data | 
for this Parents’ Magazine study,| 
more than half the wives own blue | 
jeans and all of the children be-| 
tween 10 and 17 years of age sport | - 
them. The study sine covers wear- United States: 1935-1955. 
ing of blue jeans and the accepta-| Parents’ Institute has prepared 
bility of jeans at home, school and|a chart showing the ups and 
social functions. | downs (mostly “ups”) of the birth 
record over a 20-year period, using 
as its source the National Office 


No. 1070. Annual Births in the 


No. 1068. Infant Items Survey. 


—call the H.A.S. man 
for the facts about “Detroit” 


and, by the way, 


he won't tell you that the great 


and growing Detroit market 


can be covered 
by one newspaper 
—“Detroit” 


1S 


—you need 


TWO—ONE of 
them is The 


Detroit Times— 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE, INC. 


BIGGER than 
any ONE newspaper— 


alone— 


IN THE HEART OF 
THE MICHIGAN MARKET 


(Detroit Retail Trading Area) 


TWO BILLION DOLLARS 
ANNUALLY in Retail Sales 
by Detroit Times Families. 
Maximum Coverage with Mini- 
mum Duplication and HIGH- 
EST (8 out of 10) Home 
Delivered. 


Advertising Age, May 7, 1956 


of Vital Statistics. The chart goes 
right off the page with last year’s 
record of 4,091,000 new arrivals. 


| 
No. 1071. Air Conditioning Survey. 


It’s cleaner and much better for 
sleeping to have air conditioning 
at home, agree Parents’ Magazine 
readers. Their preferences for air 
conditioning and types of condi- 
tioners are given in this report 
from the magazine. 


No. 1072. Vacuum Cleaner Survey. 
Significantly enough, most vac- 
uum cleaners are purchased after 
children are added to Parents’ 
Magazine families, according to 
this survey of readers. More than 
90% of the families interviewed 
own a vacuum cleaner and almost 
all of these were bought new. 
1073. Foundation Garment 
Survey. 

Parents’ Magazine conducted this 
survey to examine the founda- 
tion garment purchasing habits of 
their readers as related to the birth 
of the first child and reasons 
for wearing foundation garments. 
Type of garments used, when first 
worn, quantity owned and prices 
paid are reported. 


No. 


No. 1074. Roller Skating Survey. 

This study was designed to find 
out how many sprouts own roller 
skates and when and where they 
were purchased by Parents’ Mag- 
azine readers. As it turns out, more 
than half the children covered by 
the survey have wheels and own- 
ership is highest between the ages 
of five and nine years. 


No. 1075. Fruit Cocktail and 
Canned Fruit Survey. 
Purchasing and consumption 


habits of Parents’ Magazine fam- 
ilies in the canned fruit depart- 
ment are summarized in this re- 
port from the magazine. 


No. 1076. Shoe Polish Survey. 

Children get their shoes shined 
an average of ten times per month, 
compared with six times for fa- 
thers and four times for mothers, 
according to this analysis of Par- 
ents’ Magazine reader reports. Who 
usually buys the polish and shines 
the shoes also is covered. 


No. 1077. When Families Buy New 
Vacuum Cleaners. 


The kind of family that’s likely 
to be in the market for a new vac- 
uum cleaner and when is the sub- 
ject of this offering from Parents’ 
Magazine, 


No. 1078. When Families Buy Life 

Insurance. 

A special. tabulation prepared 
for Parents’ Magazine shows that 
families with young children are 
the prime purchasers of life in- 
surance—families with children 
buy three times as much life in- 
surance as those without offspring. 


No. 1079. When Families Buy New 

Electric Refrigerators. 

Refrigerator purchases were re- 
lated to the presence of young 
children in the home in this study 
by Parents’ Magazine, showing that 
27% of all refrigerator purchases 
were made by parents with chil- 
dren between the ages of two and 
four. 


No. 1080. When Families Buy New 

Television Sets. 

Television set purchases as re- 
lated to family size and age of 
children are analyzed in this re- 
port from Parents’ Magazine. 


No. 1081. When Families Buy New 

Automatic Washing Machines. 

This tabulation offered by Par- 
ents’ Magazine indicates the char- 
acteristics of purchasers of wash- 
ing machines, again in relation to 
the number and age of children 
in the family. 
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who built the | a : 
Clot i ii: 


Any youngster will tell you the Ford Motor 


Company built ic But..athere's far more 
to the story than that. William Clay Ford, 


General Manager of the Continental Division. 


AR BARI SS) 


tells about it inside, 
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WILLIAM CLAY FORD 
Vice President and Group Director 
Ford Motor Company 

General Manager, Continental Division 


says Mr. Ford... 


“The Continental Mark II, like every product of American Industry, resulted from 
the combined efforts and ideas of skilled technicians working side by side with 
company management. These are the men — technicians and executives alike — who 
comprise the audience of today’s business press. Through these publications they 
keep abreast of every new development in their specialized fields. Without this 
continuing flow of information —the day-to-day interchange of ideas — American 


industry would soon cease to advance.” 


2,103 Ford Executives and Technicians Pay to 


These men, searching for new ideas with which to de- 
velop greater skills, are typical of the readers you reach 
with your advertising in McGraw-Hill publications. 
Leaders in their fields, these publications are bought 


by the men who initiate, specify or approve the pur- 


chases of items and materials incorporated in the 


products manufactured and sold by Ford. 
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More than 1,000,000 men in business and 
industry pay over $4,000,000 each year to read 
McGraw-Hill magazines. Here is a vast market 
with billions of dollars of industrial purchasing 
power. A market your salesmen are reaching or 
trying to reach with their direct selling efforts. 


Through your advertising in McGraw-Hill 


Read One or More McGraw-Hill Magazines 


publications serving more than 16 specialized 
fields and industry functions, you can make your 
salesmen’s time more productive by building up 
and maintaining acceptance for your products or 
services before and between their sales calls. Here 
you can see advertising at work — influencing 


and selling your customers and prospects. 
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Your advertisin eg can help 


your salesmen make every 


minute more productive 


Orders — for any product that sells to business or industry — are the end 
result of numerous sales contacts with the men who have a voice in 
buying decisions. Some of these contacts — or steps to a sale — can be 
accomplished faster and more economically by Business Publication 
Advertising. Others — particularly the pay-off steps — require the 
specialized skill of the salesman. It’s the combination of printed calls 
and personal calls that produces the greatest results. 

When you apply Business Publication Advertising to the job of 
telling a// prospects what your product can do for them, you are saving 
time for your salesman. You are relieving him, at pennies per call, 
of the many preliminary steps that must be covered along the way 
to a firm order. You are increasing his productivity by permitting him 
to concentrate his valuable working hours discussing product applications 
and closing sales. And you're keeping the door open for future sales. 


= 


; 6. KEEP CUSTOMERS SOLD . 
FOR 


‘ +—GREATER 
€e> STEPS TO _ &S. CLOSE THE ORDER . pte Ara 


i 4. SPECIFIC PROPOSAL +-PRODUCTION 


| SUCCESSFUL 3. CREATE PREFERENCE eg — 


SELLING 2. AROUSE INTEREST | PR caida 


1. MAKE CONTACT je Te iba 


McGraw-Hill 


PUBLISHING COMPANY, INC. 


330 West 42nd Street, New York 36, N.Y. 


Headquarters for Business Information 
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No. 1082. When Families Buy New and Rate Six Magazines. 

Gas Ranges. . | The business and industrial ex- 

The stage of family develop-|ecutives listed in “Who’s Who in 
ment at which a shiny new gaS| Commerce and Industry” report on 
range is purchased is the subject|/their reading and preferences 
of this survey report available among these publications: Busi- 
from Parents’ Magazine. Illus-| ness Week, Fortune, Nation’s Busi- 
trated with graphs. | ness, Newsweek, Time and U. S. 

|News & World Report, which of- 

No. 1083. When Families Buy or | fers the study. 

Build Homes. 


Home buying and building as it, 
relates to the arrival of children No. 1098. Life Insurence Company 


~ . 


79 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


in the family are covered in this 
booklet from Parents’ Magazine. 


No. 1084. Who Buys the Most. 
A collection of illustrated data 


Officials, How They Read and 
Rate Six Magazines. 

The same as the previous listing 
but covering reading and prefer- 
ences of top life insurance execu- 
tives. Offered by U. S. News & 


sheets summarizing many of the 

studies noted above is offered by Wert Report. 
Parents’ Magazine. Figures are all | 
based on the survey of consumer | 
finance conducted by the Federal | 
Reserve System and the University 
of Michigan. 


No. 1099. Commercial Bank Execu- 
tives, How They Read and 
Rate Six Magazines. 

| U.S. News & World Report gives 

|the opinions of commercial bank 

No. 1085. Popular Mechanics’|€xecutives in this study on the 
Sixth Automotive Study. same subject as the previous three 


How Popular Mechanics read-_ listings. 
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This coupon not valid after July 31, 1956 


ers buy automobiles, what makes) a 
them buy and why, where they | 


have their repairs done and a wide 
assortment of other automotive ALBION 
facts are reported in the magazine’s Evening Recorder 
sixth automotive study, off the 
presses this month. BIG RAPIDS 
Pioneer 
No. 1086. Popular Mechanics Pow- 
er Tool Study. CADILLAC 
A detailed report on power tool Evening News 
ownership among readers of Pop- 
ular Mechanics, this booklet in- CHEBOYGAN 
cludes brands of power tools Daily Tribune 
owned as well as purchasing plans 
for the near future and brands to COLDWATER 
be bought. Respondents also re- Doily Reporter 
ported on plans they have for 
building and remodeling involv- DOWAGIAC 
ing the use of power tools. Daily News 
No. 1092. TV Guide Data Book. GRAND HAVEN 
Released last month, this book . 
: om ms : Tribune 
gives families, tv families, retail 
sales and TV Guide circulation in 
metropolitan markets and other GREENVILLE 
counties covered by its editions. Doily News 
The book also lists tv channels 
logged by the magazine and maps HILLSDALE 
of circulation areas. Daily News 
No. 1093. Characteristics of Read- HOLLAND 
cr’s Digest Primary House- Evening Sentinel 
holds and Readers. 
A 77-page, thumb-tabbed book- IONIA 
let offered by Reader’s Digest Sentinel-Stondord 
presents comparable audience sta- 
tistics for Reader’s Digest (U. S. LUDINGTON 
edition) and other major national Doily News 
magazines, based on the 50th 
Starch Consumer Magazine Report. MANISTEE 


News-Adv 

No. 1094. Picture Story of How er 
Small Space in the Right Place | MARSHALL 
Made a Big Sale. Evening Chronicle 
Released last month, this is a 

case history of the Minox camera 

campaign using small space ads MIDLAND 

to introduce and sell the cam- | Daily News 

era to executives who can use it in| 


their work and to families who) MT. PLEASANT 
can afford it for their pictorial Doily Times-News 
records. It is available from U. S. | 
News & World Report. NILES 

Doily Stor 
No. 1095. The People Buying New 

Automobiles Today. owosso 

A study of 18,000 known car Argus-Press 
buyers—1,000 of each of the prin- 
cipal makes—is offered by U. S. PETOSKEY 
News & World Report. It examines Seuediedian 
buyer characteristics for each 
make as to income, occupation, STURGIS 
family makeup and other factors. Gelks bosin 
Two-car ownership, trade-ins and 7 
— relationships are also in | THREE RIVERS 

Commercial 
No. 1096. Official Washington. 

Members of Congress and im-| TRAVERSE CITY 
portant personnel in all govern-| Record-Eagle 
ment agencies report on their) 
reading and preferences among six | YPSILANTI 
news and management magazines | Daily Press 


for this booklet available from) 
U. S. News & World Report. 
No. 1097. Who’s Who in Commerce 

and Industry, How They Read! 


HERE’S HOW TO GET 
DIRECT SALES ACTION IN MICHIGAN 


Not just how much people have, but where and how they 

spend it — that's how to size up a market. In our home-town 
market people spend their money the home-town way — on their 
homes and families. They spend it in hometown stores, 

and they rely on their hometown paper as their buying guide. 
That's why your advertising in the home-town daily gets 

such direct sales action so fast. if you want to sell all 

Michigan, remember the Michigan League of Home Dailies 
gets you in solid in 23 markets. 


It's in the hometown that your brand counts most, because most 
home town people buy by brand. If you want to sell Michigan, 
use the newspapers that are shopping guides for these brand- 
conscious buyers—the home town dailies. Complete market facts 
are yours, and they're mighty interesting. Write today. 


SCHEERER AND CO. 
CHICAGO — 35 E. WACKER DR. 
DETROIT — PENOBSCOT BLDG. 
NEW YORK — 155 E. 44TH ST. 
MILWAUKEE — 744 N. 4TH ST. 


You Need The Home Town Daily to Get Local Sales 


Lower Peninsula Group 


MICHIGAN LEAGUE OF HOME DAILIES 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Please send me the following market data (insert number of each item wanted): 
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Advertising Age, May 7, 1956 


Available Market Data—National 
To secure copies of data listed, use the handy coupons 


No. 1100. Newspaper Editors, How 
They Read and Rate Six Mag- 
azines. 

Same as the previous four list- 
ings for U. S. News & World Re- 
port but covering the reading pref- 
erences of top brass in the fourth 
estate. 


No. 1101. Who’s Who in America, 
How They Read and Rate Six 
Magazines. 

Same as the previous five list- 
ings but reporting the reading 
preferences of the business, indus- 
try, government and professional 
men listed in “Who’s Who in Amer- 
ica.” Available from U. S. News & 
World Report. 


No. 1102. Members of the National 
Industrial Conference Board, 
How They Read and Rate Six 
Magazines. 


Another in the U. S. News & 


THIS TWIN’S OVEN! : 


A BETTY CROCKER CAKE 
IS THE “HOT ONE” IN 


World Report series on readership 
preferences among six business 
and management magazines, this 
booklet tells how members of 
the National Industrial Conference 
Board feel. 


|No. 1103. Poor’s Register, How 
They Read and Rate Six Mag- 
azines. 

Executives of the companies 
listed in Poor’s Register report 
their opinions on six business and 
management magazines in this 
U. S. News & World Report offer- 
ing. 


No. 1104. How to Get Big Men to 
Read Little Type. 

Here is a case-history report of 
the readership given all types of 
advertisements by men in business 
and industry and how much man- 
agement men notice things which 
are important to them and act on 
the information they get. It is 
available from U.S. News & World 
Report. 


No. 1105. National Study of Sports 

Illustrated Subscribers. 

Who reads Time Inc.’s newest 
publication is answered in a re- 
cently completed Alfred Politz 
study of Sports Illustrated sub- 
scribers. Spectator sports attend- 
ance, participation in sports, trav- 


When the St. Paul Missus decides to pamper the appe- 


THIS TWIN READS THE 


DISPATCH-PIONEER PRESS 


DISPATCH 


tites of her dessert-craving family with a cake, odds are it 
will come out of a box! According to the 1956 St. Paul Con- 
sumer Analysis Survey, 89% of the people in the St. Paul 
“half” of the Twin Cities market use cake mix . . . and 36% 
of them prefer Betty Crocker . . . more than doubling its 
preference of two years ago! What’s the Betty Crocker recipe 
for such a mouth-watering gain? A good product and a big 
measure of advertising in the St. Paul Dispatch-Pioneer Press! 
Here’s what the Consumer Analysis reveals: 


* 
Cake Mix Brand Preference in St. Paul 
1956 1955 1954 
OUUTY GREGOR ...n ccc cee ec ceeee 36.0% 29.3% 15.1% 
"2 Bae ere oo ere Pere 34.8 38.9 44.6 
21.5 24.8 23.5 


Want to find out if YOUR product is cooking up a big 
helping of popularity in the St. Paul “half” of the giant Twin 
Cities market? Get the answer from the 1956 St. Paul Con- 
sumer Analysis Survey . . . a comprehensive, up-to-the-minute 
study of brand preferences and buying habits of the more 
than 446,000 people who depend on the St. Paul Dispatch- 
Pioneer Press as their buying guide. Contact your Ridder- 
Johns representative or write Consumer Anaylsis, Dept. B. 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 


= RIDDER 


NEWSPAPER 


=) 


ONEER PRESS 


ST. PAUL - MINNEAPOLIS 


NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - LOS ANGELES 


el, club memberships, ownership 
of various types of sporting goods 
|and appliances, and a variety of 
other categories are covered. 


| No. 1106. Qualitative Analysis of 
U.S. Travel During 1955. 

| This is a detailed analysis of 
| trips taken by U.S. families bused 
_on American Magazine’s National 
| Travel Index, a monthly series of 
interviews with a total sample of 
24,121 families. Income, geograph- 
ic location, method of transporta- 
tion, reasons for trips by travel- 
ing families are reported. 


No. 1107. A Study of Consumer 
Packaged Liquor Buying in Ten 
Localities. 

A field interview survey of 1,731 
liquor purchasers in retail liquor 
outlets was the basis for this 13- 
page booklet offered by Crowell- 
Collier Publishing Co. Liquor buy- 
ing by sex of purchaser, average 
‘number of units bought, amount 
spent, types of liquor bought and 
information on brand decision and 
buying motives are included. 


| No. 1108. Self-Medication for Sev- 
en Common Ailments. 

Here is a report from Crowell- 
Collier Publishing Co. for Ameri- 
can Magazine on the extent of 
self-medication done by heads of 
U.S. families and the kinds of 
remedies used. The study, based 
on a sample of 1,900 family heads, 
covers headaches, cuts, colds, 
burns, upset stomach, muscular 
strain and constipation remedies. 


No. 1109. Cigaret Smoking by U.S. 
Heads of Families. 

This offering of American Mag- 
azine shows average consumption, 
types of cigarets usually smoked, 
brands smoked most regularly and 
brand loyalties for both male and 
female heads of households. Where 
both husband and wife are smok- 
ers, it turns out, 60% smoke the 
same brand. 


No. 1110. Reader Characteristics of 
Baby Talk Magazine. 

This study conducted by Lloyd 
H. Hall Co. analyzes Baby Talk’s 
primary audiences and gives per- 
centages of expectant and mothers, 
size of family, type of home, home 
ownership, age, employment, edu- 
cation, income, ownership of au- 
tomobiles, appliances, cameras and 
life insurance, plus readership of 
baby magazines. 
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than any other newspaper 


Your advertising goes home, stays home, 
is read at home in the pages of the favorite 
newspaper in Greater Philadelphia’s multi- 
billion-dollar market—The Evening* and 
Sunday Bulletin. 


There’s unusual interest in the sparkling 
new appearance of The Sunday Bulletin. 
With 10 separate sections and R.O.P. edi- 
torial and advertising color, The Sunday 


*Largest evening newspaper in America 


Bulletin is published on new presses, in 
new type, in the most modern newspaper 
plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they buy 
it, read it, trust it and respond to the adver- 
tising in it. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 
reads The Bulletin 


Atlanta * Los Angeles * San Francisco 
Representatives: Sawyer Ferguson Walker Company in Detroit 
Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. * Chicago, 520 N. Michigan Ave. 
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Ironing board covers are just as much at home on network 
television as automobiles. A small-budget manufacturer of 
lawn seed thinks of it as a basic medium just as readily as 


a big-budget manufacturer of refrigerators. 


New sales patterns developed by nec have placed net- 
work television within the reach of every category of busi- 


ness. And as these sales patterns continue to free network 
television from the rigid system of sponsorship inherited 
from radio, more and more advertisers will be able to 


profit from its unparalleled impact. 


There are more advertisers on TopAy alone than there 


were on the leading radio network a decade ago. The 
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widely applied Topay pattern of participation has opened 
television to many new advertisers looking for flexible, 
economical, highly merchandisable ways to use the me- 
dium. And the Color Spectaculars offer new ways for 
more sponsors to capitalize on the audience appeal of big 
90-minute shows and to begin reaping the benefits of dis- 
playing their products in Color. 


With programming aimed at attracting all the American 
publics, and with it pioneering sales patterns, NBc places 


network television at the service of everybody's business. 


exciting things are happening on 


[Television 


@ service of ea 


ra ad vA 4 


3 


t 


5 Sree ae 


a) 


ho hs! eerie ss © a eee or rs _- ‘f 
ce SE RRR jr. Jae Smee ~ 
i bi in , Bio: 1) sta % i ee eee a ee te , rae » ee < 
ia, Sb So EES Se 3 a ae is if Fer a Se i eR (2S eet ‘ome c* aes ee a ~ 
ae arse mes) rn ee e = ie; i it ae ee ‘ e ey ut Mn is MRSe ge i . Ta Ps eee on 7 a 
my he ea 6A. eek is —e - Rees Ash 8 ‘a Aes 4 ce i a, : AS: =e a eS ee ae ae ae is a co yay ss gitgik vs. Pens Rie. i + SS 
cae oe Bs a! Bea. rh |e oS ee fo he ees _ See Ree ke tT thea ‘ 
aan . Rete : % — RNS aioe = * . i a te Sh, Ee ils eieeane tp Teele»: SER Mae SS kT 3 
She ig Oe a BAe : wt ce 84 - ere Be So ST ee en CoP Bix 2. ra 4 ; 
m a —— ak ae a Sa ey Vee ao i ena) oer NS pe =* cay pe et 
i ee ees Re 7 ae re eae ‘a z Coo oe ag aS Tia eS ash PME Ee ee 
(te ts : hii ae i a eee aon De ae — oes ae Si es te hor lg cre Soe ei 
i a a or i” cole ue ire oF aa AG Re Ate . a a > 
: , B' - ofa se ae | oe a i My i ere ee ‘ oe 4 *a 
-_ -_- ie a Zips ay. Ciene dey. me Bas ee eo eeeorg. en oe = 3 : 
: ase oo : a Maa: eo ts, * Se de. Ber ere Een aos ae a 
5 iS Lae a me = i - ag Se fe Se ae raat “a es . ee 
a eee oe = : a. a ee. ae Gore Rte tee, er eee 
oe. Rnb Pee “(eam peri as 4 os ae tel ay ae ‘Cee + wy 
ee Pe a = ae Pa Be ae a se %. rere Pe i 
pase: & 7 QS sy a aa ‘ Ee af > as 
; es Q ‘ E or yoee aa ee. eae ey Say Sa ge tsi Sn 
a, ay Ae - ae Gav, ven bal rear. Peas! AF: i Bert ae. 3 
aoe ae a aisosum ead we BN Be ke wil a ey SEN ; 
eo ae i APR es OF oe 3 Bie aa suien nh) Oe el Raa a ea Sie eee JP ae 
on a or @ 4 Pe) Sa Bee 7 oe vee i: Dee arent rea. = a or ag 
ia tae : i eee * ee - oe oN So (Ge Seek oS 
apy et, Ba 2 ie oy wa if) ‘Spe a A a oe A hf ) a ham Aba 
eg Pe eee Narre: a : ws eg ee eet ies een a SUES fo) Out RSS aa sts ol, 
to Pe St Pe ‘ a “ayer sh et pa ae Pe es a ot 
| a ‘a ‘a a ae feast a a. Ce i, hs ae ® at oh 
! : +S a a ees 7 ‘ka . ; ee. cs ee: : ie eae ee ae ‘ 
{ — Pe ees ieee er six ¥ ‘ ee eregn ee ee, fy 
——_" : a a es Bic 5 : . = Saar | 
2 s 7 i Bre ; ec Bo Se +e Pera? ti : = a 
r, a eee = a es a ‘ae ; Ag ’ 
a qi ai ; eg 2 Pe: xen AB. 
‘ : : , Tes pe ‘Bi ; ‘a ee oe es Ee BOOS 
: ee ae == ca cree p Bi s Pi, CE em 
; > eR aa ‘ae a ae a a yee me is: 
- - a ae & See : i a tae ‘ Jaen: ; ay 
. a = a 2 ane: : nest amen Sar eit, . 
; i i 5: - oo on oa = ae ’ Mei. , te eee Capea . 
; eo a eo. pS a ke ee Ss ane ye : a 
a 3 Bo a as be al ee oe aw. same es 4 “Sani 
: a4 se a a ae kee 4 : Kip ne a he Pee > fas. 
= gg 2 a oS ae aT gee ee Be oe | k 
¥ . ote _ Te ee Pa ‘ 5 ae aoe: Mg tc ta me 
i ‘ape E. » OT Te ae 4 7 | ee ee pi Bey at ¢ ‘S 
a ae a ar ts! ; Pee we : 
- pee. - Ps hea i: aio, caus ay 4 un a 
Poa. : q ee ee ae a eet > ie tse 5 Sie SR 
Detace “ a ee i. ee: : a A itn at uae iy Ce 
F aa : z - Pee eee BL eee se as oe 
es — oa \ aa ; ae Sire Priel eae Be Be 
a E ‘ be 31 me jie Po aes pao ie es ae Net eh ee ys 
: a ee eee ee a See i + ar ya : ‘ rag 
” a. a zz cn 1 Se ee pis ae, OL ae ir Pear ie Bua 
4 : -_ -_ 4 ia ae oa te Bice rae Be 
7 5, 8 ; eae 2 ee ig . ; a. . a OS aoe Forge v is 
ue" a 5 a BN ya eyes 2 ae os ee oer oe aAeR ion st: 
ae: i Soya. li ies 2 (— oes SE eg a pe. be 
a = ay 5s 76 ieee £ ie : ere ES Se rae, é 4 sas 
pie . a Ene, Bh) 7 ie ia ie; ‘ ae to ie. ay est oa oem af bigs ee 
ops ae ia Sea aera pee os es 5 ie . LS FS ae a st 4 oe 
» > ae oe "7 Biri ae J a or ae Ree ee a 
aie Ae = i yea Bee) te eo ae a> Oe, Aa a eae 4 See 
bo oe ae! : ns : ae Bh by ; ean Dy N , £2. a Leg)” he 
ake 4 ate ie ea Bene © 
HN) o hs ee ee PALS iy” mies : SPR 
SL a ae) ame Bt ey + 4 Bie: ae Times AS ely PR YE, ; ms © 
s Oa a q Spee ee Bee aaa at! 3s ie stat : < poes 
Mpa = a wg eee re G4 Sei i etme) ae abe ee e a 
a a 5 SS Ree at ce Footie es vs ‘ ¢ 
i i Toa ea ie 4 ae Nhe, eam ok cots ee SS. 4 : 4 
x —_ ey . as i SS 5 hee + Re pene : eH, oo. 
. - a ee oe >< ioaes oe i See reg : * oe Ms 4 
+ a 7 5 SS es _— : oes Aer oe” eres 2 sae \ : VE ae 
Mn Ya a ae a ae aa  . aa "ue Be 
7 2 a Site 7 ee a Ce Sart j os Oe 
a cd - _ et ok ec ie an a » hs a be rr ue ~ Bex 
> a 2 es ay ea te Ci om se 
°  - x fe ‘ -- is a 4 ey a : oy a ; - ye s 
sl a aie — ee oe eS laa ae Bl 
7 ) 4 . Be _— oe ee | Benes 
ee = : me ee st 2) ae S te aie i ea se eS ey 
a a ‘G d Joe eis ee a ee gic Se, es bg? bey 
= ' SO er eg Si a siyhs + p<. Soe: 
Ea s : ee eee A eg ee yF ae et! 
aoe ee a a oe 7 ae meee i B) a ot + ee sang 
a ea re i : Po eee, ee Pee. ie 
oa oe aa ae a ae eae tee Bier nc) 
* > ll i pt 5 J eT a eg ee ee coe: : Te 
i | as Lane ai Bree cate xt ee > en ANN. te ‘ , 2 ape! 
+ hie - ee ae Ba * a a SET aces a ae wate, vit 
ies e ee: bi «2k a 2 Saw peed nae eae se 
a e fies, ; i a oe ae ee ees ee) «nae ” , Se ee eee 
es a Rea Sa ee eG cate oe ae ee es ela . Eat $i 
ie me Re re ae ck i ae La a a x i RA ae LS - 
ee z: « hi : a ie ey, OS | Tae as i te: SL ae ie 4 gh ee 
ae ae . od ; ae en eae a bo 6. Dias 
1, ie an : e ec leie s es ae Se ae aime. vad ane : (5 ee 
ee: ey ay i | Sees — a 7a Bruun 4 eo : a 
Ue sae nr 2 : oo ee em ye ‘ae eu ae opte: Ue ad ae 
/ pt = a Pe ae g a a Dt An De ae cree. ae + ? men? Bee 
ene te, Sat —_ : on Fae a. a Lae Bele: FA.* 
/ ay Wee Bs ES ce ie a eo ate Pe ag 
, “25 ae = a Pes = ea ae a to 42 fea Te ‘ Wai, 

° —- ° ° a Pe 7 OS “AE 
ted ee ee i M a a: Pa ieee ee ; nn 
ws oS a me | eee. ee. SEE re y ae. Se 

er. ee — 7 a : = ees cane, oN : a eS 
i ees 7 i. : recs 22) ae P ar ee Diy seit ter Me o 
i ; ; PRS 4 7 og Cee ae Bue i 
a A S i page) Ate © Tr: SSO 9 et fe ery £5. 
' ee . 4 Lg Oe a earn ae aie” 3a era an. bee *. <b. 
ae _ a a eee sere a = Cee ate ehsens Ye a 
oe eee a ae 7 : eae aes UY GOR ce OE we : : 
“Sn a “| 3 - a y a ee ae oes wi eet yd E ” a 
7 Ld ee == m4 a e Be. : ae asa ae ae 
S . oS ee re oo —. oo ef ey ee ee es fe 
‘ a 4 . eet 4 ‘ d ". , ee a er ME ss ke Be 
' a pa : ‘ 4 tf 
i . ° bs canes tg ere i. 
_. e ae. ae 2 a er 7. aa on a, 
Bi es ee si a at: : ee a ae rae oe << Fre 
: Saas ag ha a ai 6 ; an Se oa ee Mie 
eis = ie 7 ‘ie o pS ieee CS eae ee ete 2 ones 
Pb : 3 ; = olga) Ee ee 4 are 
° an = ; a om} Eas | an © ee 
ae a. = Re hoe ga are of + J 
hoe og : a * ‘ i eee sy a a ee ES 
a. 4% OM EY ‘ a c= a tee ie 
‘eee , ae tiie a . cane \ieanggl ae Sa ms Mee 
= 1 ‘ iin od $ meg 7 are a 
* “ae ae = oo 2 an aya: > fae ie As MP tig eo 4 toa $ 
— a a Ber cota og eae 7 eee si a 4 i a a “ | 
: 2) . = Hgts ae a ae is ae ae ag ‘ame Fx = a Bis 
i - % a te : 7 Sn 'g er ee Stee: ot afc 
: : a a os, 5 2 be a ag Ass Se eee iM 
2 ; f _ = ee ; @ ek fie Oe ee a . ®, a i 
or By ees ee Oe Py 0 SN es acta ae 2% Bice tee § 
j oe : id ¥ at ete en Nogeeey Leet eg a aie iS es EE eae 
a re - te . San cay pee 2" Auer c. 
‘ae a Tien a wae ‘ “—! 7 (SS ee ‘ 
& prs, a 4 pee é@ Me 0 eae cs 
A a . ie : a =; aa a 7 : 2 sale ; Siete € . 
a a : ew a a ae ° = a Bo 9 ors a Bartle. oe aa 
‘ nee > ag ; a e eed ee -—: sya sy, +a eg 
Mic ee io thas i. - 0 Meh Se 
' i fe pee en bi: a a i 4 ee Se ae i, ee ‘ : . iy 
~ ml a ee . ee i es tae SE oA eee ite 
Vv + 2 oy {ues ee . 7 me 2 a dee eee a a a Seg he he re, ey z eras Y 
) : ars ec tee ‘a = ale! a : + Capa 7 ad? ai pa aan SS % 
# ye vee Sat er . = oe Wee ae a le oS a ae 
- a Beas. a pa e ss Pie per % “ha > eee pew ge ele ae chevy & é ts 
: Oct a. 7 oy ey Si a i: See Se ee é Eo 4 
j ‘ Be au aa i i mes te aa ee ts ay Seagn> A . seas : a 
: et a 7 Bae ce ine ae eo eatery 
r pelos oa ae ae arnt ee, he ge wT Hees 
- eeepeoe s.: 3 a oy one a I ee Se tangs 3 
e : ate ae 4 Aig ee ee) be Seep. : 
ak ‘ — we ae a ay Sie aes 25 a eae ae ie ‘ie 
Lee - B a a wee ae 5 oe \o ge: ape ye pe, ; # 
es 4 é ig Bry ae dae Sere a aad arg aes 5 (7 c : 
a é : re a eS é on * oe Beers ea ae ie saat : 5; 
= os aa By : —_—_ Se ed * or AS San ae ee 
Ae ; ae ~ pris Se es é: < 
a ie al | 
iw Se rr be i 
ms = : Zeta Sata . ' 
09 oy 4 oo ae ” = a Walaa . a: yf i & ks) See Wee is t 
2 eee. aa ae | Bo a sd ee ad a Pie. ee “$2. eee ; 
7s Dy ee i _ Bes ae aks ye P ih SiS ae 4 
s Cte at, a oe ee . «wee ne ag i as bo es - + Tete eg! i er cu Seo hed 
ae ee ; . 3 ee Se od a ste F: Bree A. Ss re i 
ih a a a padre ae a cee | TA a eee Pag a re 
Pe ae . ee Re aa Ea? \ ee es ¥ te Rosse oe? ca if Ga 
“ 6 coe ce! ae >= ae gear Reta x: ey . 4 ee ake _ as ftyie i oe pee ay ‘ 
; ea ies Sal) eee ee eS fa: Sea ae) i CSR ca 5 ide ry ; 
* Eee Ree iad aes Soper aS ns 
a J. < ay oe ies ee ee ae a San ey SS ie 
oe : es pee ae an Ba and EP ee os {Si * he. eae mee Re RS ‘ 
"y <t he ie Sea he z 5 = eh age “Sait a Ceres 7 a a ke ie 
& way at j ja Cas Se 2 aa : et = ee eer re a 
aj ae ‘ ag i , Are T, ee: i a mead ty be Saat Snes 
: ie e a Se: ae c. ae 8 in a ° = ri . ie brag d bar a aff f : ‘ ibe 
i a E 4 i ae a ee : So Oy eS 
“ page a a a dee Ae ee ’ es ee OS 
ees. e = j ei LS ees tt ee & a pr 4 ee gi Ol a erg 
) 7 5 eae 2 as : uaa ae ye. aS Ry Che 
feet lea is eee re ee ees 
i w te = ee aie ce = en 
+ eoem +06 ~ . “ j < y So 4 ee 
ems a 
7 
ee 
er 
ee | 
- 
% Pasa ee ee ee ae, . Ee aca” ‘ . ve 
" 2 pane vee 5 lo eS o : Bin : s 7 au 
— — ee eal eT ee Ss ale i a : silt : ~ ete 
co Seer ae : a eS 
- oe 3 = | MDD Ss i sty 
Se et on ad a. UCU ee 5 eile eet oe ee peti omy ee 
. i 


Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


No. 1111. Home on the Brain. 
This illustrated booklet avail- 

able from National Broadcasting 

Co. reports on a personal inter- 


| view survey of 5,000 women on 


their attitudes toward and evalu-. 
ation of major media as sources) 


of homemaking information. In- 


We've Got Something to CROW About! 


Our service was rated 
FASTEST IN THE 
NATION... and placed 
second in ECONOMY! 


Commercials ! 


™ 


FILMACK is 
proud to be a 
winner twice in 
BILLBOARD'S 
Survey of TV 


J 


|cluded under the homemaking 
heading are fashions, cooking, 
housekeeping and home decorat- 
ing. 


No. 1112. Television’s Impact on 
Society. 

A research work by National 
Broadcasting Co.’s Thomas E. Cof- 
fin investigates the impact of tv 
on society, starting with its size 
— growth and including data on 
audience characteristics, usage and 
|Opinion of the medium. Also in- 
cluded is an estimate of its effect 
on other communications media, 
}entertainment industries, family 
|and social activities, children, pol- 
| ities and the U.S. economy. 


| 
| No. 1113. The Whoooo’s and What’s | 


of Tonightowls. 

| The army of hardy souls who 
| Stay up to catch the “Steve Allen 
Show” is described in this illus- 
trated booklet from National 
Broadcasting Co., reporting on a 
survey by Richard Manville Re- 
| search. Aside from their prefer- 
| ence for Steve, the viewers report- 


ed their hobbies, “late-evening 
habits,” family characteristics, 
buying habits and plans for dur- 
able goods purchases. 


No. 1114. Dealers Sound Off on 

Advertising. 

How food and drug retailers 
feel about national advertising is 
the text of this humorously il-| 
lustrated booklet offered by Na-| 
tional Broadcasting Co. Dealers| 
reported to the network on shelf! 
space, special displays, stocking 
brands, customer comments, sales 
results, awareness of and recom- 
mendations concerning national 
advertising. 


No. 1115. Strangers into Customers. 

Television’s role in brand pur- 
chasing, brand awareness and 
product association, as well as 
slogan identification, trademark 
recognition and brand preferences, 
are described by National Broad- 
casting Co. in an illustrated report 
on Fort Wayne, Ind., viewers. Also 
covered are the characteristics of 


When the bases are loaded —send up a SLUGGER! 


which will show you how and why Keystone 


Out in Hometown and Rural America the 
bases are loaded with more than 87 million 


customers ‘ 


way” than 
System’s 8 
And listen 
talk about 


‘you cain’t hardly reach no other 
through Keystone Broadcasting 
77 AFFILIATED RADIO STATIONS. 
, you media buyers, when we 
sending up a slugger we mean 


a guy that does the job—like Keystone 
clears the bases for advertisers in the rich 
market areas where the customers are! 

We have some very interesting surveys 


CHICAGO 
111 W. Washington St, 
NEW YORK 


$80 Fifth Avenue, PLaza 7.1460 


@ TAKE YouR 
CHOICE. A handful 


Statvons or the network 
a minute or a full hour 
. 1S wp te you, your 


needs 


Send for our new station list 


LOS ANGELES 
3142 Wilshire Bivd., DUnkirk 3.2910 


SAN FRANCISCO 
57 Post Street, SUtter 1.7440 


@ ONE ORDER DOES 
THE JOB. All Dookkeep 
tag and details are done 
by KEYSTONE, yet the 
best time and place are 
chosen for you 


STate 2-6303 


@ MORE FOR YOUR 
DOLLAR. No premum 
Cost for individualized pro 
gramming Network cov 
erage for less than some 
“spot” costs. 


ot 


delivers sales results because of the greatest 
effective audience coverage in this vital 
segment of the American market. We’d 
like the opportunity to show you how you 
can spot test our effectiveness with a NET- 
WORK which we will build to your speci- 
fications—80 stations or 877 as your re- 
quirements dictate—and wait till we show 
you our PLUS MERCHANDISING 
BONUSES .. . why not call us now! 


Tee vorce 


Or #OMETO eH AND BURAL AMERICA 


Advertising Age, May 7, 1956 


long-time tv owners, new set buy- 
ers, guest viewers and “unex- 
posed” or non-tv owners. 


| No. 1116. Wanted. 

_ In addition to average golf 
/scores (84!) of 1,200 readers of 
| Golf Digest, this booklet reveals 
their average income, age, auto- 
mobile ownership, various yearly 
expenditures and the size of the 
markets where they tend to con- 
gregate. 

No. 1117. Thirty Years in the Prot- 

estant Church Market. 

This report from Christian Her- 
ald gives statistical data on the 
increase in interest in religion in 
the U.S. from 1926 to 1956 and 
discusses Protestant church in- 
come and the increasing volume 
of church income. 


No. 1118. Make Sales to the Prot- 

estant Church Market. 

Another offering of Christian 
Herald discusses the size of the 
| church market and offers research 
statistics on who purchases new 
equipment for Protestant church- 
es. 


No. 1119. Fifteenth Annual Beauty 

Reader Forum. 

This report on Fawcett Publi- 
cations’ continuous survey of its 
beauty forum members’ usage and 
brand preferences in the toiletries 
and cosmetics department sum- 
|marizes trends in beauty habits 
from 1945 to 1955. Survey respon- 
dents are readers of Fawcett’s 
| True Confessions and Motion Pic- 
| ture. 


No. 1120. Fawcett Women’s Group 

Beauty Forum-Makeup Survey. 

Fawcett Publications’ continuous 
| study of its readers’ usage and 
|'brand preference for makeup 
products is reported on in this 
24-page booklet published last 
|fall. The study covers types of 
| makeup preferred by brands and 
'color, and data on place of pur- 
chase. 


No. 1121. Fawcett Women’s Group 
Beauty Reader Forum-Skin 
Care, Cleanliness and Fra- 
grances Survey. 

This Fawcett Publications report 
|/compares 1955 and 1954 purchases 
'of products for skin care, clean- 
| liness and fragrance by readers of 

True Confessions and Motion Pic- 

ture. Brands used and where pur-, 

chased are included. - 

No. 1122. True 1956 Liquor Re- 
port, No. 9. 

Released last month, this is the 
| ninth report in a continuing study 
by True of liquor purchases. Data 
/on consumption by states and by 
types for 1955 and 1954 is given 
as well as total liquor consump- 
tion by types for the years 1948 

through 1955. 


No. 1123. Survey of Publication 
Readership Among Customers 
and Prospects of the People’s 
First National Bank of Pitts- 
burgh. 

| Business Week offers this report 

|of its survey of bank customers 

|and prospects to determine which 
publications of all types are read 
regularly and which one is con- 
| sidered most useful to respondents 
‘in their jobs. 


| No. 1124. Survey of Publication 

Readership Among Customers 

and Prospects of the Monsanto 

Chemical Co. 

Business Week made the same 
kind of survey as noted in No. 
1123 among customers and pros- 
pects of Monsanto. 


1125. Survey of Publication 
Readership Among Customers 
and Prospects of the Okonite 
Co. 

Same as previous two Business 
| Week listings, covering customers 
‘and prospects of Okonite Co. 


No. 
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STYMIED... 


AT THE PAY-OFF! 


Ever faced a situation like this: an ad campaign set to break par— 
but stymied at the pay-off? Well... it’s all in a round of golf for the 
man behind the putt, but it’s a serious business when your 

money is riding on an ad campaign that must produce results! 
When it comes to the most important aspect of your entire 
program—Merchandising at the Point-of-Sale—we’re old pros. 

For more than SO years our job has been to create new 

ideas that sell... invent point-of-sale merchandising programs 
that stop shoppers, get action... pay off where it counts — 

at the cash register. Let our nation-wide organization show you 
how Merchandising at the Point-of-Sale can keep your ad 
campaign out of the rough; produce top results whether for a single 


display job, or a year-long program. 


and illustrated brochure full of point-of-sale 


2640 N. Kliidare, Chicago 39. 


Trademark Mystik Registered. 


EE rE eee Merchandising at the POINT-OF-SALE 


cuggections, ready te help yeu score. ®@ Lithographed displays for indoor and outdoor use ® Animated Dispiays 
Write Chicago Show Printing Company, @ Cloth and Kanvet Fiber Banners and Pennants ® Mystik® Seif-Stik Displays ~ 
® Mystik® Can and Bottle Holders ® Mystik” Seif-Stik Labels re 
® Econo Truck Signs ® Booklets and Foiders : 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


appliance ownership in Time sub- 
scriber families which gives com- 
| parative data on the Time market 
and U.S. markets in general. 


No. 1126. A Study of Publication Steel Corp., Harnischfeger Corp., 

Readership Among General Of- Century Electric Co., Carborun- No. 1131. Time’s Study of Execu- 

ficers of 26 Companies. dum Co. and American Cyanamid tive Audiences, Report No. 2. 

Business Week asked officers of Co. | This is the final report on an 
26 companies in the engineering executive study made by Time of 
and construction field what mag-| No. 1130. The Market for Appli-| the U.S. industrial executive mar- 
azines of all types they read regu- | ances in Time Subscrib er ket—all people above the rank of 
larly and which one magazine is Homes. | foreman in these industrial fields: 
the biggest help to them in their) Issued this month, this is the manufacturing; mining, transpor- 


munications; engineering, legal) 
and other professional services; in-| 
surance, and utilities. The maga-| 
zine reading of these executives is| 
reported by age, income, educa- 
tion, position, and by company 
size, selected cities and selected 
industries. 


Advertising Age, May 7, 1956 


tures for consumer goods and 
services by U.S. families at var- 
ious after-tax income levels. Of- 
fered by Time, the study is based 
on data from the Bureau of Labor 
Statistics survey of urban family 
expenditures and revised data 
from the Commerce Department’s 


| 1954 income supplement. 


No. 1133. Consumer Incomes and 
How They Are Spent. 
Where the consumer’s dollars 
(and some of yours) go is an- 
alyzed in this report on expendi- 


No. 1132. A report on the Wives 
of Executives in Companies 
with 1,000 Employes or More. 

This study is a sequel to Time’s 


business. The answers are report- ‘fourth in a series of studies of tation, banking and finance; com- 


ed in this booklet offered by the! 
business magazine. 


No. 1127. Survey of Readership of 
Repeated Advertisements. 

This report from Business Week 
covers a study of 230 Starch-rated 
repeated ads to determine the ef- 
fect of the season of the year, size 
of magazine issue, time interval 
between insertions, repetition and 
other factors. 


No. 1128. Editorial Coverage of 
Business News by Six General 
Business and News Magazines. 

An analysis by Lloyd H. Hall 
Co. of six magazines to determine 
comparative amounts of editorial 
linage and size of editorial con- 
tent by general subjects is offered 
by Business Week. The six mag- 
azines: Business Week, Fortune, 

Nation’s Business, Newsweek, 

Time and U.S. News & World Re- 

= port. 


No. 1129. Survey of Publication 
Readership Among Customers 
and Prospects of Nine Indus- 
trial Companies. 

A summary booklet and indi- 
vidual booklets on each company 
are available from Business Week 
on its study of readership among 
customers and prospects of the 
following companies: York Corp., 
SKF Industries, Clark Equipment 
Co., Minneapolis-Honeywell Reg- 
ulator Co., Allegheny Ludlum 


1955 was the 


best year yet for 
magazine reading J 


Mayor magazines made solid 
circulation gains...and Reader's Digest 
broke every record in the book! 


Homeowners 
Are Spenders 


76% 


of the homes in 
towns served by 


# Greater Weeklies 


newspapers are 


To feed these interests, Americans last year 
bought a record number of monthly, weekly and 
other periodicals. 

The total estimated circulation of all U. S. maga- 
zines audited by ABC in 1955 was 166,286,858. 
This is a rise of more than 13% in the five years 
since 1950. 


hroughout 1955, as in every recent year, the 

American public broke all records in its de- 
mand for the kind of information, inspiration and 
entertainment that magazines provide. 


With constantly increasing leisure time, and 
ever-growing incomes, people are pursuing wider 
interests in all phases of life at home and abroad. 


owner-occupied 


1955 CIRCULATIONS OF THE SIX LEADING MAGAZINES* 
All gained substantially over 1954, the Digest most of all 


READER'S DIGEST 10,361,531 
The Digest figures are for its U’. S. edition 
OC , CR The Digase igus ove fori U. 8. ation 
’ zines are for the LU’. S. and Canada com- 
LADIES’ HOME JOURNAL 4,969,930 bined. If the circulation of the Canadian 
SATURDAY EVENING POST 4,764,879 editions of the Digest were included, its 
r ’ 
Vee 4,641,018 
BETTER HOMES « GaroeNs 4,179,996 


Best place to sell 


these owners is in 


their homes—the 
POINT-of-DECISION 


Here's the key. Use 


Greater Weeklies 
Associates 


National Representatives 
912 Broadway, New York 10 
ORegon 4-0945, 0946 


Chicago 
Philadelphia 


even greater. The Digest total would be 
11,175,000. 

*Source: ABC publishers’ statements for six- 
month period ending December 31, 1955. 


lead over the other magazines would be 
mm 


Atlanta 
Detroit 
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study of executive audiences and 
represents questionnaire responses 
of the wives of the men who par- 
ticipated in that study. The maga- 
zine reading of these women is 
analyzed by age, husband’s posi- 
tion, family income, home owner- 
ship, and various expenditures. 
Matched husband-and-wife ques- 
tionnaires provided information on 


family coverage and dual reader-| 


ship, also included. 


No. 1135. A Year of Progress in 


Home Improvement. 
A survey conducted by the re- 
search department of Capper Pub- 


lications for Household found out | 


about subscriber purchases of| 
household appliances and equip-| 
ment. The report is the sixth in a| 


continuing series and covers also | 
home ownership, additions and) 


improvements to the home and 
contemplated purchases. 


|No. 1134. The Market for Auto- 


motive Products Among Time 


Subscriber Families. 

A report on the automobiles 
owned by Time subscriber fam- 
ilies, the cars they plan to own and 
their replacement tire, tube and 
| battery purchases—analyzed by 
income and position. The report 
includes a supplement giving fur- 
ther details about auto purchases 
over a six-year period, accessories, 
| after-market purchases and insur- 
| ance. 


No. 1137. Building and Improve- 


87 


Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


ments. 

Household subscribers supplied 
information on their households 
for this report which covers types 
of houses, home tenure, attics, 
basements, garages, wiring, work- 
shops, tools, outdoor improve- 
ments, home maintenance, mort- 


gage status of homes, homes built | 


new in the last five years and 


The Reader’s Digest led all general maga- 
zines in every circulation category and by 
every yardstick. It placed No. 1 in total circu- 
lation, in total subscriptions and in total news- 
stand sales. The Digest’s average circulation per 
issue for the last half of 1955 was 10,361,531. This 
is the largest coverage of the American market 
ever achieved by any publication with audited 
circulation. 


We wish it were possible to list the circulation 
records of all America’s fine magazines. But we can 
show you recent records of the leading magazines— 
the ones readers buy and read in greatest volume. 


Note to Advertisers: Not only did Reader’s 
Digest lead all general magazines in every circu- 


lation category, it also delivered the largest bonus 
to advertisers. 

For the nine months of 1955 when it carried ad- 
vertising, April through December, the Digest had 
an ABC net paid circulation average per issue of 
10,377,658 copies—a bonus of 377,658 above the 
Digest’s advertising rate base of 10,000,000 per 
issue. 


Even without this bonus, however, advertisers 
are reaching the Digest’s giant, responsive audi- 
ence at lower “per 1,000 circulation” cost than in 
any of the magazines shown here. 


People have faith in 


JReaders Digest 


Largest Magazine Circulation in the U.S. 


future plans for remodeling. A 
special section deals with do-it- 
yourself aotivities. 


No. 1136. TV Coverage Analysis 
for 27 Magazines. 

Household offers a data folder 
which graphically compares the 
county circulation of 27 non-farm 
magazines on the basis of tv cov- 
| erage. Counties are classified ac- 
cording to the extent of tv cover- 
age. , 


|No. 1138. Lingerie and Foundation 
Garment Survey. 

Readers of Seventeen reached 
all the way back in their lingerie 
drawers and reported the count on 
|ownership of slips, pajamas, night- 
| gowns, robes and foundation gar- 
|ments to provide the data for this 
| study. Also reported are the num- 
ber purchased in the past year 
and prices paid. 
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STANDARD 


Authority 


FACTS... every 
Advertiser Needs 


@ You can depend on the 1956 
STANDARD ADVERTISING 
REGISTER to give you the facts you 
need—fast! Bigger than ever, more 
comprehensive — STANDARD 
lists 15,000 advertisers, over 70,000 
executives — 18,000 brand names! 
Gives media used, advertising 
budget, type of distribution — 
everything you need to analyze 
competition — sell for profit! 
Act now! Drop us a line on your 
letterhead and we'll send complete 
information by return mail. 


The Register Contains 


* The Advertiser, * Advertising Agency 
s, Handling Acceunt 
Capitalization * Account Executives 
* Products with * Advertising Media 
Trade Names Used 


* Corporate Executives + Advertising 


* Advertising Manager Appropriations 
* Sales Manager ¢ Character, Extent 
* Printing Buyer of Distribution 


The AGENCY LIST 


Standard source of informa- 
tion on over 3,000 U.S. and 
Canadian advertising agen- 
cies with data on their recog- 
nition, personnel, and over 
30,000 clients. Issued three 
times ao yeor — the AGENCY 
LIST is part of STANDARD’S 
complete service or may be 
purchased seporately. 
Free Write for colored iilus- 
trated booklet giving full in- 
tormation about the STAND- 
ARD ADVERTISING REGISTER 
and Supplementary Services 
| it's yours for the asking. 


NATIONAL REGISTER PUBLISHING CO. “INC, 


147 West 42nd St” » 333 N. Mithigan Ave. 
New York 36,.N.¥ ~ Chicago 1, Tlinois 
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Use the New Yor 


WHAT KIND OF PEOPLE READ THE NEW YORK JOURNAL-AMERICAN ‘@), 


ABLE-TO-SPEND FAMILIES HOME-OWNERS 


More than 600,000 are in the $5,000 to $10,000 income More than 500,000 own their homes—a vast audience .; 
group—the heavy-buying income level where today’s’ New York permanently-located, year-after-year consumers of all kinds 
“consumerism” is at its peak. products and services advertisers sell. 


———— 


Cen NS, rera 
om F if 


~\ 


FAMILIES WITH CHILDREN ON-THE-WAY-UP FAMILIES 


Seven out of ten live in households of 3 or more persons— Three out of five are from 20 to 44 years of age-—in the peak 
where there is a far greater demand for more of everything. buying period of their lives for both luxuries and necessities. 


FURNITURE, APPLIANCE BUYERS AUTOMOBILE PURCHASERS 
More than 400,000 buy furniture and electrical kitchen They own far more automobiles than the readers of any othe 
appliances, during an average one-year-period—a multi-million five-cent New York newspaper—a strong indication that the 
dollar market for advertisers of major home items. are both on-the-move and on-the-spend. 
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Largest Home-Going Circulation, Plus 
Multiple Family Readership, Brings You 
Concentrated Coverage Where it Pays Off 


stg Journal-American has always been New 

York’s outstanding leader in the home-going 
newspaper field. In ABC circulation, the Journal- 
American tops all other five-cent New York news- 


papers by an impressive margin. 


But multiple family readership is the plus that 
means extra selling impact for advertisers... and 
that’s the reason for the Journal-American’s dom- 
inant, pay-off penetration where today’s heavy buy- 
ing is concentrated. More than 1,600,000 men and 
women in the New York metropolitan area read 
the Journal-American daily, according tora recent 
independent study—nearly 500,000 more than read 


New York’s second evening newspaper. 


What is this massive market that has always been 
the Journal-American’s stronghold? Any news- 
paper with the Journal-American’s vast circula- 
tion and editorial vitality naturally reaches all 
kinds of people at all income levels. But, primarily, 
it is the “new” New York middle-income market 
that is the Journal-American’s specialty...the “con- 
sumerism” level now sparking our prosperity ...the 
on-the-way-up families whose buying power is 


most important for you to tap. 


In ABC circulation...in multiple home readership 
...in active market responsiyeness... you get much, 
much more from your advertising dollars in the 


New York Journal-American. 


You can’t cover New York without the 


NEW YORK 


— 


THE }{ AMERICAN }] PEOPLE 7 > 
4 7 


family entrance to the world’s greatest market 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


SURVEY -CONSCIOUS? 


February ARB again shows 
WHBF-TV the Quad-City 
Favorite; WHBF Radio 
ranks first 52 out of 72 
quarter hours among the 5 
stations according to Pulse. 
Ask Avery-Knodel for fig- 
ures. 


Represented By 
AVERY-KNODEL 


ROCK ISLAND, ILL. my" 


| No. 1139. Hosiery Survey 

Hosiery wearing habits of teen 
age girls are discussed in this 
| folder offered by Seventeen. Data 
, on price, place of purchase and 
brands are included. 


No. 1140. College Freshmen Sur- 
vey. 

A personal interview survey 
among 1,874 college freshmen of 
the female variety turned up in- 
formation on the magazines they 
use in selecting their college ward- 
robes. How much they spend and 
what they buy is included in the 
report, offered by Seventeen. 


No. 1141. Shoe Survey. 

Seventeen’s teen age consumer 
panel reported on shoe ownership 
and purchasing habits for this 
offering by the young gals’ maga- 
zine. Data is also given on the 
types of shoes they prefer and 
the heel heights they favor. 


1142. How Liquor Advertis- 
ers Spent Their Magazine Ad- 
vertising Dollars in 1955. 

Issued in April of this year, this 
report offered by Newsweek gives 
1955 magazine expenditures and 


No. 


space used for liquor advertising | 


as analyzed by Clark Gavin As- 
sociates. Tables in the report in- 
clude pages and revenue for 
blended whiskies, bonded bour- 
bons, straight bourbons, combina- 
tion straight and bonded bourbons, 
Scotch, bonded ryes, 
whiskies, gins, rums, cordials and 
liqueurs, brandies and cognacs in 
all PIB magazines. 
No. 1143. A Newsweek Survey: 
Possessions and Buying Plans. 
This is a report on Newsweek 
families covering home, appliance, 
apparel, photographic equipment, 
watch, workshop tool and do-it- 
yourself equipment ownership. 
Thrown in for good measure are 


Southern California? 


When you're in 


the Examiner ...you’re 


Better than 7 out of every 10 


copies go home - by carrier. 


That’s why, Mr. Advertiser, the 


Los Angeles Examiner is your pigeon. 


In short: the Los Angeles Examiner today is a market-must. 


It enables you to reach not only Los Angeles County 


(now No. | in National Retail Sales) but Southern California. 


Want more facts and figures? Ask the HAS-man nearest you! 


Los Angeles Examiner 


Over 340,000 every day * Almost 700,000 every Sunday 


Represented Nationally by Hearst Advertising Service Inc. 


Canadian | 


Advertising Age, May 7, 1956 


data on plans for home improve- 
ments, leisure time activities, en- 
tertaining habits and beverages 
served. 


No. 1144. A Newsweek Survey: 
Travel, Business and Pleasure. 
Newsweek knows where its au- 

dience goes, as this study of the 
magazine’s readers’ travel habits 
shows. U.S. and foreign business 
and pleasure trips, expenses, mile- 
age, number of days away, trans- 
| portation and lodging facilities are 
| reported. 


No. 1145. Foreign Language Press 
of America Circulation, Rate 
and Data Guide. 

A complete directory of foreign 
language and English-Jewish pub- 
lications in the U.S., this guide 
gives publication dates, circula- 
tion and rates for 304 publications. 
They are listed by languages and 
geographically. Also included is 
data on U.S. foreign-born and 
second-generation population in 
all states and cities according to 
ethnic groups in 57 local markets. 
It is offered free to advertisers 
and agencies by Waxelbaum Ad- 
vertising Co., representative of the 
publications listed, but to others 
interested, the price is $1. 

No. 1146. The Current Values of 

Daytime Radio. 

The housewife comes under the 
researcher’s magnifying glass in 
this brochure available from CBS 
Radio. Her importance in buying 
goods and making brand selections 
and, of course, the importance of 
daytime radio in reaching her, are 
emphasized. 

No. 1147. The American Home 

Reader-Consumer Panel No. 40. 

Almost 2,000 members of Amer- 
ican Home’s reader-consumer pan- 
el reported data for this booklet 
offered by the magazine. It cov- 
ers cleaning of rugs and carpets, 
cooking utensils, food storage, 
fresh meat buying, home canning 
and freezing, major appliance 
ownership, packaged baking prod- 
ucts, powdered milk, sponges, and 
television, as well as how and why 
these goods and services are used. 
No. 1148. The American Home 
Reader-Consumer Panel No. 41. 

This study contains data on the 
do-it-yourself activities of Amer- 
ican Home families: projects com- 
pleted and planned, home work- 
shops and power tools, as well as 
information on electrical wiring 
and the present homes of panel 
members. 


1149. The American Home 
Reader-Consumer Panel No. 42. 

Here, American Home goes into 
the kind of homes its reader-panel 
members live in, including owner- 
ship and age, number of rooms, 
length of occupancy, type of dwel- 
ling, number and type of windows, 
material in window frames and 
screening, exterior painting, noise 
problems, telephones, etc. Future 
| building and remodeling plans of 
| respondents are indicated. 
| 


No. 


No. 1150. The American Home 
| Reader-Consumer Panel No. 43. 

In this study of panel families, 
American Home gathered data on 
|wall treatments, flooring, floor 
covering and color preferred for 
various rooms in the home. Also 
covered are interior painting, the 
use of wood for furniture, cabi- 
nets, etc., ventilating fans and 
|drain and sewer cleaning. 


1151. The American Home 
Reader-Consumer Panel No. 44. 

Published last fall, this is the 
latest American Home food study 
covering such categories as al- 
monds, baking habits, use of but- 
ter and margarine, desserts and 
toppings, dieting and diet foods, 
frying, outdoor cooking, canned 
pork and beans, packaged prunes, 
salads and salad dressings and soft 
drinks, 


No. 
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In 1918, manually operated engine lathes were 
good enough to win a war and to introduce 
an era of mass production. Good enough for 
everybody, except design engineers. These 
machine tool designers were more than a 
match for the ever-more-difficult specifica- 


‘ 
Cees Se 
« 
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tions devised by their customers. Today, as 
always, they're answering industry's call with 
faster, more efficient machines... with auto- 
matic controls...closer tolerances... ad- 
vanced speeds and feeds that add up to 
greater production capacity. 


product—design engineers make markets Srow 


Product Engineering 
makes sales grow £ 


Today, more than ever, product- 
design engineers are doing big 
things for products and peop/e. 
They're creating NEW MARKETS 
and MAKING THEM GROW. 


By 1970, the machine tool industry 
must supply a 65‘~ bigger industrial 
America. The design of these new 
machines and equipment is the re- 
sponsibility of the design engineer. 
The materials, parts, components 
and finishes which will go into these 
machines depend on his design deci- 
sions. He will either design your 
products INTO this growth market 
or design them OUT. 

To make these vital design deci- 
sions, the design engineer must keep 
up with important developments in 
all fields of engineering. That’s why 


more than 32,500 product-design en- 
gineers are paying subscribers of 
Product Engineering. 

To sell this unmatched audience, 
advertisers put more pages, and in- 
vest more dollars, in Product Engi- 
neering than in any other design 
magazine. 


AP 
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The McGraw-Hill Magazine of design engineering 
McGRAW-HILL BUILDING, NEW YORK 36 


Klau-Van Pietersom-Dunlap, Inc. 
McGraw-Hill — Job No. 32090 
1 page—B & W: Advertising Age, May 7, 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


|No. 1205. Boys’ Life Survey Data 
Series IV: Outdoor Sports. 
Also to be published in June is 


No. 1152. The American Home | 

Reader-Consumer Panel No. 45. | 

A majority of American Home 
readers providing data for this 
study consider “suburbia” both as 
a place to live and a way of life. | 
Other attitudes and statistics re- 
ported cover their houses and 
property, their shopping habits, 
ground care and garden tools, au- 
tomobile usage and storm windows 
and doors. 
No. 1153. The American Home| 

Reader-Consumer Panel No. 46. 

Released just this month, Study | 
No. 46 from American Home is au- 
tomotive and gives details on cars| 
owned by panel families, brand 
loyalty in purchasing new cars 
and future buying plans. 


SOON TO BE PUBLISHED | 


No. 1200. Corporate Recognition 

Survey. 

Expected in June, this Nation’s 
Business offering reports on a 
sample study of executives in 
manufacturing, distribution and 
finance in respect to their recog- 
nition of corporations as a result 
of advertising and public relations 
campaigns. 


No. 1201. Survey of Electrical 

Dealers. 

Another June publication from 
Nation’s Business is this study of 
the buying habits of electrical ap- 
pliance dealers. Size and volume 
of business are among the charac- 
teristics described. 


No. 1202. The Automotive Market. 
Argosy will publish this anal- 
ysis of the automotive market 
around July 1. It will report own- 
ership of automobiles and acces- 
sories by age, metropolitan areas 
and geographic regions. Owner- 
ship and use of tires, batteries, 
spark plugs, oil filters, oil and 
gasoline will be included. 
No. 1203. Home Gardeners—New 

Mass Consumer Market. 

To be published in June by 
Flower Grower, this booklet gives 
basic facts and buying habits of 
consumers who garden for a hobby 
and read Flower Grower. 


No. 1204. Boys’ Life Survey Data 
Series Study V: Sporting 


YOU'RE 
Squelched 


IN MERIDEN- 
WALLINGFORD 
Conn. | 
Without The 
RECORD & JOURNAL 


Your most important | 


market fact about Meri- 
den-Wallingford is: “Not 
covered by Hartford and 
New Haven newspapers.” 
Only The Record & 
Journal sell this 90,000 
market. Get complete in- 


formation now. 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives 
Gilman. Nicoll & Ruthman 


this analysis of boys’ ownership of 

|skating, skiing, shooting, fishing 
Goods. and boat or outboard ownership, 
A detailed analysis of boys’ as well as preferred brands. Of- 

sports activity and sporting good | fered by Boys’ Life. 

ownership, this publication of| 

Boys’ Life will be available in No. 1206. Household Magazine 

June. What sports respondents to) Subscribers’ Report: Laundry 

the survey engage in, what equip-| Equipment, Cleaning Supplies. 

ment they own and brands they| Slated for publication next Au- 


will give details on washing ma- 
chines, clothes dryers, ironing and 
cleaning equipment, soaps, cleans- 
ers, detergents and other cleaning 
products. Also given are data on 
utilities, water heaters and water 
supplies. 


Advertising Age, May 7, 1956 


|Publications in July. The report 


will contain data on subscriber 
families, their homes, furnishings 
and equipment, including owner- 
ship, new purchases and planned 
purchases on more than 125 items. 


|No. 1208. 52 Top Starch-Rated 


No. 1207. A General Survey of | 
Household Magazine Subscrib-| 


ers. 
The seventh in a series of stud- 
ies among Household subscribers 


B&W Advertisements in 1955. 
Business Week promises this re- 
port in June. It will cover a sur- 
vey of top Starch-rated, one-page, 
b&w advertisements in each issue 


prefer will be included. 


gust, this offering of Household will be available from Capper of Business Week during 1955. 


action in 


New factories, power plants, warehouses, offices . . . whole 
new communities are dotting the once open spaces all over 
the country. Railroads, regional development groups and 
states are spurring industrial and commercial expansion. 
Management is their sales objective . . . and smart site 
sellers are aiming their advertising at the 750,000 business- 
men who read Nation’s Business. 

From Chesapeake & Ohio’s Advertising Manager, Walter 
S. Jackson . . . “Industrial development is top-level selling 
— among owners, partners and ranking executives who plan 
expansion and select the sites. We advertise in Nation’s 
Business because key management men read it.” Recently 


industrial site advertisers get results from 


Mark Gross & Associates, advertising agency for the State 
of Indiana, tallied results from a major plant site promo- 
tion in 8 magazines. The result—Nation’s Business produced 
the greatest number of high quality inquiries. Similar suc- 
cess is reported by Tennessee development authorities who, 
after surveying the experiences of other states . . . revised 
their already closed schedule to include Nation’s Business 
in 1955. 

Two factors develop high sales productivity in Nation’s 
Business . . . a selective, buying-powered audience and bal- 
anced geographical coverage. Over 550,000 of its 750,000 
circulation are owners, partners and presidents . . . the 
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Advertising Age, May 7, 1956 


No. 1209. Business Week’s Audi- 
ence. 

Also expected this June, this 
offering by Business Week will 
give results of a survey of 10,000 
BW subscribers to determine their 
activities, possessions, influence, 
income, education, and other fac- 
tors. 


ee IM RC 


Corp. \in the Fawcett Men’s Group will) 

Business Week will have this| provide data for this report, ex- 
survey report on readership of all pected this summer. To be covered: 
types of magazines by customers age, income, education, occupa- 
and prospects of GM’s New De-|tion and home, automobile and 
parture division available next) large appliance ownership. 
month. Respondents also indicated | ; 
which magazines they find most| No. 1212. Mechanix Illustrated 


93 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


active and spectator sports, own-); fered by Fawcett Publications and 
ership of sports equipment and/|to be published late this summer. 
what their leisure time pursuits! Prices paid, place of purchase and 
are. | brands chosen will be included. 


No. 1210. Survey of Publication No. 1211. Fawcett Men’s Group 
Reader Characteristics. 

Questionnaires to be inserted in participation by Mechanix Illus- 
parture Div., General Motors | copies of Cavalier and publications trated reader-panel members in 


Readership Among Customers 
and Prospects of the New De-| 


useful in their work. Sport and Leisure Time Sur- 
| vey, 1956. 

You can look for this report 
early in the summer. It will cover 


Facts, 1956. 


Ownership of all manner of 
apparel by True purchasers will 
be reported in this booklet of- 


14 .—ChCOO——ea 


~ — tee 


“business owners” who make the basic purchasing deci- 
sions. And 250,000 of its businessmen-subscribers are in 
cities over 50,000 population . . . 500,000 in communities 
under 50,000, more than double the totals for the next two 
general business magazines combined. 

For the industrial developer, for the marketer of any 

roduct which businessmen buy, specify or approve . . . 
Nation's Business is an exceptionally rewarding medium. 
Whatever you sell to management . . . action-in-business 
results when you advertise to business in Nation’s Business. 
Washington — New York — Cleveland — Detroit — Los 
Angeles — Chicago — San Francisco. 


business 


Railroad and Industrial Site 
Development Advertisers in 
Nation’s Business — 1955-1956 


ASSOCIATION OF AMERICAN RAILROADS 
BALTIMORE & OHIO RAILROAD 


BRITISH COLUMBIA DEPARTMENT OF 
TRADE & INDUSTRY 


CHESAPEAKE & OHIO RAILWAY COMPANY 
COLORADO DEPARTMENT OF DEVELOPMENT 
DOMINICAN REPUBLIC 

STATE OF GEORGIA 


INDIANA DEPARTMENT OF COMMERCE AND 
PUBLIC RELATIONS 


MINNESOTA DEPARTMENT OF BUSINESS 
DEVELOPMENT 


MISSOUR! DIVISION OF RESOURCES AND 
DEVELOPMENT 


MISSOURI - KANSAS- TEXAS LINES 
MISSOURI PACIFIC LINES 


NORTH CAROLINA DEPARTMENT OF 
CONSERVATION AND DEVELOPMENT 


PUERTO RICO, COMMONWEALTH OF, 
ECONOMIC DEVELOPMENT ADMINISTRATION 


PULLMAN COMPANY, THE 

RAILWAY EXPRESS AGENCY 

RHODE ISLAND DEVELOPMENT COUNCIL 
SAN JOSE CHAMBER OF COMMERCE 


TENNESSEE INDUSTRIAL AND AGRICULTURAL 
DEVELOPMENT COMMISSION 


UNION PACIFIC RAILROAD 
UTAH POWER AND LIGHT COMPANY 


Ist FIVE MONTHS ADVERTISING GAIN 26% . . . Advertis- 
ing volume for first five months of 1956 shows 26% increase over 
same period 1955. Among new accounts are ye ge 
Texas Lines—Railway Express (Air Express Di ge Truck 
Div., Chrysler Corp.—Felt & Tarrant (Consumer Div.)—Frigidaire 
Div., GA—General Electric Co. (Lamp Div.)—Globe Wernicke— 
State of Missouri—Plymouth Div., Chrysler Corp.—IBM (Electric 
Typewriter Div.)—Int’l Harvester (Motor Truck Div.)—Utah Power 
& Light Co.—Westinghouse Electric Corp. (Lamp Div., Refriger- 
ation Specialties Div.) 


| 
|'No. 1213. True Male Wardrobe | 


No. 1214. Fawcett Women’s Group 
Medicine Chest Inventory. 
Fawcett Publications has asked 
members of its Women’s Group 
reader panel what they use in the 
way of drug and proprietary medi- 
cines by brands and types, as well 
as where they buy such items, A 
report on the survey should be 
available in the next few months. 


No. 1215. Scholastic Magazine's 
Consumer Survey of the Youth 
Market. 

Available next month, this is a 
report on a poll of 4,500 junior 
and senior high schoo! students in 
28 schools across the country. It 
gives data on their brand prefer- 


|ences, product ownerships and use, 


anticipated ownership, career 
goals, saving and spending monies. 


on the top 
of 
Pikes Peak 


in 1955 
over 300,000 peo- 
ple enjoyed the 
scenic beauty irom 
America’s most fa- 
mous mountain— 


at the 
foot of 
Pikes Peak 


is not America’s 
most famous mar- 
ket—but 
COLOREDO’S 

2nd LARGEST... 
Colorado Springs. 
Manitou and the 
Pikes Peak Region. 


the home of the 

U. S. AIR FORCE ACADEMY 
and permanent location of 
d Ft. CARSON 

| ENT 
| vine) 2 AIR FORCE BASE 

and 
| CONAD 


| (Continental Air 
Defense Command) 


Mey re 


THE MILITARY PAYROLL nears the 
level of all other industry combined 
—and today, and in the future con- 
stitutes the most important segment 
of the Pikes Peak Region economy. 
Estimates of this accumulative annual 
payroll is over $80,000,000. with initial 
construction of the Air Force Acad- 
emy, now in progress, budgeted at 
$126,000,000 


Use the ONLY MEDIA 
with the 
GREATEST COVERAGE 
to reach this growing 
MARKET 


2.6,016* 


*CIRCULATION 


*ABC Publishers Statement, March 31, 1956 


GAZEFFEAIELEGRAPH 


18 East Pikes Peak Avenue 
Represented by 


THE KATZ AGENCY, INC. 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1216. Home Goods Marketing | 


Map. 

Konon-Englen-Noone, Advertis- 
ing, Chicago, is preparing this map 
for distribution in July. It will 
show markets for home goods in 
metropolitan areas as they exist 
today and as they will appear in 
1961. Graphs of each market will 
be included for use in setting up 
yearly sales quotas and long-range 
sales plans. A desk-size, bekw map 
wil be offered free, but the agen- 
cy 
four-color version at $17.50. 


No. 1217. Golf Digest Service to 
the Industry. 


is also offering a _ wall-size, | 


A brief description of the serv- | 


ices (most of them free) offered 
by Golf Digest to advertisers, golf, 


the magazine by mid-June. 


No. 1218. Crowell-Collier 20th Au- 
tomotive Survey. 

Basic marketing facts concerning 
car ownership, multi-car homes, 
mileage, make owned, special fea- 
tures, prospects for new cars, 
dealer influence, makes of tires, 
tire buying ai.a other automotive | 
data will be given in this 45-page | 


| analysis of the market by Crowell- 


Collier Publishing Co. The report 


| will cost $1 per copy. 


Season. 

This data sheet, issued by Flor- 
ida Grower & Rancher, tabulates 
|acreage in bearing trees of the 20 


top citrus producing counties in| 


NOTE: Most items listed here’ the state. It also shows production 


are available without charge, but | j 
professionals, the press and play~ not all. Those requesting material! 
ing public will be available from | which bears a price will be billed 


|at the stated price by the pub- 
lishers. 


No. 2000. lowa Farm Market Data | 


1955-56. 


lowa Farm and Home Register 
offers a complete statistical story 
of the Iowa farm market in this 
brochure, which includes a county 
‘breakdown on crops, livestock, 
poultry, farm machinery, etc. 
1954-55 


No. 2001. Florida Citrus, 


in thousands of boxes, and circula- 
| tion by county. 


No. 2002. Florida Truck Crops, | 
1954-55 Season. 

Florida Grower & Rancher tab- 
ju ulates, here, truck acreage har-| 
vested in the 20 top truck produc- | 
ing counties in Florida. Also the) 
number of farms and circulation 
in each of these counties. 


No. 2003. Rural Electric Market 
and Media Facts. 


This booklet contains a summary | 


IRHODE ISLANDS: 


iBusiest, Best Salesman 


covers all the families in 
ABC Providence and more than 


DUR tf 


GETIN 


Providence Journal and Evenin 


<- Repre 
Ri 


80% in the city-state area 


New England’s second largest market is one of America’s 
best test markets . . . a nationally-accepted proving ground where 
scores of well-known products made their marketing debut. 


This city-state region—closely-knit, firmly-established and 
isolated—is dominated by The Providence Journal-Bulletin, recog- 
nized among the most productive newspapers in the country. 


Whether for a test campaign or as part of your national ef- 
fort, get your share of the $1,301,625,000 effective buying income 
of the 824,500 people in the Providence-Rhode Island area, with 
consistent and insistent sales messages in The Providence Journal- 


Bulletin, Rhode Island’s busiest, best saleman. Its more than 200,- 
000 daily circulation provides better than 100% coverage of ABC 
Providence and more than 80% of the city-state region. Provi- 
dence Sunday Journal, more than 180,000. 


g Bulletin 


y 
Boney Ekdewse: Philadelphia, San Francisco, atlental Charlotte. pe Bitland (Ore) 


Advertising Age, May 7, 1956 


of the rural electrification pro- 
gram; REA loans; power-supplier 
market for apparatus, office equip- 
ment, etc.; rural consumer market 
for appliances and farm equip- 
ment; and information on Rural 
Electrification’s rates, circulation 
/and editorial emphasis. Published 
ped National Rural Electric Coop- 
erative Assn. 


| No. 2004. House Plan Survey. 

A monthly survey among pur- 
chasers of Farm & Ranch house 
|plans during corresponding month 
|in 1954. The report includes in- 
|formation on per cent who built 
lor plan to build—remodeled or 
plan to remodel. Also materials 
used and appliances purchased. Is- 
|sued by Farm & Ranch Publishing 
joe 


in _ Household Products Sur- 


san — contains the find- 
ings of the second annual survey 
by Farm & Ranch Publishing Co. 
It covers per cent buying and 
| brand preferences of a_ selected 
group of household products. In- 
|cluded are tables on product usage 
and miscellaneous brands com- 
pared to leading brand, and it 
lists all items in declining order by 
per cent buying. 


No. 2006. Food Survey. 

| This is the second annual survey 
|by Farm & Ranch Publishing Co. 
| showing food brand preferences of 
}southern families. It covers per 
cent buying, place of purchase, 
product usage and miscellaneous 
brands compared to leading brand. 


No. 2007. Drug and Toiletries Sur- 
vey. 

Farm & Ranch Publishing Co. 
/has issued this second annual sur- 
|vey of brand preferences and per 
'cent of buying of a selected group 
of drug store products. Includes 
tables on product usage and mis- 
/cellaneous brands compared to 
leading brand. 


No. 2008. Television Survey. 

This study, by Farm & Ranch 
| Publishing Co., contains informa- 
tion on ownership and intention to 
buy television sets. Also covers 
viewing habits, sponsor identifica- 
tion and favorite programs. 


No. 2009. Census Farm Facts. 
This material contains farm data 
in 24 categories, taken from the 
1955 (Preliminary) Census of Ag- 
riculture. It includes a summary 
of state totals for the 15 southern 
states served by Farm & Ranch. 


No. 2010. Automobiles on Farms. 

These data sheets, issued by 
Farm & Ranch, list the number of 
farms with automobiles and the 
number of cars for the 15 south- 
ern states served by the publica- 
tion for the years 1920, 1930, 1940, 
1945, 1950 and 1954. 


No. 2011. Farm Market for Anti- 

Freeze in Missouri. 

A series of three data sheets, 
prepared by the research depart- 
ment of Capper Publications, illus- 
trate the year-’round use of auto- 
motive equipment on farms in 
Missouri. Use of anti-freeze in 
automobiles, trucks and tractors is 
shown for the years 1950 and 1954. 


No. 2012. Farm Market for Auto- 

motive Equipment in Missouri. 

Missouri Ruralist has issued a 
series of four data sheets which 
compare ownership of automotive 
units, automobiles, trucks and 
tractors among subscribers in 1950 
and 1954 with that of all farms in 
Missouri. Figures are on a per 1,- 
000 farm basis. Available from the 
research department of Capper 
Publications. 


No. 2013. Petroleum and Automo- 
tive Markets Reported by Mis- 
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HOW BUSINESS RANKS NATIONAL MAGAZINES 


Total Investment by 


Ranking Magazine Advertisers 
(Jan.-Mar., 1956) 
1s LIFE $28,710,502 
2nd Saturday Evening Post 20,628,186 
ard Time 9,959,199 
4th Look 6,619,678 
5th Better Homes & Gardens 6,201,279 
6th Ladies’ Home Journal 5,657,224 
7th Newsweek 4,377,830 
8th Business Week 4,260,881 
9th Good Housekeeping 3,929,950 
10% Collier’s 3,870,252 


The next ten magazines rank as follows... 11th: U.S. News & World Report, $3,698,139 — 
12th: McCall’s, $3,681,740— 13th: Farm Journal, $3,630,407— 14th: New Yorker, $2,980,959 
—1S5th: Family Circle, $2,600,926 — 16th: Reader’s Digest, $2,564,000 — 17th: American 
Home, $2,470,339— 18th: Woman’s Home Companion, $2,185,474— 19th: Fortune, $2,074,410 
—2Oth: Vogue, $1,880,504. 


Source: Publishers’ Information Bureau (gross figures) . 


peaking of spring increases... 


LIFE has a few lively increases of its own. For example, advertisers 
invested over $8,000,000 —or 39% — more in LIFE in the first 
quarter of 1956 than in the next leading magazine. 

LIFE’s weekly circulation also reached an all-time high for a 
first quarter—averaging 5,714,720* copies sold each week. 

And again this spring, LIFE leads all weekly magazines in circu- 
lation, audience and advertising revenue. 
*Average weekly circulation, Jan.-Mar., 1956, as filed with ABC, subject to audit. 


9 Rockefeller Plaza, New York 20, N. ¥. 
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Look behind 


transferring! 


A North American Van Lines 
“*Wife-Approved”’ move pleases 
his whole family . . . puts him 
on the new job worry-free 

and ready to work! 


Why let moving problems bog down transferred 
employees? North American Van Lines’ complete 
service—including specially trained packers and 


“4 


the man you're y 


Sove time, trouble and money on Exhibit 
Display moving. Ask your agent about NAVL 
Specialized Exhibit Display Moving Service, 

or write us, in care of Dept. AA-5A6. No. 


handlers, modern padded vans, on-time pickups 
and deliveries—assures your personnel of the 
happiest move possible! To get all the facts, call 
your North American Van Lines agent today! 
He’s listed under ‘‘Movers”’ in your phone book. 


COPYRIGHT 1956, N.A.V.L 


American Van Lines, Inc. Worid Headquarters: Fort Wayne 1, Ina. 


Advertising Age, May 7, 1956 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


souri Ruralist Subscribers. 

| The research department of Cap- 
per Publications has published a 
report for Missouri Ruralist cover- 
ing automotive equipment and pe- 
troleum products. Principal sub- 
jects included in the survey are 
use and brand preference for pe- 
troleum products used in cars, 
trucks, tractors, home heating and 
cooking equipment and _ water 
heaters. In addition, fuel storage 
capacity on farms, tenure and 
size of farm are covered. 


2014. A National Survey 
Among Farm Journal Subscrib- 
ers on Sheets, Bedspreads and 
Towels. 

Farm Journal has published this 
report which covers ownership! 
(quantity), buying habits and 
brand preference for sheets, bed- 
spreads, bath towels, hand towels, 
wash cloths and dish towels. 


No. 2015. Farm Journal Hand 
Preparations Survey. 

This report, published by Farm 
Journal, covers a survey of women 
subscribers on the use of liquid, 
cream and oil hand-care prepara- 
tions; the size of containers bought, 
and retail outlets used. 


No. 2016. Farm Journal Home 
Permanent Study. 

This is a report on a survey of 
Farm Journal’s women subscribers 
on the use of home permanents, 
brand and type preferences, and 
retail outlets used. 


No. 2017. Farm Journal Shampoo 

Study. 

Farm Journal reports, here, its 
women subscribers’ use of sham- 
poo: type, size of container pur- 
chased, brand last bought, retail 
outlets used. 


ca 
Saginaw 
Gives youa BIG market 


and here are some of the biggest reasons... 


Pictured here is Chevrolet-Saginaw Grey Iron Foundry, a 
Division of General Motors. This plant, with its more than 
6,500 highly paid employees, is the world’s largest producer 
of grey iron castings. 


This is one of three huge plants of Saginaw Steering Gear 
Division of General Motors. The fourth plant, now under 
construction, will bring total employment over 5,500, and 
add 200,000 square feet to the division which is already the 
world’s biggest steering gear factory. 


The Michigan Bean Company's 
sorting terminal, the world’s 
largest, has a capacity of 250,000 
bushels, and combines with scores 
of workers in elevators throughout 
the Saginaw Valley to handle 
fully one-third of America’s pea 
and navy n crop. 


Saginaw’s nearly 200 
manufacturing industries 
produce an endless variety of 
products, from house trailers 
to micrometers, to automobile 
parts by the thousands of tons. 


These industries employ 
30,800 workers whose average 
weekly earnings are $93.73 
compared with the national 
average of $78.50. Total 
gainful employment in the 
area, including agriculture, 

is over 66,000 people. 


And the only way you can 
reach this big, growing market 
is through the 50,312* 
circulation of 


THE SAGINAW NEWS 


*Average net paid circulation for February, 1956. 


BOOTH 


THE KALAMAZOO GAZETTE 
JACKSON CITIZEN PATRIOT 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


Michigan 


EWSPAPERS 


THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago Wy, 
Superior 7-4680; Brice McQuillen, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972, 


No. 2018. Farm Journal Soap and 
Synthetic Detergent Survey. 
A survey of Farm Journal’s 
women subscribers on brands of 
soap and/or detergent used for 
| dishwashing, laundry and personal 
use. 


| No. 2019. Small Electric Appliance 
Retailing in the Countryside 
Market. 

This study by Farm Journal Inc., 
for both Farm Journal and Town 
Journal, contains an analysis of 
personal calls on 98 electric appli- 
|ance dealers in small towns in 15 
states. 


No. 2020. Missouri and Kansas 

Crop and Livestock Facts. 

Detailed maps by county (Mis- 
souri and Kansas) show all major 
crop and livestock categories. 
County tables show number of 
farms, production and circulation 
lof Weekly Star Farmer, publisher 
of the report. 


No. 2021. Farm Facts-U.S.A. 

This folder, issued by The Farm 
| Quarterly, contains a copy of the 
|Preliminary 1955 Census of Agri- 
‘culture (13 pages), showing the 
growth in number of farms, pro- 
duction and acreage, and growth 
jof capital made by those farms 
| grossing over $10,000 a year. Total 
|number: 1940, 58,000; 1950, 484,- 
/000; 1955, 580,000. 


No. 2022. Cooperative Digest Mar- 
ket and Media Data. 


This folder contains data on 
Cooperative Digest and the farm 
cooperatives market. It shows lo- 
cation of farm cooperatives, esti- 
mated business volume for the 
1952-53 marketing year and com- 
parison with 1951-52, and the num- 
ber of different types of farm co- 
operatives. Published by Roy H. 
Park Inc. 


No. 2023. Southern Farm Income— 
1955. 
| This folder, issued by The Pro- 
gressive Farmer, contains tables 
and graphs showing southern farm 
‘income by states and by sources, 
and also cash farm income by 
months. 


|No. 2024. Electrified Farms by 
States. 

Number of electrified farms by 
| States, sales of electrical appli- 
ances by census geographic divi- 
|sions, and number of urban and 
‘rural electrical customers by re- 
gions are shown in this Progres- 
'sive Farmer folder. 


No. 2025. Land Use, Irrigated Land 
and Artificial Ponds by States 
for the South. 

This Progressive Farmer data 
| sheet tabulates total land, crop- 
land harvested, cropland used for 
' pasture, improved pasture, land in 
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Boe. Uk ef 8 ee 


How to separate the buyers from the browsers 


A man or woman shopping alone may be just shopping 
around. But when husband and wife come into a store to- 
gether, the odds go up that they really mean business. A 
That’s the way buying is today. The family decides. So § 
retailers are trying to get the whole family into the store, and : 
advertisers are trying to get the whole family into the act. ae 
This is the strength of The Saturday Evening Post. It gets 
to an equal number of husbands and wives. (And to most of 
their kids, too.) And it gets their undivided attention—no 
browsing about it. They spend hours—not minutes—with an 
issue and they see the ads several times before they're 
through. The Post gets to the heart of America. 


P.S. The Post's advertising revenue is 
up 17.6% for the first quarter of 1956! 


The B: 
Cohn Perkins Kamuc 
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NEWSSTAND SALES 
LATEST ABC FIGURES 


iTURDAY 


“Which pitching ace spends more time 
in the doghouse than in the bullpen?” 


Netwrte =—T. The Things tate tent > 
POST Scouse 
ey m2.» 


HANK HELM, Vice President, Fuller & Smith & Ross, Inc., New 
York, previews “The Yankees’ Southpaw Wizard” from this week's Post. 


“Considering that Whitey Ford has —_ understanding. My reactionis: Let him 
the best pitching record in the majors _ give the front office a headache... look 
today, you’d think he’d be the what he gives to opposing batters!” 
Yankees’ fair-haired boy. Actually, : . . 

he spends most of his time in Stengel’s In all, 9 articles, 4 short stories, 2 serials, 
doghouse! In this article Whitey and many special features in the May 
claims the whole hassle is one big mis- 12 issue of The Saturday Evening Post. 
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\number of farm owned trucks and 
the number of tractors on farms 
by states for census periods 1954, 
1950, 1945 and 1940. 


Available Market Data—Farm 
To secure copies of data listed, use the handy coupons 


cover crops, land farmed on con-,No. 2028. Financial Statement of | 
tour, irrigated land, artificial | Southern Farm Families. 

ponds, reservoirs and earth tanks| This folder by The Progressive | 
by states for the South. Farmer shows cash farm income, | 


'No. 2032. Number of Households 
by Nielsen A.B.C.D. County 


No. 2026. Farms Reporting and 
Number of Tractors by Type of 
Tractor by States for the South. 

Number of farms with a tractor | 
and kind of tractor, with three) 
power classifications. Tables show 
number with tractors and horses 
and mules; tractors only; and two 
or more horses or mules and no 
tractor. The figures are shown by 
states for the South. Issued by The 

Progressive Farmer. 


No. 2027. Type of Farm by States | 

for the South. 

Cash-grain, cotton and other, 
field crops, vegetable, dairy, fruit 
and nut farms, dairy, poultry and) 
livestock farms by states in the | 
South are listed in this Progres- 
sive Farmer data sheet. 


for the last 10 years. 


No. 2029. Livestock in Dizie. 


bank deposits and savings bonds | Classifications. 


The number of _ households 


| (based on 1950 Census) by geo- 


graphic division, classified by A, 


Livestock inventories, cash farm|B, C and D Nielsen classifications 
income by source of income, and|are shown in this data sheet by 
feed consumption by states of the | The Progressive Farmer. 


South are shown in this folder is- 
sued by The Progressive Farmer. 


No. 2030. Per Cent of Farms with | 


Television. 

Bar charts by geographic divi- 
sions show per cent of farms with 
television sets, based on the 1954 
Census of Agriculture. Published 
by Progressive Farmer. 


No. 2031. Farm Owned Trucks and 
Tractors on Farms by States. 


|No. 2034. 


No. 2033. Soup and Its Uses by 
Southern Farm Families. 
This is a survey on the frequency 

of use of soups, the types, brands 
and varieties used, use of canned 
soup for cooking, frequency of 
purchase. Issued by The Progres- 
sive Farmer. 


Southern Farm Petrole- 
um Market. 
This survey, by The Progressive 


The Progressive Farmer offers Farmer, covers use of petroleum 


|\two data sheets tabulating the | products on southern farms, show- 


ing type and brand of fuel used. 
It includes usage of motor oil- 
changes and lubrication and stor- 
age of fuel. 


No. 2035. Per Cent of Farms with 
Television Sets. 

The Progressive Farmer offers a 
four-color map of the U. S. show- 
ing per cent of farms with tv sets 
on a county unit basis based on the 
1954 Census of Agriculture. Single 
copies are free; 50¢ each for more 
than single copies. 


No. 2036. Dakota Market Data. 

The Dakota Farmer offers a file 
folder of data sheets covering the | 
Dakota farm market. Information | 
includes acres harvested, crops) 
produced, with per cent of U.S. to-| 
tal; machinery, tractors, trucks and | 
autos on farms; livestock and) 
poultry raised; grains stored; rural | | 
population, and seasonal activities | 
of farmers. 


No. 2037. Dealer Preference Study. 
This data sheet, published by 


Ssoulhiorn- SPECTACULAR! 


Spectacular things are happening in the Prosperous Piedmont Section of 
North Carolina and Virginia . . 


kets in the nation. And WFMY-TYV . 
ering this 46 county area... 


we 


Ra \s 


-—swmu-tv 


Channel Z 


GREENSBORO, N.C. 


y 


DS winston- 


ih 


WFEMY-TV...Pied Piper of the Piedmont 


Setebery 


Reidsville | 


. home of WFMY-TYV. 


Today, heavy industry such as steel fabricators, machine tool builders and 
giant lumber producers help make this area one of the most lucrative TV mar- 

. The only CBS station completely cov- 
has been playing and selling to more than 2 


million potential customers here since 1949. 


With full 100,000 watts power on Channel 2, WFMY-T’YV gives you 
coverage of this $2.5 billion market that no other station or group of 


stations dares claim. 


—_ 
a | \ 


Chapel Hill 


Greensboro 


Solem , a Point site 


Pinehurst 


nentend Fayetteville 


To get spectacular sales results for your product in the Prosper- 
ous Piedmont, call your H-R-P man today. 


Represented by 


Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco — Atlanta 


) 
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Electricity on the Farm Magazine, 
contains a report, based on re- 
plies from 2,635 readers, in answer 
to the question, “Who is your 
favorite electric equipment dealer 
and why do you prefer to buy from 
him?” Figures are given by geo- 
graphic region. 


No. 2038. Electric Farm Equipment 

Saturation and Prospects 

This report is based on personal 
interviews with 32,905 farm 
families served by Pennsylvania 
Power & Light Co., and shows per 
cent equipment in use and 
prospective purchases of 48 items. 
Issued by Electricity on the Farm 
| Magazine. 


| No. 2039. 1954 Census Data Cover- 
ing Farm Market in Southern 
Planter Territory. 

Southern Planter Publishing Co. 
has issued this analysis of data 
jcovering farm machinery—number, 
gain and ownership. The material 
includes the same type of data on 
autos, trucks, tractors, appliances, 
feed and livestock, dairy, poultry, 
number of electrified farms. Fig- 
ures cover Delaware, Maryland, 
Virginia, West Virginia, North and 
South Carolina. 


No. 2040. Capper’s Weekly Owner- 
ship Charts. 

The research department of 
Capper Publications has prepared 
a series of charts indicating owner- 
ship, per thousand homes, for U.S 
and Capper’s Weekly subscriber 
families. The charts cover electric 
water heaters, electric ranges, 
home freezers, electric toasters 
and mixers, vacuum cleaners, 
heating pads, trucks, tractors and 
autos. Another chart shows average 
size of farms (acres) for U.S. and 
Capper’s Farmer subscribers. 


No. 2041. Farm Market for Auto- 

motive Equipment in Kansas. 

A series of four data sheets is- 
sued by the research department 
of Capper Publications compare 
ownership of automotive units, 
autos, trucks and tractors among 
Kansas Farmer subscribers (1950 
and 1954) with that of all farms 
in Kansas. Data is presented on a 
per 1,000 farm basis. 


No. 2042. Farm Market for Anti- 

Freeze in Kansas. 

Kansas Farmer has prepared a 
series of three graphically illus- 
trated data sheets which show 
extensive use of anti-freeze 
subscribers for years 1950 ail. 
1954. 


No. 2043. 1954 Extension Activities 
and Accomplishments. 

County Agent & Vo-Ag Teacher 
has issued this eight-page com- 
pilation from county reports of the 
assistance given farmers by over 
10,200 county extension workers 
in the production and marketing 
of crops, livestock, poultry, dairy 
animals and products, as well as 
with mechanical equipment, farm 
buildings, soil and water conser- 
vation, insect control and farm 
planning and management. 


No. 2044. Omaha Livestock Market 

Official Reference Tables. 

This booklet lists yearly Omaha 
market receipts for cattle, hogs 
and sheep from 1884 to 1955. It 
also lists monthly receipts for 
cattle, hogs and sheep and top 
monthly prices - (according to 
grade) from 1935 to 1955. A ten- 
year table of wheat and corm 
prices is included. Published by 
the Omaha Daily Journal-Stock- 
man. 


No. 2045. Petroleum and Auto- 
motive Markets Reported by 
Kansas Farmer Subscribers. 
This Kansas Farmer subscriber 

survey covers automotive equip- 

ment and petroleum products. 

Use and brand preference for 

petroleum products used in cars, 

trucks, tractors, for home heating 
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and cooking equipment and water | 
heaters are some of the major 
subjects covered. Fuel storage) 
capacity on farms is shown, with | 
tenure and size of farm. Prepared 
by the research department of 
Capper Publications. 


No. 2046. Analysis of Farm Imple- 
ment and Automotive Owner- 
ship. 

A county-by-county analysis of 
farm ownership of tractors, trucks, 
autos, grain combines, pick-up 
balers, corn pickers, forage har- 
vesters, milking machines and 
water systems. The report includes 
number of farms having electricity 
and running water; number of ir- 
rigated acres and number of com- 
mercial farms in the “Sure Crop 
Area.” This includes Colorado, 
Wyoming, New Mexico, Montana, 
Utah, Nevada, Idaho, Arizona and 
western Nebraska. Published by 
Western Farm Life. 


No. 2047. Irrigation Analysis for 

‘Sure Crop Area.’ 

This material issued by Western 
Farm Life includes a chart show- 
ing annual rainfall, by states. A 
state-by-state analysis shows 
number of farms, farmland acres, 
irrigated farms reporting, irriga- 
ted acres, irrigation pumps, elec- 
trically-driven pumps, farms with 
electricity, average farm income 
and miles of irrigation ditches. 
Also includes a county analysis 
of farms, irrigated farms report- 
ing and acres under irrigation. 


No. 2048. Analysis of Tame and 
Native Hay Production in ‘Sure 
Crop Area.’ 

This Western Farm Life file in- 
cludes a state summary of 1955 
figures on tame and native hay. 
It shows a_ county-by-county 
breakdown for each state in the 
“Sure Crop Area” with number 
of farms per county, acreage in 
tame hay, acreage in wild hay and 
tonnage of production for each of 
these crops. 


No. 2049. Agricultural Reference 
Book. 


This booklet covers the “Sure 
Crop Area” with a ten-year aver- 
age, 1954, and indicated 1955 fig- 
ures for acreage; production and 
value of crops; number of live- 
stock; value of livestock and live- 
stock products; number and value 
of poultry and poultry products; 
and 1954 cash farm income fig- 
ures. Published by Western Farm 
Life. 


No. 2050. The South+-Motor Ve- 
hicle Registrations Related to 
Magazine Circulation. 

This Progressive Farmer bro- 
chure contains a marketing map 
of the U. S., showing rural and ur- 
ban counties, and tabulates motor 
vehicle registrations by states— 
urban and rural—with urban and 
farm magazine circulation for 
southern states. 


No. 2051. Autos, Trucks, Tractors, 
Fuel Expenditures and Elec- 
tricity on Farms—1954 Census. 

The number of autos, trucks and 
tractors on farms, dollars spent 
for gasoline and oil, and number 
of farms with electricity by coun- 
ties for the southern states. There 
are five bulletins for various edi- 
tions of The Progressive Farmer: 

Oklahoma and Texas; Georgia, 

Alabama, Florida; Kentucky, Ten- 

nessee, West Virginia; Mississippi, 

Arkansas, Louisiana; and North 

Carolina, South Carolina, Virginia, 

Delaware and Maryland. 


No. 2052. Farms Classified by 

Size, 1954 Census. 

These five bulletins, prepared 
for the various editions of The 
Progressive Farmer, show num- 
ber of farms by size and by county 
for the southern states. 


No. 2053. The March of Southern 


—3 gee? i eS i ie | cn, oa OE ee: eee a 


Agriculture. 

Fewer farmers owning more, 
spending more and producing 
more are indicated in this folder 


| issued by The Progressive Farmer. 


It tabulates number of farms, 
trucks, tractors, selected facilities 
and expenditures, based on the 
1954 Census of Agriculture. 


No. 2054. Electrical Equipment to 

Be Purchased by Farmers. 

Estimated purchases of electri- 
cal equipment by U. S. farmers 
1956-1960 and 1961-1965, and es- 
timated expenditures for the 
country and by region are shown 
in this Progressive Farmer folder. 
Equipment is shown by type. 
Based on an REA survey. 


No. 2055. Southern Crops, 1955. 
In this folder The Progressive 
Farmer tabulates harvested acre- 
age and production of leading 
crops by states for the South. 


No. 2056. Number of Cattle, Hogs, 
Chickens on Farms. 
The Progressive Farmer reports 


99 
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and Evening Tribune. 


Interior view of San Diego power 
— an original watercolor 
painted for the San Diego Union 


SAN DIEGO : BIGGER 


IN ELECTRIC POWER SALES | 


KILOWATT HOURS 


1954 1,443,035,989 
_" 


COPLE 
15 “Hometown” Newspapers covering 
San Diego, California — Northern Illinois — Springfield, Illinois 


Served by the COPLEY Washington Bureau 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


San Diego is a growing, prosperous market 
— now 2Ist in the nation. The best way to 
sell this billion dollar market — at lowest 
cost per sale — is with the concentrated, satu- 
ration coverage of the San Diego Union and 
Evening Tribune. 


NEWSPAPERS BUURUOOS Ug 


EVENING TRIBUNE 
and Greater Los Angeles. . . “ 


and the COPLEY News Service. 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


on livestock and poultry on farms); Used by Farmers in 1954. 
and cost of feed bought in counties Number of farmers using com- 
| of southern states. There are five’ mercial fertilizer and tonnage 


separate bulletins—one for each|used, shown by geographic divi- 
editor’s territory. | sions. The Progressive Farmer also 
| shows the number of tons, by crop, 
No. 2057. Number of Farms by! used in the South. 


States and Geographic Divi- 

sions. No. 2060. The South on the Move. 

Number of farms by states, for; A continuing series published by 
Census periods 1925, ’30, ’35, '40.. The Progressive Farmer includes 
‘45, 50 and ’54, with U. S. and| maps and other data showing 
geographic totals. Published by | southern progress in recent years 
The Progressive Farmer. |on income, manufacturing and re- 

| tail sales. 

No. 2058. Expenditures for Spray-| 

ing and Dusting Material. No. 2061. Per Cent Increase in Per 

Dollars spent by farmers for Capita Retail Sales, Food Sales, 
spraying and dusting by geo- Drug Sales, 1954 Over 1948. 
graphic regions with a breakdown| Three bar charts issued by The 
by crops on which materials are} Progressive Farmer indicate, by 
used in the South. Issued by The! geographic regions, the per cent 
Progressive Farmer. of increase in per capita total re- 


| tail, food and drug sales. 
No. 2059. Commercial Fertilizer 


No. 2062. Retail Sales in 1955. 
| Dollar volume of retail sales by 
geographic regions is shown in 
this Progressive Farmer report, 
based on a Bureau of the Census 
monthly Retail Trade Report. 


|'No. 2063. Growth of Irrigation in 
the South. 

This report by The Progressive 
| Farmer deals with acreage irri- 
gated—U. S. and the South—by 
census years, and irrigated acre- 
| age by states for the South, 1949 
| and 1954. 


No. 2064. More TV Sets Were 
Shipped to the South in 1955 
than to Any Other Region. 
The Progressive Farmer reports, 
here, on shipments of tv sets to 
dealers by geographic regions for 
| 1954 and 1955. 


No. 2065. Ownership Report on 

Future Farmers, No. 3. 

This folder issued by The Na- 
tional Future Farmer reports on 
a subscriber survey of ownership 
| of commodities used on farm and 
in home. It covers use of such 
brands as hair products, tooth- 
paste, batteries and tires, and 
shows ownership of pocket knives, 
| watches, cameras, flashlights, ra- 
dios, bicycles and other personal 
belongings of boys whose average 
age is 17. 


|No. 2066. New Jersey Market 
| Data. 

New Jersey Farm and Garden 
has published this brochure which 
contains statistics on livestock and 
| crops with a comparison of neigh- 
| boring states in the Northeast, 
showing New Jersey’s high pur- 
| chasing power per farm. Supple- 
| mented with a ten-year statistical 
| survey of trends. 


|No. 2067. Southern Cattle Group 
Data. 

Southern Cattle Group has 
|available a series of data sheets 
reporting on readers’ use of in- 
secticides; use and purchases of 
farm equipment; surveys on ferti- 
\lizer, water control, occupations, 
fencing, feeding practices and 
silage-forage. 


No. 2068. New York State Farm 
Women’s Brand Preference 
Studies. 

American Agriculturist offers 
this report on a survey of farm 
women subscribers’ preferences for 
leading foods and appliances. 


No. 2069. U. S. Farm Census North- 
east Counties. 

This American Agriculturist re- 
port contains a county breakdown 
of the northeastern states show- 
ing number of farms, average 
size (acres), number of livestock, 
machinery and many other farm 
census items, 


ef ° : one. ~ a > aa a - 
| — 
o pe 

ay g Kebiee ea cabiddesemedous sevsehodesee eee Tes ‘ 

= 7 ee 

a 

oF : 

i 

‘. ) va nRTHUR E. WERT? 

ae ADVERTISING ABE 

; euicngd, ILLINOIS 

ie PLEASE RESERVE spACE NEXT ISSUE cOR IMPORTANT ANNOUNCEMENT 

=e pout Bie CHANGES IN DETROIT MARKET . EXTENSIVE DETROIT 

a | EREE PRESS RESEARCH eRouECT JUST COMPLETED was UNCOVERED 

es, 4 vQnLY-REVEALING. NEB eqcTS OF GREAT SUGNIF cance TO EVERY « 
4 MARKETING MAN CONCERNED WITH sELLING AND ADVERTISING 

ee \W DETROIT AREA - 

igs pQWELL-BAYEK ADVERT SING : 
EA | DETROIT, MICHIGAN 

rg 


F ~< 


What group of food chains 
is growing fastest ? 


. 102 of the nation’s food chains are growing 
STOP “SHOP | at an astonishing rate...and they all sell 
EVERYWOMAN’S magazine! 


Look over this list and see if you would like to increase your 
sales in any of these food chains: 


} 
| National Tea Company Wyatt Food Stores 
i 


Food Fair Stores inc. Fisher Brothers 

Loblaw inc. Lucky Stores 
Thorofare Markets Tradewell! Stores inc. 

Colonial Stores inc. Millers Super Markets 


zy EES 


These are typical of the Everywoman’s distributor chains that 
are growing so fast. For example, National Tea Company last Im 
year increased their volume from 520 million to 575 million. 
Colonial grew from 333 million to 380 in the same year. And 
Food Fair jumped from 410 million to 475 million in the same 
period. 


At every cash register in the 4,500 stores of these chains, Fs 
Everywoman’s magazine is sold to more and more shoppers 
every day! 

The products advertised in EVERYWOMAN’S are selling 
more every day too! Jack Rose of Libby, McNeill and Libby 
can tell you about the promotion he ran in EVERYWOMAN’S 
with in-store tie ins that substantially increased Libby’s sales 
not only during the promotion but afterwards! We published 
the whole story in an advertisement in these pages afew weeks Hi 
ago and we'll be glad to send you a copy. - 


Why not get more results for your products in the nation’s 
fastest growing chains. Call your Everywoman’s representa- 
tive. He’ll be glad to give you some exciting suggestions. 


ee EpDITOR’s NOTE: For a complete list of EVERY- 


. . , WOMAN'S distributor chains, just cail or write 
THE BIG NAMES in the food chain business you see here are but | of the 
* — EVERYWOMAN’S Magazine, 16 East 40th Street, 


growing list oo EVERYWOMAN’S distributor chains. New York City. We'll be glad to send it to you. 


EVERYWOMANS | 


—gets results in the fastest-growing food chains! 
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SMOKE SIGNALS from 
CHIEF OSHKOSH 


. >°" <> 
5,119 = 
‘ Oshkosh 

Women 


(14 years or over) 
Are Employed 
*Department of 


Commerce — Bureau / 
%\ of Census 


ee 
Q\ D 


Nhese Working Women Cannot™ 
Be Reached By Daytime TV 
Sell Them Through The 


WISCONSIN 


DAILY 
| SORES TERN 


Represented by \ 
Johnsen, Kent, Gavin & Sinding, inc. 


Available.Market Data—Farm 


To secure copies of data listed, 


use the handy coupons 


No. 2070. The Farm Market This 
Week. 

Farmer’s Friend, Green Bay, 
Wis., publishes this weekly report 
on the farm market outlook in 
Wisconsin, showing buying trends, 
purchasing power and develop- 
ments bearing on the economy of 
| the area. 


No. 2071. Buying Intention Survey. 

Montana Farmer-Stockman has 
| issued this report on the 1956 buy- 
|ing intentions of Montana farm) 
| families, and their intention to pur- 
chase 169 separate farm, home and 
personal items under 12 classifica-| 
tions. 


No. 2072. Where Money Grows on 
Trees. 

This illustrated brochure, pub- 
lished by American Fruit Grower, 
shows the types of fruit grown by 
growers of the country, the number 
and kinds of cars, tractors, spray- 
ers, etc., owned. It also shows the 
use habits and preferences of 
growers for spark plugs, tires, oil 
| and batteries. 


IT’S THE 


ath oy 


seavine 


wisconsin 
panm camuuies 


BIG ONE 


FOR SELLING — 


ADVERTISING LINEAGE G 
Wisconsin Agriculturist 


AINS 


1955 


1954 


No. 2073. How Do the Florida | 

Counties Rank? 

In this report by The Florida 
|Cattleman, Florida counties are 
ranked as to numbers of cattle,, 
acres of pasture, sales of livestock, 
average size of herd, etc. 


No. 2074. Farm Income Data. 
American.Farm Bureau Federa- 


Agriculture, offers this tabulation | 
‘of sources of farm income by states, 
commodities and types of farms. 


| No. 2075. Selective Market Char- 
acteristics. 

Hoard’s Dairyman has issued this 
market data showing size of milk- 
ing cow herd, ownership of silos, 
use of LP gas, frequency of tractor 
operation and ownership of tractor 
heaters. 


No. 2076. Gross Farm Income, 
1954. 
This Hoard’s Dairyman report 
shows a breakdown of gross farm 


tion in dollars and cents, and per- 
centage of total for each commodity 
group. 


| No. 2077. Hoard’s Dairyman Mas- 
titis Control Survey. 

| A study of all aspects of the 

|/mastitis problem on_ subscriber 
farms; yearly incidence, brand 
|preferences for remedies, source 
|of remedy purchase, description of 

‘treatment, control procedures, etc., 

| is contained in this report by 
| Hoard’s Dairyman. 


| No. 2078. Mechanix-on-the-Farm. 

Hoard’s Dairyman shows, here, 
characteristics of its audience— 
size of farm; livestock ownership; 
make, ownership and year of auto- 
mobiles, trucks, tractors and other 
| engines; annual automotive opera- 
| tion; brand preferences for automo- 
| tive replacements and accessories; 
|source of purchases; ownership of 
|repair shops and machine sheds; 
|repair service at farm equipment 
dealer’s. 


| No. 2079. Facts and Figures Issue. 
| Farm Implement News offers 
this Sept. 10, 1955, issue free to 
| advertisers and agencies, 50¢ a 
| copy to others. It contains produc- 
| tion figures on farm machinery by 
| classifications over a 10-year pe- 
riod, and estimates number of 
tractors and other machines on 
farms. 


2080. Arkansas Woodland 
Acreage in Farms by Counties. 
This bulletin by Arkansas Farm- 


No. 


4 KANSAS seat DISPLAY ADV. LINEAGE TREND 
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PUBLISHED BY CAPPER PUBLICATIONS— 
"LARGEST AGRICULTURAL PRESS IN THE 1€ WORLD 


tion, publisher of The Nation’s | 


income by commodities, distribu-|* 


,er contains a county breakdown of 


woodland pastured and not pas-| 
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for the farm operation. 


tured, total woodland acres on No. 2089. Prairie Farmer Market 


|farms, and total farm acreage in| 


Arkansas. 


Maps. 
Prairie Farmer has available a 
series of maps of “Prairie Farmer 


No. 2081. Are You Getting Your Land,” showing crop production, 


Share of the Arkansas Market? 


‘number of livestock and poultry, 
In addition to Arkansas Farmer | machinery on farms, silos, use of 


coverage and an outline of ’56 edi- | | fertilizer, and population by coun- 


| torial plans, this material contains 
|figures on production of cotton, 
| grains, broilers, livestock; women’s 
|buying intentions; and use in 
| Arkansas of irrigation, LP gas, 
/electricity, trucks and passenger 
| cars. 


No. 2082. Arkansas Planting and 

Harvesting Table. 

This data sheet, issued by 
Arkansas Farmer, shows months 
of ground preparation, planting 
and harvesting of barley, corn, 
cotton and many other crops in 
Arkansas. 


No. 2083. Range Feed Survey. 

As a basis for this report pre- 
pared by Nebraska Farmer, 1,000 
questionnaires were mailed to 
subscribers in 26 range counties of 
Nebraska asking about beef feed- 
ing habits and brand preferences. 


No. 2084. Irrigation Study. 
Nebraska Farmer tabulates, 
along with figures on crop pro- 
duction and farm income, the total 
land irrigated, a county inventory 
of irrigation (number of wells and 
acres irrigated), number of sprink- 
lers used, with illustrative maps. 


No. 2085. Nebraska Farm Data. 

Nebraska Farmer has two data 
sheets: one showing the state’s 
rank in livestock and principal 
crops, and the other tabulating a 
10-year record of Nebraska farm 
income—with sources of income 
broken down by crops, livestock 
and government income. 


No. 2086. Nebraska Crop Sum- 
mary. 

These data sheets by Nebraska 
Farmer show acreage, production 
and value of production of the 
state’s principal crops. 


No. 2087. 1955 Special Food Sur- 
vey. 

Nebraska Farmer has issued this 
report of a mail questionnaire sent 
to subscribers. It covers purchase 
and use of foods, and brand pref- 
erences, with emphasis on frozen 
foods and dairy products. 


No. 2088. 1956 Buying Intentions 
of Nebraska Farm Families. 
This reports a survey of farm 
families and tabulates intentions 
regarding building and remodeling, 
home conveniences and furnish- 
ings, cooking utensils, and items 


a 


| ties. 


No. 2090. Livestock Farming Is Im- 
portant Business. 

This illustrated folder, issued 
by The Breeder-Stockman, indi- 
cates the purebred livestock mar- 
ket covered by the publication. It 
includes farm value per subscriber, 
number of tractors and other ma- 
chinery per 100 farms owned by 
subscribers, and other market de- 
tails. 


No. 2091. Just Two Shakes of a 
Lamb’s Tail. 

This folder issued by the St. Jo- 
seph Stockyards Journal outlines 
the market, its buying power, and 
the publication’s coverage. 


No. 2092. Facts on the Livestock 

Market. 

National Live Stock Producer 
has issued 80-page mimeographed 
data on the $10 billion-a-year 
livestock market. It includes 
graphs, charts, tables and census 
data. 


No. 2093. Facts and Data on West- 
ern Fruit Grower. 

This presentation contains data 
on the commercial fruit growers 
of the West Coast. Crops are bro- 
ken down by acreage and by dollar 
volume, and number of western 
growers and the nature of the 
growing problems are emphasized. 


No. 2094. Market Growers Journal 
Study. 

This study is based on a 3,200- 
questionnaire mailing to the large 
commercial vegetable growers 
throughout the country. It includes 
information on acreage, irrigation, 
motorized equipment, crop popu- 
larity, packaging and marketing. 
Published by Market Growers 
Journal. 


No. 2095. The World’s Largest 
Rural Youth Group. 

National 4-H News has published 
this material which includes sta- 
tistical information on the 4-H 
group; who joins 4-H; project ac- 
tivity; information on meetings, 
demonstrations and achievements; 
highlights of the 4-H year, and 
typical annual accomplishments 
of 4-H boys and girls. 


No. 2096. Southern Farm Pro- 
duction Changes Affect Iowa. 
Iowa Farm Bureau Spokesman 

has issued this report on what’s 
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. a a foolproof process for making 
home-product sales. It takes people who 
are at the point of change about something 
in their homes ... exposes them month 
after month to the catalytic action of the 
home ideas that make up The American 
Home. Quickly, certainly, they’re converted 


to people at the point of sale. 


The American Home activates over 
3,000,000 families every month. What a 


solution for your home product! 


becomes 
Point of Sale 


when you're in 


Ge 


Wt 7 29 new major national advertisers so far this year 
; picked The American Home for sure sales reaction! 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


happening in southern agriculture 
and its effect on lowa’s farmers. 


Two newsmen from this paper) 


visited 10 southern states, inter- 
viewing cotton, tobacco, wheat, rice 
and livestock farmers. The effects 
of rigid price supports and di- 
verted acres are discussed. 


No. 2097. These are the Facts About 
Kentucky-Tennessee Agricul- 
ture. 


Agricultural statistics covering | 


crops, livestock, expenditures, pur- 
chases, equipment owned, and a 


planting and harvesting table are | 


included in this booklet issued by 


the Kentucky-Tennessee State 
Farm Paper Unit. 


No. 2098. Feed Use in the 21 

Eastern States. 

This folder contains a_ state 
breakdown of the number of cows, 
cattle, layers, broilers, turkeys and 
swine and the feed consumed by 
them. Published by Eastern Feed 
Merchant. 


No. 2099. Principal Kinds of Feeds 
Consumed by Livestock in the 
21 Eastern States. 

In this data sheet, Eastern Feed 

Merchant lists principal kinds of 


feed consumed by livestock in the 
21 eastern states. It shows amount 
of formula feeds consumed, data 
|on concentrates, the use of con- 
centrates in proportion to hay and 
pasture in the East. 


| 

|No. 2100. Reader Surveys. 

| Eastern Feed Merchant has a 
| series of five state reader surveys 
|of feed manufacturers and retail- 
ers, defining operations, indicat- 
ing milling equipment, products 
handled, etc. They are: No. 4, New 
York; No. 5, Delaware; No. 6, 
Maryland; No. 7 Virginia, and No. 
8, West Virginia. 


No. 2101. Broiler Production and 
Income in 17 Eastern States. 
State-by-state listing in this data 
sheet shows broilers and pounds 


¢ + Ee € ieee eS See ee ee: 
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produced, price per pound and! eastern states. Published by East- 

gross income from broilers in 17, ern Feed Merchant. 

eastern states in 1954. Figures . 

were released by USDA-AMS in| No. 2104. The Commercial Poultry 

April, ’55. Published by Eastern) Market. ‘ : 

Breeder & Broiler Grower. | A comprehensive analysis of the 
| commercial poultry industry, con- 


| No. 2102. Licensed Feed Manu- | taining breakdown information on 


facturers in 21 Eastern States. the number of poultry farms ac- 

Eastern Feed Merchant offers cording to all eastern regions and 
this state breakdown of home-| states. It also contains results of 
state and out-of-state manufac- | a reader survey, tracing buying 
turers (those shipping feeds and|power and buying habits. Pub- 
ingredients into the state) for 21 lished by The Poultryman. 


|eastern states. 


| No. 2105. Automotive Market in 

No. 2103. Formula Feed Produc-| the Pacific Slope Farm Market. 
tion and Consumption in 21| An analysis of the automotive 
Eastern States. market among Crow Trio subscrib- 
This data consists of a state|¢ts—Farm Management, West- 
breakdown of formula feed pro- |©™” Livestock Journal and Western 


duction and consumption in 21 Dairy Journal. It presents com- 
parisons with census and U.S. De- 


|partment of Agriculture data, and 
Studies consumption of petroleum 
|products and ownership of auto- 
|motive equipment based on survey 
response. Issued by Nelson R. 
Crow Publications Inc. 


No. 2106. Farm Office Management. 
A study of farm office methods 
and a survey of office equipment 
used in offices of business-farmer 
subscribers. It includes important 
| data on the size and scale of sub- 
scribers’ farming operations. Pub- 
lished by Farm Management. 


No. 2107. First in Reader Response. 

| This is a market analysis and 
| coverage report, issued by Texas 
Ranch and Farm. 


|No. 2108. Indiana—the Double 

Dollars’ Farm Market. 

Indiana Farmer’s Guide has pub- 
jlished this data on Indiana farm 
| population, income, crops, poultry 
and livestock. It includes use of 
Pemes and irrigation in Indiana. 
|No. 2109. 1956 Buying Intentions 

Survey of Colorado Rancher 

and Farmer Homes. 

Sales potentials for 235 items 
jand_ services which Colorado 
Rancher and Farmer families 
intend to buy, including farm 
|machinery, automotive equipment, 
|agricultural chemicals, building 
|material, insurance, petroleum 
products, irrigation equipment, etc. 


|No. 2110. Colorado Rancher and 
Farmer Market Data. 

Colorado Rancher and Farmer 
has a series of 18 data sheets as 
follows: Denver Union Stock Yard 

receipts and shipments by 


Co. 
LIKE CALIFORNIA WITHOUT Si itera 


THE BILLION DOLLAR, 
VALLEY OF THE BEES 


¥ MORE BUYING POWER HERE 
THAN IN ALL OF COLORADO* 


¥ NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS 


Take a look at the brands making real headway in California. 
You’ll find the leaders have hefty backing in the inland mar- 
ket. They use strong schedules in this self-contained area’s 
favorite newspapers, the three Bee newspapers. Together, 
these three newspapers give you coverage in depth of inland 


California. 


* Sales Management’s 1955 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O’MARA & ORMSBEE 


or 7 iby types; 


rigated land; Colorado’s rank in 
agriculture; irrigation summary; 
leading feed expenditure counties 
‘in Colorado; 10-year record, 
|Colorado cash farm income, cash 
|receipts; crops, acreage and pro- 
duction; feed purchases for live- 
stock and poultry; Colorado farms 
equipment on farms; 
monthly table of farm activities; 
| irrigation development; number, 


e THE SACRAMENTO BEE | area and average size of farms and 
© THE MODESTO BEE 
@ THE FRESNO 


| cropland; types of irrigation wells, 
pumps and engines; tonnage of 
| commercial fertilizer sold; live- 
stock slaughtered in Colorado, 
‘shown by months; and television 
coverage of Colorado farms, 1954 
| Census. 


No. 2111. Your Farm Market. 

Implement & Tractor offers a 
54-page reprint of the latest farm 
census data, published in a series 
of reports. It includes state totals 
for number of commercial farms, 
irrigated acres, farms reporting 
electricity and piped running wa- 
ter, number of autos, trucks and 
farm machinery, progress of mech- 
anization, production and sales of 
farm equipment and a wealth of 
further details. 


No. 2112. Pulse. 

This monthly data sheet gives 
industry index figures, tractor pro- 
duction, retail sales, farm income, 
and outlook for farm equipment 
sales. Published by Implement & 
Tractor, 
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No. 2113. The 1&T Product File. 
Implement & Tractor gives data 
on all types of farm equipment; 
manufacturers of each product; 
data on parts; and a directory of 
manufacturers’ agents and jobbers. 


No. 2114. Implement & Tractor 

Market and Media File. 

This file folder contains market 
information on the farm equip- 
ment field and media data on 
Implement & Tractor. 


No. 2115. Ownership Reports. 


The research department of 
Capper Publications Inc. has is- 
sued a series of graphic presenta- 
tions of ownership per thousand 
homes for the U.S. compared to 
Capper’s Farmer subscribers. They 
cover food freezers, electric heat- 
ing pads, electric food mixers, 
electric ranges, electric toasters and 
vacuum cleaners. 


No. 2116. The Subscribers to Cap- 
per’s Farmer Report on Auto- 
motive Equipment and Supplies. 

This is an extensive study of 

automotive equipment and sup- 
plies reported by subscribers to 
Capper’s Farmer. Details about 
ownership, year model, year of 
purchase, new or used, repairs, 
etc., are included for autos, trucks, 
tractors, stationary or mounted en- 
gines and power lawn mowers. It 
includes information on use of LP 
gas. Issued by the research de- 
partment of Capper Publications. 


No. 2117. Farm Consumption of 
Fuels, 1953. 

The research department of Cap- 
per Publications has issued (for 
Capper’s Farmer) three reports on 
1953 consumption of fuels: (1) 
motor fuels; (2) liquid petroleum 
fuels other than motor fuels; and 
(3) LP gas. Figures are shown for 
state and standard geographic di- 
visions. 


No. 2118. Machinery on Farms, Jan. 
1, 1954. 

Issued for Capper’s Farmer are 
six reports covering machinery on 
farms, Jan. 1, 1954. They show re- 
gional and state figures for power 
lawn mowers, chain saws, mounted 
and stationary internal combustion 
engines, self propelled machines, 
side delivery rakes, and mowers. 


No. 2119. Animals and Poultry on 
Farms, Jan. 1, 1955. 

Shown for state and geographic 
divisions are figures in five reports 
covering cattle, sheep, chickens, 
hogs, and horses and mules on 
farms as of Jan. 1, 1955. Prepared 
by the research department of Cap- 
per Publications for Capper’s 
Farmer. 


No. 2120. 1954 Farm Market Data. 

Capper Publications (for Cap- 
per’s Farmer) prepared a series 
of about 32 reports showing 1954 
state and regional figures on farms 
and ownership. They cover cattle, 
poultry and feed; machinery, autos 
and trucks; commercial and dairy 
farms; farms on power lines; farms 
with telephones and many other 


details. 
| 
No. 2121. Hybrid Corn (Acres 
Planted), 1955 
This four-page folder provides 
a tabulation by states and geo- 
graphic divisions of acres of hy-| 
brid corn and all corn planted. Pre- | 
pared by the research department 
of Capper Publications for Capper’s 

Farmer. 


No. 2122. Tractor Moldboard Plows 
on Farms, Jan. 1, 1955. 
Capper’s Farmer has a state and 
standard geographic division tab-| 
ulation showing the number of 
tractor moldboard plows on farms 
and the number per 1,000 farms. | 
Issued by the research department 
of Capper Publications. 


No. 2123. 1956 Buying Intentions of ' 


ana: 


Farm Families in Minnesota. 

This four-page fact brochure 
covers buying intentions of Min- 
nesota farmers for 1956 in such 
categories as building new homes 
or adding rooms or remodeling, 
furniture and equipment, 
ances, cooking utensils, plumbing 
and heating, autos and tractor 
equipment, family vacations, and 
new field equipment. It is pub- 
lished by The Farmer. 


No. 2124. Hybrid Corn Survey. 

This booklet is based on a survey 
made among The Farmer sub- 
secribers in the commercial corn 
counties of Minnesota and South 
Dakota. Questions covered how 
many acres of hybrid corn were 
planted in the fall and the number 
of different brands of seed corn | 
used. 


No. 2125. 1956 Business Poll of|and the kind of seed planted and | 


3,219 Retail Dealers in the 
Upper Midwest. 
This is The Farmer’s second an- | 


appli- | 


retailers asking them what per-| 
centage of their sales are to farm 


| what they expect their farm-fam- 

ilies sales to be like during 1956. 
|Retailers include those 
hardware, lumber, furniture, ap- 
| pliances, automobiles and motor 
| trucks. 


No. 2126. A Mail Survey on the 
Use of Anti-Freeze. 

This survey delves into the 
types and amounts of anti-freeze 
used by The Farmer subscribers 
and also the brands used as well 
as the kind of outlet at which the 
anti-freeze is bought. 


No. 2127. A Mail Survey on Alfal- 
| fa Seed. 

The Farmer subscribers were 
polled by mail to discover the acre- 
age they devote to growing alfalfa | 


brand. The survey also covered 
| any brand switching and the rea- 
son why. 


nual business poll of Minnesota, | 
North Dakota and South Dakota No. 2128. A Mail Survey on Lin-|ing through graphs, maps, charts,|of licenses issued. 


selling | 
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Available Market Data—Farm 


families and to town families and 10 secure copies of data listed, use the handy coupons 


| seed Meal. 

Farmers were asked if they fed 
their animals linseed meal and 
which animals received this diet. 
Also, they were asked whether 
they bought mixed or prepared 
feed and how they fed it, etc. The 
survey was conducted by The 
Farmer among its subscribers. 


No. 2129. A Mail Survey on Com- 
mercial Glass Cleaners. 

Farm families were polled by 
mail on whether they used a com- | 
mercial glass cleaner and if so 
what kind (liquid, wax, cream, 
spray) and what brand. Also, they 
| were questioned on what purposes | 
| they used it for. The survey was 
| made by The Farmer. 


|No. 2130. Irrigation on Farms—| 
Michigan, Pennsylvania, Ohio. 
This is a 92-page book prepared 
by Capper-Harman-Slocum show- 


| Capper-Harman-Slocum 


tables, and quotations the growth 
of irrigation in the Midwest. It in- 
cludes figures from the new 1954 
census of agriculture’s preliminary 
reports. State figures on irrigated 
acreage for all midwestern states 
are shown along with county 
breakdowns on irrigated acreage 
and all crops which are most fre- 
quently irrigated in Ohio, Michi- 
gan and Pennsylvania. 


No. 2131. Hunting Licenses Issued 
in U.S.A.—1955. 

This is a map of the U.S. show- 
ing the rank of various states and 
number of hunting licenses issued. 
It is prepared by Capper-Harman- 
Slocum. 


No. 2132. Fishing Licenses Issued 
in U.S.A.—1955. 
This is a map prepared by 
showing 
rank of various states and number 
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Dyersburg Families 


With CAPS! 


*1950 Census 


***A.B.C, 


County Seat—Dyer County 
78 miles from Memphis 


Number of families 


Effective buying income 


$15,145,000** 


Combined 
Daily Circulation 


.0%*** 


Sunday 


69. 


Number Five of a Series Reflecting 
the Economy of the Mid-South. 


3,083* 


Retail sales in five classifications 


$12,700,000** 


COVERAGE 


5%"** 


**Sales Management Survey of Buying Power 


Memphis—the nation's tenth wholesale market—is an aggregate of many centers of buy- 


ing of which Dyersburg, Tennessee, is typical. 


In this thriving, bustling market of the Mid-South's economic empire, CAPS gives an 


advertiser effective sales-making circulation that blankets family buying. You get Mem- 


phis and more—much more—when you put it in CAPS. 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE Aa se” MEMPHIS = = 


SCRIPPS-HOWARD NEWSPAPERS 
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No. 2133. Graphic Highlights from 
the Pennsylvania Farm Petro- 


TO OBTAIN MARKET DATA USE THIS COUPON Gas Sea weineten he wie 


important information from a com- 


Readers’ Service Dept., ADVERTISING AGE |prehensive  petreloum-cutemotive 


survey published in graphic form. 

This 36-page book, produced by 
200 E. Illinois St., Chicago 11, Ill. jg = dE agra 
up entirely of charts and graphs. It 
Please send me the following market data (insert number of each item wanted): shows such information as makes 
of automobiles, tractors and trucks 
owned by farmers, brands of fuel 
and motor oil used, amount of fuel 
and lubricants used, heating facili- 
ties in farm homes, etc. 


No. 2134. Crop Summaries—Mich- 
igan. 

This is a week-by-week calen- 
dar for such activities as prepar- 
ing ground, planting or seeding, 
cultivating, harvesting, etc. It was 
prepared from releases of the 
Michigan department of agricul- 
ture by Capper-Harman-Slocum. 


No. 2135. Crop Summaries—Penn- 
sylvania. 


This is a week-by-week calen- 


That must be young Beasley. I hear he’s been the fair-haired boy 
at B.B.O. & D. ever since he got up in a meeting and said, 
‘Gentlemen, things have changed in Cincinnati,’"’* 


*THE RUNAWAY NO. 1 DAILY NEWSPAPER 
CINCINNATI ENQUIRER. No.1 in City 
No.l in Retail Display linage. 
name-it (including Total Advert 
Automotive Display and, 


IN CINCINNATI IS NOW THE 
Zone Circulation... 
No.l in just about you- 
ising, Total Display, 

of course, Total Circulation), 


—__| 


Solid Cincinnati reads the CINCINNATI ENQUIRER © Represented by Moloney, Regan & Schmitt, Inc. 


Advertising Age, May 7, 1956 


\dar for such activities as prepar- 


ing ground, planting or seeding, 
cultivating, harvesting, etc. It is 
prepared by Capper-Harman- 
Slocum from releases of the Penn- 
sylvania department of agricul- 
ture. 


No. 2136. Principal Ohio Farm 

Crops and Their Culture. 

This collection of sheets covers 
over 40 crops with respect to 
weight per bushel, planting dates 
in southern Ohio and northern 
Ohio, and seed need per acre 
planted. It is produced by Capper- 
Harman-Slocum. 


No. 2137. Planting Dates for Ohio. 

These sheets prepared by Cap- 
per-Harman-Slocum give 1955 
acreage and planting dates for 32 
Ohio crops. 


No. 2138. Data from 1954 Census 
of Agriculture, Preliminary Re- 
ports. 

This is a continuing series of 
sheets prepared in looseleaf form 
by Capper-Harman-Slocum for use 
until final census material is pub- 
lished. It covers all classes of live- 
stock on farms for the U.S. and by 
county for Ohio, Michigan and 
Pennsylvania now available. Oth- 
er subjects are on the press. 


No. 2139. The Ohio Farm Petrole- 
um Market. 

This is a survey of Ohio Farmer 
readers on make and year of their 
cars, tractors and trucks. Also in- 
cluded is information on brands 
and amounts of motor fuels, lubri- 
cants, etc., and about heating 
equipment, size of farm, etc. This 
75-page book is produced by 
Capper-Harman-Slocum in coop- 
eration with the American Petrol- 
eum Institute. 


No. 2140. The Michigan Farm 
Petroleum Market. 

Michigan Farmer subscribers 
were surveyed on make and year 
of their cars, tractors and trucks 
to make up this 75-page report 
prepared by Capper-Harman-Slo- 
cum in cooperation with the Amer- 
ican Petroleum Institute. It also 
contains information on brands 
and amounts of motor fuels, lubri- 
cants, buying habits, etc., as well 
as information about heating 
equipment, size of farm, etc. 


No. 2141. The Pennsylvania Farm 
Petroleum Market. 

This is a comprehensive survey 
by Pennsylvania Farmer of its 
readers on make and year of their 
cars, tractors and trucks. Other in- 
formation included covers brands 
and amounts of motor fuels, lubri- 
cants, buying habits, etc., plus 
data on heating equipment and size 
of farm. This 75-page study was 
prepared in cooperation with the 
American Petroleum Institute. 


No. 2142. Ohio Feed Dealers—1955- 
56. 

This is a 24-page booklet listing 
feed dealers in Ohio by counties. 
It is published by Capper-Harman- 
Slocum. 


No. 2143. Pennsylvania Feed § 
Dealers—1955-56. 

Feed dealers in Pennsylvania are 
listed by counties in this 24-page 
booklet issued by Capper-Harman- 
Slocum. ; 


No. 2144. Michigan Feed Dealers— 7 
1955-56. 
This 24-page booklet issued by ™ 
Capper-Harman-Slocum lists feed 
dealers in Michigan by counties. 


No. 2145. Ohio Farm Equipment 7 
Dealers—1955-56. 
This is a brochure of approxi- 

mately 25 pages listing farm equip- 

ment dealers in Ohio by county. 

The brochure was prepared by 

Capper-Harman-Slocum. 


No. 2146. Michigan Farm Equip- 
ment Dealers—1955-56. 
Capper-Harman-Slocum has pre- 
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If you have a say in the way a product is packaged... 


Styron 


can make you a hero 


Put yourself in these well-polished shoes for a moment. Like this gentleman, 
you have your choice of Styron® plastic containers. And like him, you may have 
some products that could use some sales help. Make great things happen by 
packaging those products in Styron! 

Styron plastic containers offer protection in rigid packing, shipping and display. 
They're printable or ready for your label. They come either transparent or 
opaque, in hundreds of stock or custom-made sizes. They're proved point-of- 
sale eye-catchers. And as for merchandising power, there’s nothing like them 
on the market! 

Put your products on display in Styron ame containers. Send for the free 
forty-eight page Styron catalog of packages. Sales records prove it’s the 
best way to head yourself toward faster sales and profits. THE DOW CHEMICAL 
company, Midland, Michigan. 


you can depend on DOW_PLASTICS 


Look into Styron 
plastic containers . . 


your customers will 


THE DOW CHEMICAL COMPANY 
Plastics Sales Dept. PL437M. 
Midland, Michigan 


Gentlemen: Please rush your free catalog of Styron 
plastic containers. 


Name Title 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


pages listing farm 
dealers in Michigan by county. 


pared this brochure of about 25, No. 
equipment 


2147. Pennsylvania 
Equipment Dealers—1955-56. 
Farm equipment dealers 


Farm No. 2148. Hybrid Seed Corn 


in 


Fort Wayne is one of the na- 
tion’s highest ranking test cities 
and the only market in the Mid- 
West where you can check each 
test at NO EXTRA COST. 

The Monthly Grocery & Drug 
Inventory measures sales and 
distribution of 900 brands in 50 
classifications. Reports issued 
every 26 days. Write for details. 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News-Sentinel * THE JouRNAL-GAZETTE 


TRY HOOSIER HOSPITALITY 


FORT WAYNE WELCOMES TESTS 


PARTIAL LIST OF 1955 TESTS 


Big Top Peanut Butter 
Birdseye Frozen Dinners 
Knox Gelatine 

Star-Kist 
Kan-Kil 
Anacin 
Whirl 
Vigoro 
Tiz 


FORT WAYNE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


Pennsylvania are listed by county 
in this 25-page booklet issued by 
Capper-Harman-Slocum. 


in 
Ohio. 

This is a survey showing brands 
|of corn planted by Ohio Farmer 
|readers, with the time usual seed 
|orders are placed given and size 


| of usual orders for seed corn. 


No. 2149. Garden Tractors and 
Power Lawn Mowers in Ohio- 
Pennsylvania-Michigan. 


available of statistical information 
by county concerning crop pro- 
duction, size of farms, animals on 
farms, equipment on farms, etc. 
It is compiled from final agricul- 
tural census reports and from 
other sources by Capper-Harman- 
Slocum. 


No. 2151. The Ohio Farm Market. 

Capper-Harman-Slocum has pre- 
pared this looseleaf publication 
of statistical information by county 
concerning crop production, size of 
farms, animals on farms, equip- 


rae ~ oe eas a See 


Advertising Age, May 7, 1956 


of Farm Families in Wisconsin. 

A report on buying plans of 
Wisconsin farm families for this 
year, showing how many will buy 
each of several hundred items list- 
ed, and a projection to show the 
total market in Wisconsin for each 
of the items listed. Published by 
| Wisconsin Agriculturist & Farm- 
| er. 


| No. 2308. Anti-Freeze Survey. 
This booklet shows the percent- 

|age of Wisconsin farmers buying 

| anti-freeze, the type, quantity and 


| This booklet shows ownership|ment on farms, etc., with pages| brand purchased and the source of 


|by make, type, etc., of garden 
|tractors and power lawn mowers 
‘among farmers in Ohio, Pennsyl- 
vania and Michigan. It also in- 
cludes buying intentions and a U.S. 
map showing garden tractor own- 
jon on farms as of July 1, 1955. 
|It was prepared by 
'Harman-Slocum. 


No. 2150. The Michigan Farm Mar- 
ket. 
This is a loose-leaf continuing 
publication with pages added as 


published by 
VISION Incorporated 


ere’s the core of a business empire. The 

men on this one floor control sugar mills 

and refineries, a candy factory, cattle ranches 

and a hotel. They spend over a million a year 
for machinery imports alone. 


The man in Room 902 holds the purse strings 
to a private fortune estimated at $30,000,000. 
He is as interested in current events and 
business developments as your customers in 
Milwaukee, but he’s a born-and-bred Latin 
American, and speaks Spanish, of course. 


Latin America’s Executive Newsmagazines 


60 WEST 55 STREET, NEW YORK 19, N. Y. 


there's 
a 
million 
dollars 
in 
orders 
behind 
this 
sign... 


io 
ay 


You know how your ads in Time, U.S. News, 
Business Week or Fortune cut down sales re- 
sistance in Detroit, Muncie and Peoria. You 
can get to Hernando Caicedo in Cali, Colom- 
bia—and men like him all over Latin America— 
in the same way through Ais newsmagazine. 


Next time you’re in Cali—or Caracas, or Sao 
Paulo—talk magazines with the local entre- 
preneurs. You'll find they rely on Visién. And 
you'll reach common ground fast when your 
product is advertised in. . . 


ae [Fs ~ 


Capper- | 


added as available. It is compiled 
from final agricultural census re- 
| ports and from other sources by 
Capper-Harman-Slocum. 


No. 2152. The Pennsylvania Farm 

Market. 

Statistical information by county 
on crop production size of farms, 
animals on farms, equipment on 
farms in the Pennsylvania market 
is contained in this looseleaf pub- 
lication issued by Capper-Harman- 
Slocum. Data is compiled from 
final agricultural census reports 
and other sources and data is add- 
ed as it is available. 


| No. 2300. Automobile Insurance 

Survey (Wisconsin). 

This study lists results of a mail 
survey made among Wisconsin 
|farmers to determine the type of 
| car insurance owned and the com- 
pany the policy is with. Published 
by Wisconsin Agriculturist & Farm- 
er. 


No. 2301. Car Insurance Survey 
(lowa). 

This booklet, issued by Wallaces’ 
Farmer & Iowa Homestead, con- 
tains results of a mail survey tak- 
en among Iowa farmers to deter- 
mine what kind of car insurance 
they own and what companies in- 
sure them. 


No. 2302. Fire, Lightning and Ex- 
tended Coverage Insurance 
Survey (Wisconsin). 

A study of Wisconsin farmers 
which shows the number owning 


purchase. Issued by Wisconsin 


Agriculturist & Farmer. 


| No. 2309. Livestock Salt Survey. 

A pamphlet containing informa- 
tion on how many Wisconsin farm- 
ers feed livestock salt to their 
cattle and calves, as well as the 
type, brand and quantity of salt 
fed. Wisconsin Agriculturist & 
Farmer is the publisher. 


No. 2310. Trace Mineral Salt Sur- 
vey. 

A survey made among Wiscon- 
sin feed and grain dealers to ob- 
tain data on their sales experience 
with trace mineral salt and the 
use of it by Wisconsin farmers. 
Compiled by Wisconsin Agricul- 
turist & Farmer. 


|No. 2311. Wisconsin 1955 Planted 
Acreage of Corn and Hay by 
Townships and Counties. 

A report, broken down by town- 
ships and counties, showing the 
number of farms and the planted 
acreage of corn, clover, and timo- 
thy hay mixture, alfalfa hay and 
mixtures and other tame hay. Is- 
sued by Wisconsin Agriculturist & 
Farmer. 


| No. 2312. Wisconsin Crop Produc- 
tion. 

A series of eight reports show- 
| ing the acreage, yield and produc- 
| tion of clover, timothy hay, alfalfa 
| hay, barley, oats, rye, wheat, soy- 

beans and corn in Wisconsin eoun- 
ties in 1954. Wisconsin Agricultur- 
ist & Farmer is publisher. 


the above types of insurance, what | 


buildings are insured, amount of 


coverage and the insurance com-| 
panies that write the policies. | 


} 


| Wisconsin Agriculturist & Farm- 
|er is the publisher. 


| No. 2303. Hospitalization, Surgical, 
Health & Accident Insurance 
Survey. 
Data on how many Wisconsin 
farmers own the above types of 
insurance, when policies were 


bought and from whom and the) 


insurance companies that handle 
the policies. The booklet was pub- 
|lished by Wisconsin Agriculturist 
& Farmer. 


No. 2304. Fire, Lightning & Ex- 
tended Coverage Insurance 
Study (Iowa). 

A booklet containing results of 
a mail survey taken among Iowa 
farmers to determine how many 
own the above types of insur- 
ance, what buildings are insured, 
amount of coverage and insurance 
companies preferred. Compiled by 
Wallaces’ Farmer & Iowa Home- 
stead. 


No. 2305. Wisconsin Life Insur- 
ance Survey. 

This booklet contains informa- 
tion on the number of Wisconsin 
farm people who own life insur- 
ance, amount of insurance, when 
purchased and what companies 
insure them. Issued by Wisconsin 
Agriculturist & Farmer. 


No. 2306. Automotive Repair Sur- 
vey. 

This study, conducted and pub- 
lished by Wisconsin Agriculturist 
& Farmer, deals with the amount 
of repair work done by Wisconsin 
farmers on their own automotive 
and mechanical equipment. 


No. 2307. 1956 Buying Intentions 


|No. 2313. Wisconsin Dairy Cattle 

Feed Survey. 

This booklet shows the size of 
dairy herds, when cows freshen, 
feeds fed to dairy cattle and calves, 
where and how purchased and 
|other information. Issued by Wis- 


consin Agriculturist & Farmer, 
this survey is the second of a 
| series. 


No. 2314. Wisconsin Chicken Feed 

Study. 

Second in a series of chicken 
|feed surveys, showing types of 
chicks purchased, size of flocks, 
'types of feed used, quantities of 
|feeds purchased, and where and 
| how purchased. Compiled by Wis- 
'consin Agriculturist & Farmer. 


No. 2315. Pig and Hog Feed Sur- 
vey (Wisconsin). 

A complete report on Wisconsin 
farmers’ pig and hog feeding prac- 
tices. It shows types of feeds used, 
stages at which fed, feeding plans 

| for 1955, and where and how feeds 
lare bought. Issued by Wisconsin 
Agriculturist & Farmer, this is the 
| second of a series. 

2316. Commercial Fertilizer 

Survey (Wisconsin). 

Data on the use of commercial 
| fertilizer in 1954 and plans to use 
|in 1955, including information on 
types of fertilizer used, where pur- 
chased, what crops used on, quan- 
tities used, and how and when 
japplied. Compiled by Wisconsin 
| Agriculturist & Farmer. 


| No. 


| No. 2317. Beef & Dairy Cattle Feed 

Survey (Iowa). 

Second in a series of beef and 
dairy cattle feed surveys, showing 
| kinds of feeds, when and how fed, 
|/and where and how purchased. 
|Published by Wallaces’ Farmer & 
Iowa Homestead. 
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Advertising Age, May 7, 1956 


No. 2318. Hospitalization, Surgi- 
cal, Health & Accident Insur- 
ance Study (Iowa). 

This booklet contains data on 
the percentage of Iowa farm fam- 
ilies that own the above types of 
insurance, when policies were 
bought and from what companies. 
Issued by Wallaces’ Farmer & 
Iowa Homestead. 


No. 2319. Harvested Acreage of 
Hay and Other Crops in Iowa 
for 1954. 

Two reports showing the har- 
vested acreage of all the different 
types of hay crops, plus some of 
the small grain crops in Iowa for 
1954. Published by Wallaces’ 
Farmer & Iowa Homestead. 


No. 2320. Life Insurance Survey 
(Iowa). 

Information on the life insur- 
ance owned by Iowa farm families, 
how much, when bought and from 
what insurance companies. Issued | 
by Wallaces’ Farmer & Iowa! 
Homestead. 


No. 2321. Automotive Repair Sur-| 
vey (Iowa). 

This study discloses the amount | 
of repair work done by Iowa farm- 
ers on their own automotive and 
mechanical equipment. Published 
by Wallaces’ Farmer & Iowa 
Homestead. 

| 
No. 2322. 1956 Buying Intentions | 
of Farm Families in Iowa. 

A report on buying plans of 
Iowa farmers this year. It shows 
the number of farmers who will | 
buy each of several hundred items; 
and a projection to show the total | 
market in Iowa for each of the 
items listed. Issued by Wallaces’ 
Farmer & Iowa Homestead. 


No. 2323. Anti-Freeze Survey 
(Iowa). 

This study shows how many 
Iowa farmers buy anti-freeze, the 
type, quantity and brand pur- 
chased and the source of purchase. | 
Issued by Wallaces’ Farmer &) 
Iowa Homestead. 


No. 2324. lowa 1954 Corn, Oats and 
Soybeans Production. 

A series of three reports, bro- 
ken down by counties, showing the 
1954 acreage, yield and production 
of corn, oats and soybeans in Iowa. 
Compiled by Wallaces’ Farmer & 
Iowa Homestead. 


No. 2325. Iowa Chicken Feed Sur- 
vey. 

This is the second in a series of 
chicken feed surveys, taken among 
Iowa farmers, showing type of, 
chicks bought, size of flocks, types) 
of feeds used, quantities of feeds | 
purchased and where purchased. 
Published by Wallaces’ Farmer & 
Iowa Homestead. 


No. 2326. 1954 lowa Corn and Hay | 
Acreage Survey. 
A report showing the number of 
farms and the harvested acreage of 
corn, all hay and alfalfa hay in| 
Iowa in 1953. Broken down by 
township and counties. Issued by 
Wallaces’ Farmer & Iowa Home-| 
stead. 


No. 2327. Iowa Pig and Hog Feed | 
Survey. | 

A complete report on Iowa 
farmers’ pig and hog feeding prac- 
tices. It shows types of feeds used, 
stages at which fed, feeding plans 
for 1955 and where and how feeds | 
are purchased. This survey, the 
second in a series, was compiled 
»y Wallaces’ Farmer & Iowa Home- 
stead. 

| 
No. 2328. Commercial Fertilizer 
Survey (Iowa). 

A report on the use of fertilizer | 
on Iowa farms in 1954, types used, | 
crops used on, quantities used, 
where purchased and how and 
when applied. Publisher is Wal- 
laces’ Farmer & lowa Homestead. | 


SOON TO BE PUBLISHED 


No. 2200. A Baking Survey of | 
Minnesota and Dakota Farm) Sept. 15 by Capper-Harman-Slo- | 


Homes. 

Due to be published about June 
1, this is a baking survey conducted 
among 1,085 Minnesota and Dakota 
farm homes. It covers the baking 
habits of farm women and will 
give in detail the amount and 
brands of flour, yeast, baking mix- 
es and bread which Upper Midwest 
farm women purchase and use. It 
will be issued by The Farmer. 


No. 2201. An Insurance Survey 

Among Minnesota Farm Homes. 

This is an insurance survey made 
among 1,086 Minnesota farm 
homes. It covers all types of in- 
surance, including life, health and 
accident, automobile, fire, and hos- 
pitalization insurance. It will tell 
the amounts of insurance carried 
and the companies from whom the 
policies have been purchased. The 
Farmer will issue it in the near 
future. 


No. 2202. Graphic Highlights from 


109 
' the Ohio Farm Petroleum Mar- 


Available Market Data—Farm 


ket. 
This 36-page book, to be put out | To secure copies of data listed, use the handy coupons 


ill carry infor i oe 
cum, will y mation from a} lished by Capper-Harman-Slocum. | 


| comprehensive petroleum-automo- 1954. 


: ° : . The number of farms reporting 
a ee a oe | No. 2204. Fertilizer Consumption | artificial ponds and reservoirs and 
| of charts and graphs. It will show| 2°!” |the number of artificial ponds and 
| such information as makes of auto- | This is a U.S. map showing 1945| reservoirs on farms in each state 
| mobiles. tractors, and trucks owned | onnase and 1955 tonnage and the | and nine standard geographic d'- 
by farmers brands of mater fuel increase shown as a percentage and | visions will be listed in a four-page 

: as tonnage of fertilizer consump-/| folder to be published in June by 


and oil used, amount of fuel and|,. : ries hie 
|lubricants used, heating fnellllies| owen s. Shesenace tino SOD Sy ener Peleetene. 


|in farm homes, etc. | 
|No. 2207. Farms Reporting Im- 


No. 2203. Graphic Highlights from No. 2205. Soybeans (Acreage Har- | proved Pasture, 1954. 
the Michigan Farm Petroleum | vested for Beans), 1954. A folder containing data on the 
Market. A data folder showing acres of number of farms reporting im- 
To be published on July 15, this | Soybeans, harvested and soybean | proved pasture and acres of im- 
booklet will carry information on production in bushels will be is-| proved pasture on farms will be 
the petroleum-automotive market | Sued for Capper’s Farmer in June.| published in June for Capper’s 
among Michigan farmers. It wil] | Data will be tabulated for each | Farmer. The data will be tabulated 
/be completely in chart and graph | State and standard geographic di-|for each state and standard geo- 
form, and will show makes of auto-| Visions. It will be compiled by the | graphic divisions. 
| mobiles, tractors and trucks owned |research department of Capper | 
‘by farmers, brands of motor fuel | Publications. |'No. 2208. Farms Reporting Crop- 
and oil used, amount of fuel and| | land Used for Grain or Row 
lubricants used, heating facilities) No. 2206. Farms Reporting Arti-| Crops Farmed on Contour, 1954. 
in farm homes, etc. It will be pub-| _ficial Ponds and Reservoirs,, The number of farms reporting 


they Buy More because they Have More! 


@ Here’s a market where people really back up their enthu- 


> It’s Bic . . . over 600,000 population. 


siasms! That’s because they can afford to let themselves 


go, like our home-gardener friend above. That’s why, for 
example, General Merchandise Sales in Indianapolis are 
66.9% above the national average.* 

Not only is Indianapolis a richer and readier market for 
the things you have to sell, but its other important advan- 


tages make it a “must” 
of the Midwest! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Consumer Income Supplement, 1954, Standard Rate & Data Service 


THE INDIANAPOLIS STAR 


> It’s Streapy . . . unsurpassed for diversification and 
balance of industry and agriculture. 


> It’s Easity Reacuen .. . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 


on any list... the Magic Market Write for complete market data today. 
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Abraham Lincoln Sold Something Here! 


This is Gettysburg, Pa., where Abraham Lincoln 
sold the idea of democracy and the ideal of an 
inseparable union to the American people. 

The battle of Gettysburg made this town a 
national shrine and a landmark of American 
history. But Gettysburg is something else, too. 
Proud, picturesque and progressive, Gettysburg 
is One important reason why the York, Pa., trad- 
ing area is big... and growing. 

The York trading area stretches out and em- 
braces three prosperous counties containing 
260,500 people . . . 77,000 families. Cash registers 
in this trading area rang up a retail sales volume 
in 1955 of $306,848,000. 


Who handles the York Trading Area for you? 


Take a look at the photograph above. There’s 
Gettysburg, surrounded by farms and villages 
that support it. What these farms and villages are 
to the businessmen of Gettysburg, the town of 
Gettysburg—with its farms and villages—is to 
the York trading area. 

Your men in distribution know this market 
must be treated as a unit. Your men know this 


, eneueet 
a S: 


is an inseparable market, and they have many 
finger-tip facts to help them sell there. But per- 
haps there’s one thing more they could use in 
their work. 


It might help them—and you—to know that 
sO numerous are countryside families in this big 
trading area that our Countryside Unit gets into 
more York trading area homes than any of the 
seven popular magazines listed below. Here’s the 
latest count: 


York Trading Area Circulation Figures 


Countryside Unit. ........ = 18,197 
SW Ge. 5c dake Rech atk 0 a-  a 
Better Homes & Gardens ..... 9,863 
Ladies’ Home Journal ...... 9,509 
Pt 6 4 4246s ee ee a 7,601 
a a ee — ae 
Amesionn Mome.. . 1. 2s 2 ss 6,637 
Good Housekeeping ....... 5,663 
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Me ee oS 


Subscribed to and read by more than 5 million families 


North, East, South, West...Iit's The Same Story 


Throughout the United States there are 
thousands of busy towns like Gettysburg. 
Some smaller, some larger . . . all are made 
prosperous by the countryside trading areas 
which surround them. 


This is the big half of the American mar- 
ket—bigger than all the metropolitan centers, 
bigger than the suburban market. There are 
millions of families here with billions of 
dollars to spend. 


The Countryside Unit is the one and only 
medium edited and published just for 
countryside families. Now more than 
5,000,000 countryside families buy and read 
the Unit. It serves and sells Countryside 
America as nothing else can. It’s the biggest 
thing in the countryside! 


Today, more than 250 advertisers, large 
and small, are successfully selling the entire 


THE COUNTRYSIDE UNIT | 


countryside market through our Countryside 
Unit . . . it’s so profitable in the countryside. 


Four Regional Editions. 
The Countryside Unit is now published in 
four regional editions, Central, Eastern, 
Southern and Western. 


e When advertisers want national cov- 
erage with one message, they buy all 
four editions. 


¢ Those advertisers who wish to feature 
different products, or the same products 
in different seasons or in different areas 
may buy any one or any combination of 
the four editions. 


e And advertisers who do not sell na- 
tionally may now profit through the 
power and economy of the Countryside 
Units regionally—where they sell—with- 
out waste. 


Published monthly by FARM JOURNAL, Inc., Phila., Pa. 


Graham Patterson, Publisher 


Richard J. Babcock, President 
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cropland used for grain or row | California farm market and in- | 


crops farmed on contour and the! formation about radio coverage of 
acres of land devoted to such use| California Farm Network, Berke- 
will be listed in a four-page folder | ley, Cal., is contained in this book- 
to be issued in June by Capper’s|let issued by the network. 
Farmer. 
No. 6203. Latch on to 4% Million 

People. 

Population, radio homes, retail 


No. 2209. Value of Farms (Land 
and Buildings), 1954. 


A four-page folder showing the 
value of farms and the average 
value per farm will be tabulated 


western states reached by its af- 
filiates are listed in this folder is- 


trade and other data for the nine | 


for each state and standard geo- 
graphic divisions and will be pub- 
lished in June for Capper’s Farmer. 


sued by Intermountain Network, 
Salt Lake City. 


No. 6204. Intermountain Network 

Market Data. 

Market data for each affiliated 
radio station is compiled in this 
report issued by Intermountain 
Network, Salt Lake. 


No. 2210. Oats Acreage Threshed or 

Combined, 1954. 

A state and geographic break- 
down of farms reporting oats acre- 
age threshed or combined, acres 
and bushels of oats threshed or 
combined will be made in this re- 
port to be published in June by 
Capper’s Farmer. 


No. 6205. Background of an Un- 

precedented TV Development. 

Description of KHOL-TV’s sat- 
ellite station, KHPL-TV, and data 
of the Nebraska, Kansas and Col- 
orado area reached are included 
in this booklet issued by Bi-States 
Co., Holdrege, Neb. 


No. 2211. Wheat Acreage Threshed 
or Combined, 1954. 

A two-color data folder showing 
acres of wheat threshed or com- 
bined and wheat production for 
each state will be distributed in 


June for Capper’s Farmer. No. 6206. Market Data Sheet. 


Population, income, sales and 
other information for markets 
reached by KIMA-TV, Yakima, 
Wash., KEPR-TV, Pasco, Wash., 
and KLEW-TV, Lewiston, Ida., 
make up this sheet prepared by 


No. 2212. Farms Reporting Work 
Power Equivalent to 2 or More 
Horses or Mules, 1954. 

A report on farms reporting the 


work power equivalent to two or 
more horses or mules will be is- 
sued by Capper’s Farmer in June. 
Data in the four-page folder is 
broken down by states and nine 
geographic divisions. 


No. 2213. Farms 100 Acres and 
Over, 1954. 
In June, Capper’s Farmer will 


publish a folder containing data on | 


the number of farms of 100 acres 
or larger with eight breakdowns 
according to size, for each state 
and nine geographic divisions. 


No. 2214. New Feed Use in the 21 
Eastern States. 

A brochure on new uses of feed 
in 21 eastern states will be issued 
in June by Eastern Feed Merchant. 
The information in the brochure 
was obtained from _ readership 
studies conducted in North and 
South Carolina, Georgia and Flori- 
da. 


No. 2215. The Kentucky-Tennessee 
Farm Market. 
A booklet containing up-to-date 


Cascade Broadcasting Inc., Yaki- 
ma. 


No. 6207. Coverage Map. 

Areas reached by the three 
Washington and Idaho stations of 
Cascade Broadcasting Inc., Yaki- 
ma, are shown on this map. 


| No. 6208. 1956 Pennsylvania News- 
paper Directory. 

Population information on areas 
covered are listed for each news- 
paper in Pennsylvania in this 
booklet issued by Pennsylvania 
Newspaper Publishers’ Assn. 


No. 6209. Pacific Coast Market 


This 30” x 40” four-color map 
| Shows all Pacific Coast network 
jradio stations and all cities over 
5,000 population, plus county tab- 
ulations showing population, car 
|}ownership, radio families, retail 
|sales and income. The map is pre- 
|pared by Mutual-Don Lee Broad- 
casting System. 


and Regional Radio Networks. | 


No. 6210. Estimated Civilian Popu- 


statistics and trends of Kentucky 
lation. 


and Tennessee agriculture includ- 
ing comparisons with other states | 
will be published in September by | lation of the Territory of Hawaii 
the Kentucky-Tennessee State, listed by counties and islands are 
Farm Paper Unit. Included will be | contained in this report prepared 
farm income and expenditures,|by the department of health and 
equipment ownership and buying | reproduced by KGMB-TV, Hono- 
season for individual farm ma-'| lulu. 

chinery. 


REGIONAL AND 
LOCAL MARKETS 


NOTE: Most items listed here 


| No. 6211. Fourth Annual Con- 
sumer Analysis. 

This report, issued by the Hono- 
|lulu Star-Bulletin, shows brand 
preferences as determined by a 
survey of the Hawaiian market. 


Estimates of 1956 civilian popu-| 


are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 6200. Maine and Maine Bus 

Advertising. 

Information on tourist and in- 
dustrial volume of Maine are in- 
cluded in this report issued by 
Maine Bus Advertising Co., Ja- 
maica, N. Y. 


No. 6201. Take a Good Look. 
Circulation coverage, population 

figures and retail sales of newspa- 

pers in the Kentucky-Tennessee 


No. 6212. Northwest Super Market 
Data Sheet. 

This bulletin lists the large chain 
operations in the five states cov- 
ered and provides names of smaller 
|chains and independents. Published 
by the Northwest Daily Press 
Assn., Minneapolis, which includes 
all or parts of Iowa, Minnesota, 
North Dakota, South Dakota and 
| Wisconsin. 


No. 6213. Market Folder. 

Published by the Grand Rapids 
| Press, this folder covers general 
ae data on the markets cov- 


| 


cerning the four states covered by 
KDLO-TV and KELO-TV. Area is 
most of South Dakota and parts of 
Iowa, Minnesota and Nebraska. To 
be issued in July by KE-D-LO-TV, 
Sioux Falls, S.D. 


No. 6215. Soon to Be Published 
Market Surveys. 

The Ottaway Newspapers will 
|publish in September a series of 
bulletins on distribution and brand 
preference of foods, beer, cigarets, 
soap, dog foods and other classifi- 
cations. Areas listed will be the 
markets covered by these newspa- 
pers: Daily Bulletin, Endicott, N.Y., 
Star, Oneonta, N.Y., Daily Record, 
Stroudsburg, Pa., Press-Republi- 
can, Plattsburg, N.Y. 


ALABAMA 
No. 3000. Plus in the Birmingham 
Market. 

Expansion of the Negro market 
in Birmingham is described in this 
booklet issued by Birmingham 
News-Post-Herald. Trends and 
current data on Negro income, 
homes, appliance ownership and 
purchases are included. 


No. 3001. In the Heart of Metro- 
politan Birmingham. 
Negro population statistics for 
the Birmingham area are compiled 


potential retail buying power for 
Los Angeles County. 
° 
No. 3033. Shopping Center Data. 
This series of reports issued by 
the Los Angeles Times consists of 
a list of Los Angeles County shop- 
ping centers, proposed centers and 
a tabulation of average number of 
licensed outlets and total taxable 


Advertising Age, May 7, 1956 


No. 3046. KMJ-TV Market Data. 

Population, sales and other mar- 
ket information on the coverage 
area of KMJ-TV, Fresno, is con- 
tained in this folder. 


No. 3047. Money on Deposit as 
Savings. 
Data on savings accounts in the 
coverage area of KMJ-TV, Fresno, 


1955 sales. is the subject of this report issued 


by the television station. 


No. 3034. Population-Buying Traf- 
fic Relationship. 

Relationship between popula- 
tion and buying traffic of repre- 
sentative classifications for Los 
Angeles County is the subject of 
this Los Angeles Times report. 


No. 3035. Automobile Statistics. 

California new car registrations, 
competitive positions of Los Ange- 
les County registrations from 1950 
through 1955, a list of 50 leading 
U.S. counties in registrations and 
a list of auto, tire and battery out- 
lets in Los Angeles County make 
up this series prepared by the Los 
Angeles Times. 


No. 3036. Los Angeles Times Con- 
tinuing Home Audit. 

Data on movement of branded 
merchandise, trends in relative 
usage of food and drug store items 
and an explanatory brochure de- 


in this booklet issued by WJLD 
and WJLN-FM, Birmingham. In- 
come, auto registration, population 
and retail sales data are included. | 


| 
No. 3002. Economic Contribution | 
of Maxwell-Gunter. 

Effect of Maxwell and Gunter | 
Air Force base upon the economic 
condition of the Montgomery area 
is tabulated in terms of personnel 
and payrolls in this report issued 
by WCOV, Montgomery. 


No. 3003. Man, That’s Mobile. 

| This 20-page booklet issued by 
| the Mobile Press Register contains 
data on the economic condition of 
| Mobile and the Gulf Coast area. 


ARIZONA 
|No. 3010. The Southern Arizona 


Market. 

Economic picture of southern 
is detailed in this bro- 
chure prepared by the Tucson Star 
and Citizen. 


Arizona 


ARKANSAS 


No. 3020. KARK Market Data. 
Data on coverage area of KARK, 
Little Rock, and market statistics 
on the metropolitan Little Rock 
|area are compiled in this brochure 
|issued by the radio station. 


No. 3021. Arkansas Progress Cen-| 
ters on the Arkansas Gazette. 
Late statistics on population, in- 
come and retail sales of the Little 
Rock area are included in this 
booklet issued by the Arkansas 
Gazette, Little Rock. 
No. 3022. KCMC-TV Coverage 
Map. 

Countour map with indications 
of Grades A, B, 100 microvolt and | 
mail response areas of KCMC-TV, 
Texarkana, makes up this sheet 
issued by the tv station. 


| 
| 


CALIFORNIA 


No. 3030. Marketing Data Map. 
Retail sales, employment, dis- 

tributor range and other market 

information of the Sacramento 

| area is listed in this map prepared 

| by the Sacramento Bee. 

| 


| No. 3031. Population, Dwelling 
Unit and Construction Data. 


This series of reports issued by 


iscribing the continuing home au- 


dit make up this series of Los An-| 


No. 3048. KMJ Central California 
Market. 

This folder issued by KMJ, 
Fresno, contains market informa- 
tion on the 14-county central Cali- 
fornia area reached by the radio 
station. 


No. 3049. Comparative Contour 

Map. 

This map, issued by KMJ, 
Fresno, shows 0.5 MVM daytime 
contours of all Fresno radio sta- 
tions. 


No. 3050. Money on Deposit as 

Savings. 

Savings deposits in the area 
reached by the radio station are 
tabulated in this sheet issued by 
KMJ, Fresno. . 
No. 3051. KFBK Northern Califor- 

nia Market. 

This four-page folder issued by 
KFBK, Sacramento, contains data 


| this Los Angeles Times data sheet. 


|No. 3038. Retail Drug Store Sales. 


on the 22-county area served by 
the radio station. 


geles Times reports. 
No. 3037. Point-of-Purchase for 
Cosmetics and Toiletries. 
Sales of cosmetics and house- 
hold toiletries are tabulated for 16 
major markets of Los Angeles 
County from 1950 through 1955 in | 


No. 3052. Comparative Contour 
Map. 

Daytime contours of all Sacra- 
mento radio stations are shown on 
this map issued by KFBK, Sacra- 
mento. 


| 
'No. 3053. Money on Deposit as 
| Savings. 

Savings accounts volume in the 
22 county area served by KFBK, 
Sacramento, are listed on this data 
| sheet issued by the radio station. 
No. 3039. Point of Purchase for Tv, | 

Appliances and Furnishings. (No. 3054. Agricultural Data. 

Sales of appliances, home fur-| Number of farms, population, 
nishings and tv receivers are tab-| households, livestock and other 
ulated by Los Angeles County | Northern California farm informa- 
areas in this data sheet issued by |tion is contained in this report 
the Los Angeles Times. prepared by KFBK, Sacramento. 


Estimated retail drug store sales 
for Los Angeles County areas are 
given in this Los Angeles Times 
report. 


No. 3040. Retail Food Sales and|No. 3055. Money on Deposit as 
Chain Outlets. Savings. 
Estimated retail food store sales| Total of savings accounts depos- 
for 1955 are given by area and its in the home county of KERN, 
chain grocery outlets are located | Bakersfield, are listed in this data 


in an accompanying map in these | sheet issued by the radio station. 


reports issued by the Los Angeles 
Times. 


| No. 3041. Cigaret Market Position 
Comparisons. 
Market positions of cigaret 
brands as determined by the Los 
Angeles Times continuing home 
|audit are given in this report. 


No. 3042. Point of Purchase for 
Apparel. 

Sales of men’s and women’s 
clothing and accessories are given 
by areas of Los Angeles County in 
this Los Angeles Times report. 


3056. Fresno—The Market 
and the People. 

Information on population, em- 
ployment, income, sales, agricul- 
ture and other data for the Fresno 
area is contained in this eight- 
page folder issued by the Fresno 
Bee. 


No. 


No. 3057. Money on Deposit as 
Savings. 

Data on savings accounts depos- 
its in the four-county area covered 
by the Fresno Bee are listed on 
this sheet prepared by the news- 


paper. 
No. 3043. Greatest Advertising 
Force in Western America. 

This 59-page brochure traces de- 
velopment of the Los Angeles area 
with statistics covering 1930-’55. 
Latest data on housing, agricul-| 
ture, income, industry and em-| 
ployment are included in this pre- | 
sentation of the Los Angeles|jo 30959. Sacramento—The Mar- 
Times. ket and the People. 

This eight-page folder contains 

No. 3044. Marketing Maps. |population, income, sales, agricul- 

Included in marketing maps of-|ture and other data of the 19- 
fered by the Los Angeles Times|county Sacramento market. The 
are census tract, major economic | report is issued by the Sacramento 


No. 3058. Retail Trade Report. 

Number of outlets, sales, pay- 
rolls and employment of retail es- 
tablishments for various classifi- 
cations comprise this report of the 
Fresno Bee. 


ered by the eight Booth newspa-|the Los Angeles Times contains 4rea, corporate limit and South-| Bee. 


|pers. Cities covered are: 


area are contained in this booklet/Arbor, Bay City, Flint, Grand unit and residential construction | 


issued by Mid-South Dailies, Mem- 
phis. 

No. 6202. California Farm Net- 
work. 


Statistical information on the 


| Rapids, Jackson, Kalamazoo, Mus- 
kegon and Saginaw. 


| No. 6214. Market Survey. 


This is a television survey con- 


‘taining general market facts con- 


data for 16 major economic areas 
lof Los Angeles County. 


No. 3032. Buying Power Charts. 
These Los Angeles Times Sheets | 
show 1955 family income and 1956 


Ann | statistics on population, dwelling |¢™ California counties maps. 


No. 3060. Sacramento Liquor Mar- 
ket. 

Brand preferences, distribution, 
selling methods, stock arrange- 
ment and other liquor trade data is 
contained in this report issued by 
the Sacramento Bee. 


No. 3045. I’d Love to Sell 7,000,- 

000 Californians for You. 

This eight-page brochure con-| 
tains maps and market informa- | 
tion on the eight-county area cov- 
ered by KBIG, Avalon. 


ae 
ATS 
ee 
aR, pe: pe 
a ed Ce Sad. te ee, a es aoe 
a ah ee SMG le en hen Poe oe Br yi ; 
eS” ‘. 4 meee o* ee oe 
of , lL : - 
pe me Re NT ee es 
has 
‘eae 112 2 Ricommeanmee. ! 
age 
ak Se 
seer 
% * an We 
my | 
| OR 
ee. 
Sse, = 
awed 
Set 
ded a 
Wiese > 
eee 
is Bae | 
ai OS 
vA eS 
is ! mes 
Pee 
Nf aks P 
Wir ae Po ee 
cy ret ¥ 
etre A, nar. 
i yap % 
rh gat 
ot ee 
ae 
OF, th 
BARE 
rk - 
. er 
pes 
cam 
i Seth 2" 
| 
4 As, 
Sd ec 
ang a 
Roheg 
eS Me; 
Pete 
oe Uighs 
F Pa ae: 
oe es 
* ie 
ee ots 
OF oe 
rie, Ce ee 
ie ef : 
TS Fis pd 
«eg 
peste, 
“haat s | 
ties 
ee? ee '- | 
paral 
ues, aga 
ait On 
‘rane 
a. 
oN a 
AB) 
ae Pe 
lars Ce. 
= ae Hee Po 
7 \ aco 
arts: 
aoa 
‘on Oe 
a ee 
7 aA va 
e~o Oo) ae 
Be eis 
as 
a: Dee 
ee 
Pepe. Me 
pe ee 
we, hin’ | 
ae 
es ee 
i 2 
Wisi 2s 
ees. 
A ae 
Som 
toate 
Jas ee 
ne ea ae 
a Sil 
sue 
Baise tt 
t 2 ae 
Ge er 
pie ‘ 
no se 
a 
ha 
6 ae 
he 1: 
4 
cae 
ae Ps 
eee 
oe ert 
ae it 
Sued wie 
a: 
ae ee 
Ne we Po 
pees 
(oo Sea 
itacwid me 
The) % 
bet 
a tenge 
~3 ea 
pate. 
eS eee 
eae 
be 
ae 
te} * 
wage A Set 
Vii, tee 
ee: 
Pat ba | 
ect fe 
ee. 
a 
eas a 
rs 
a pee 
fleas . | 
ial wet P| 
Baer Hp <2 | 
Loh 
TIRES 
Rea: 
re ee 
he 
Oe Rie 
\ os 1s . 
ed ry td 
eae 
pa 
Bae 8. 
ho ee 
Ros 
A Bae 
ae 
Rebel * 
Bee A. * 
Bae. 
Beas 
Res a 
pees 
enti: 
a: 
cae 
eae ee 
aide ee 
Wa eu 
ee 
A Reel 
eas: 
FE * ae 
- Fe 
WES 
ee 
Ae eet €5.;, Mie ye asad 
Peers ari a. ed bist eee wm St is ut eee Seah ea ; : = 
Ah PR Se Pa hg ee) | ee ae ge ae fy te es ; . 
%y he Cg Sie oa ee, Fos ‘ a ie et | a | 
7. eae d fe eee eat Tree Ss ; ; 
AGP, ed eee Pea alacant — 
> a - 6 


OC NS a ee 0 i 


Repulbliclig ARIZONAS 
Cazetile faoissas) GOL D E N 
Ao enim : 


Arizona's Golden 
Decade -~ 


MORE MONEY! *'Tourist 
income up 500% during 
Arizonas Golden Decade 


= 


1945-1955“) 


*ANOTHER NEW CAR, MR. NGF if 
JONES? *Motor vehicle WS. 
registration tripled during Arizonas SA 


Y 
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MY MONEY hyp ‘ Y) \" Golden Decade~ 1955 new car sales = 
Retail sales quadrupled Magy, were 40% above 1954+ 
during Arizona‘s 


a Golden Decade/ 
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Income almost A 
tripled in Arizona's J” 


a Vy XN Golden Decade 7 
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= = x% 
pe ! Thanet VACATION IN ARIZONA! 
Gazette circulation dou -{ *Manufacturing wp 250% 
oo pane bled 1 employment nearly doubled 


during Arizona's Golden Decade.In EV "S™Pioyment near 
total display advertising the morning >” during Arizonas Golden 
Arizona Republic is 4 in the nation, A Decade ~~ 


“ARIZONA, HERE WE 


ARE/ # Metropolitan {== 
Phoenix is now a half million = during Arizona‘s 
market---Arizonaafull ES Golden Decade 
million ---population 


doubled during 
Arizonas Golden URANIUM IS 
: WHERE YOU FIND IT 


“Mining output has 


THE ARIZONAREPUBLIC ThePhoenix Gazette 


THE STATE'S GREATEST 


Full Measure When You Stick To Arizona's Golden Rule 
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"What's cooking in Chicago? 
Take a peek inside 
the Daily News!" 


For feast days, diet-days, banquets and 
snacks . . . whatever you want to cook, 
and where or when or how ... the Chi- 
cago Daily News dishes up parades of 
pages about good things to eat. And ad 
after ad tells readers where to buy the 
best, where to find the best values. For 
fourteen straight years, the News has 
carried more food linage than any other 
daily newspaper. And you know about 
food advertisers! They‘re the boys who 
like to get their money's worth. The 
News goes than 600,000 


homes a day. That's food for thought! 


into more 


And because it goes home— 


The CHICAGO DAILY NEWS 
HITS HOME 


Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


No. 3061. Sacramento Wine Mar- 
ket. 

Brand preferences, distribution 
and other information pertaining 
to the local wine market is given 
in this report prepared by the 
Sacramento Bee. 


No. 3062. Sacramento Beer Mar- 
ket. 

Information on brand prefer- 
ence, distribution and other data 
concerning the local beer market 
is contained in this report of the 
Sacramento Bee. 


3063. Franchised Territories 
Served by Liquor Distributors. 
This four-page folder maps areas 
covered by each of eight whole- 


No. 


sale liquor firms in the Sacramen- | 


to area. The report is prepared by 
the Sacramento Bee. 


No. 3064. Sacramento Family In- 
come Before Taxes. 

Pre-tax family income for 17 
economic zones of Sacramento is 
tabulated in this sheet issued by 
the Sacramento Bee. 

3065. Total Retail Apparel 

Sales. 

Apparel sales in Sacramento 
County are listed in this data 
sheet issued by the Sacramento 
Bee. 


No. 


No. 3066. Money on Deposit as 
Savings. 
Savings deposits in the 19 coun- 
ties reached by the Sacramento 
Bee are listed in this data sheet. 


No. 3067. Retail Trade Report. 

Number of outlets, payrolls, 
sales and personnel are listed by 
category for the 19-county Sacra- 
mento area in this sheet issued by 
the Sacramento Bee. 


No. 3068. Consumer Analysis. 

Brand preferences and buying 
habits are covered in detail in this 
survey of Sacramento, Modesto 
and Fresno areas conducted by the 
McClatchy Newspapers, Sacra- 
mento. 


No. 3069. New Passenger Car Reg- 
istrations. 
New car registrations for Sacra- 


mento, Fresno and Modesto met-| 


ropolitan areas with yearly com- 
parisons are given in this report 
issued by the McClatchy News- 
papers, Sacramento. 


No. 3070. New Commercial Vehi- 
cle Registrations. 

New commercial motor vehicle 
registrations for Sacramento, Fres- 
no and Modesto metropolitan areas 
with yearly comparisons are given 
in this report issued by the Mc- 
Clatchy Newspapers, Sacramento. 


3071. Modesto—The Market 
and the People. 


No. 


This eight-page folder contains | 


details of population, industry, 
sales and income of the Modesto 
metropolitan area. It is issued by 
the Modesto Bee. 


No. 3072. Modesto, California. 

This 16-page booklet issued by 
the Modesto Bee contains infor- 
mation on geography, population, 
households, income, retail sales, 
industry and agriculture of the 
Modesto area. 


No. 3073. Modesto Apparel Trade 
Survey. 


Based on personal interviews, 


this report covers apparel buying | 


in the Modesto area. The report is 
issued by the Modesto Bee. 


No. 3074. Money on Deposit as 
Savings. 
Data on savings accounts in the 
Modesto Bee’s two-county market 
is compiled in this sheet. 


No. 3075. Retail Trade Report. 


Number of outlets, payrolls, 


je and personnel are broken 
_down by classifications in this re- 
| port issued by the Modesto Bee. 


No. 3076. Consumer Analysis. 

This brand preference study 
| covers 250 food, drug, toiletry, ap- 
| pliance and other goods in the San 
Jose area. Comparison data with 
previous years’ studies are in- 
cluded. It is issued by the San 
Jose Mercury and News. 


No. 3077. Marvelous Marin. 
Population, buying power, retail 
outlets, income and _ projected 
growth statistics for the San Rafael 
area are compiled in this booklet 
prepared by the San Rafael Inde- 
pendent-Journal. 


| No. 3078. San Fernando Valley. 
| Market data, including growth, 
| population, buying power and oth- 
| er statistics of the San Fernando 
| Valley are listed in this brochure 
issued by the Valley Times, North 
ene 

No. 3079. America’s Fastest Grow- 

ing City Area. 

Statistics of the North Hollywood 
| area are compiled in this brochure 
| issued by the Valley Times. 


No. 3080. Riverside, Cal.—an In- 
dependent Market. 

| Population growth, industrial 

|development, income and retail 

sales are among data compiled in 

this brochure by the Riverside 

Daily Press. 


|No. 3081. Sell this Solid Cali- 
fornia Market. 

This folder issued by the Santa 

Rosa Press Democrat describes the 

three-county area covered by the 

| newspaper. 


No. 3082. Fact Book About Kern 

County. 

Lower San Joaquin Valley mar- 
| ket data are listed in this bro- 
|chure prepared by Kern County 
| Broadcasters on behalf of KAFY, 
|KBIS and KMPC in Bakersfield, 
and KWSO, Wasco. 

} 
| No. 3083. Top Ten Brands in Los 
| Angeles. 

Consumer brand preference is 
the subject of this study con- 
ducted by the Los Angeles Herald- 
Express. 
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No. 3084. Report on Men and 
Women Motorists. 

Traffic patterns of men and 
women drivers in Los Angeles 
County are outlined in this sur- 
vey report issued by Foster & 
Kleiser Co., outdoor advertising. 


No. 3085. Market Data Sheet. 
Population, set count and audi- 
ence data for Ventura, Santa Bar- 
bara, San Luis Obispo and Kern 
counties are listed in this sheet is- 
sued by KEY-T, Santa Barbara. 


No. 3086. The Palo Alto Story. 

Information on climate, popula- 
tion and business statistics of Palo 
Alto are listed in this brochure is- 
sued by the Palo Alto Chamber of 
Commerce. 


No. 3087. KIEM-TV Brochure. 

This report by KIEM-TV, 
Eureka, contains a coverage map, 
retail sales, buying income, num- 
ber of families and other data. 


No. 3088. Study of Metropolitan 

Banking. 

Changes in ranking by retail 
sales classifications of 30 metro- 
politan areas between 1948 and 
1954 as determined by Census 
Bureau data are listed in this re- 
port compiled by the San Jose 
Mercury & News. 


No. 3089. Retail Trade in Cali- 
fornia’s Top Ten Counties. 
Retail trade in ten California 

counties from 1948 through 1954 

is summarized in this report issued 

by the San Jose Mercury & News. 


No. 3090. The Senator from Sacra- 
mento Speaks. 

Market information on the Sac- 
ramento area is listed in this bro- 
chure issued by KCRA-TV, Sacra- 
mento. 


No. 3091. Coverage Map and Mar- 
ket Statistics. 

Coverage map plus population 
and income statistics for 23 
Northern California counties are 
shown in this booklet prepared by 
KRON-TV, San Francisco. 


No. 3092. The KNTV Story. 

Data on four California central! 
coast counties covered by the tv 
station are included in this presen- 
tation of KNTV, San Jose. 


No. 3093. KPIX Ready Reference 
Summary. 
Statistics on the area covered by 


says Jerry D. Stokley, owner of 
Albergotti Bros., Roanoke, Ve., 
food broker. 


waste 


oe 


peat OU PONT 
“Preselling our line to Western Virginia newspaper 
readers helps retailers to move our products off their 
shelves—helps us stock them up again. 


“‘No other newspaper can sell this market but The 
Roanoke Times and The Roanoke World-News.” 


The outstanding Roanoke newspapers 
dominate the entire 16 county 
Roanoke market area—the only news- 
papers with significant coverage. 


Write for details to: 
, WALKER COMPANY 
National Representatives 
THE ROANOKE TIMES 4 
ROANOKE WORLD-NEWS 


ROANOKE, VIRGINIA 
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Available Market Data—Local 


To secure copies of data listed. 


use the handy coupons 


KPIX, San Francisco, are listed 
in this folder issued by the tv 
station. 


No. 3097. Northwest Los Angeles. 

Growth statistics, including re- 
tail sales in various categories, 
are given in this brochure issued 
by the Los Angeles Citizen-News 
and Advertiser. 


No. 3098. Story of KXOC. 

Statistics on the area covered 
by the radio station are compiled 
in this folder issued by KXOC, 
Chico. 


No. 3099. KXOC M.A.D. Plan. 

Retail outlets in its coverage 
area are listed in this folder ex- 
plaining its merchandising serv- 
ices. Issued by KXOC, Chico. 


No. 3100. Here’s an Inside Tip. 

Marketing maps, industrial de- 
scription and farm data are given 
in this KXOC, Chico, booklet. 


No. 3101. San Francisco Suburbs. 

Statistical information on sub- 
urban San Francisco is compiled 
in this folder by Doyle & Hawley 
on behalf of San Francisco sub- 
urban newspapers. 


No. 3102. Coverage-Rate Brochure. 

Coverage and market informa- 
tion are included in this brochure 
issued by KBIF, Fresno. 


No. 3103. Monthly Letter. 

This monthly newsletter reports 
on economic development and 
trends in the Redding area. It is 
issued by the Redding Record- 
Searchlight. 


No. 3104. Redding, Cal., and the 
Record-Searchlight. 

Detailed population and eco- 
nomic information for the Redding 
area is compiled in this booklet is- 
sued by the Redding Record- 
Searchlight. 


No. 3105. Survey of the Spanish- 
Speaking Population of San 
Jose. 

This five-page report issued by 
KSJO, San Jose, is based upon a 
personal survey of Spanish-speak- 
ing residents and shows brand 
preferences, family size, occupa- 
tion, years of residence and other 
data. 


No. 3106. Facts You Should Know. 

Coverage map of A, B and ter- 
tiary areas plus market informa- 
tion is shown in this folder issued 
by KSBW, Salinas. 


No. 3108. Route and Marketing 
Map of the Sacramento Met- 
ropolitan Area. 

The Sacramento Bee has a col- 
lection of marketing maps show- 
ing economic areas of metropoli- 
tan Sacramento, the 26 major 
wholesale food trading areas of 
the West, and Sacramento’s 19- 
county market. Included are pop- 
ulation and retail sales data per- 
tinent to each marketing territory. 


No. 3109. Food Marketing in San 

Francisco. 

A 12-page brochure containing 
a map of the 11 district editions 
of the Progress. It includes fig- 
ures on San Francisco food sales, 
media and merchandising data 
and coverage of its market. 


COLORADO 


No. 3110. KCSJ-TV Market Statis- 
tics. 

Pueblo and Southern Colorado 
market information, including con- 
struction, industrial, retail and in- 
come statistics, is included in this 
brochure issued by KCSJ-TV, 
Pueblo. 


No. 3111. Top Ten Brands. 

This consumer inventory study | 
covers brand preference in Den-| 
ver. It is issued by the Denver 
Post. 


No. 3112. Pueblo Facts. 

Statistical and general informa- 
tion on Pueblo and its economy are 
listed in this brochure issued by 
the Pueblo Chamber of Commerce 
and the Star-Journal and Chief- 
tain. 


No. 3113. Pueblo Manufacturers 
and Distributors. 
Manufacturers and distributors 

in the Pueblo area are listed by 

classification with number of em- 
ployes and name of contact in this 
report issued by the Pueblo Cham- 
ber of Commerce and the Star 
Journal and Chieftain. 


No. 3114. KGHF Coverage Map. 
Area reached by the station, | 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


MEANS 0-00 cee vesanadebeens Seek een + 66s Mkreiereuns tenon BE watierehssndenlnssdcdaves ve 
GE Bsc ccc ccccceeesncs cunedUNe ce be eRe CURED aaa ebkhebcckhl RUMMBS Seas CebAese Cees God 

SEIN + oo 0 8 atnsens Cochaeeen een Og EE Ee een eee 
GE ED «coc venertissienndsspee@aseyh eusersseen SbEeGe osmes RS ieee cuts die Jae asia’ 


This coupon not valid after July 31, 1956 


FORT WORTH STAR-TELEGRAM HOME SHOW 
Packs in Tremendous Crowds 
Thousands of Texans attend the 1956 Show 


On opening day, Sunday, April 1, 1956, exhibit building officials 9 
estimated conservatively that over 30,000 people attended the TEXAS 
show. The show was presented to the public for eight days and BUSIEST 
throughout that time tremendous crowds jammed the aisles and SALESMAN 


booths. 


The Home Show was promoted exclusively through the pages of 
the Star-Telegram. A fifty-six page Home Show section was 
published containing only advertising from exhibitors. _These 
exhibitors ran a total of 105,742 lines of advertising in the 
section and used 34,150 square feet of booth space. Everything 
that would make the home more livable, more comfortable and 
more beautiful was exhibited. 


We are proud that the pulling power of the Fort Worth Star- 
Telegram was responsible for the success of the 1956 Home Show 
in terms of business for the exhibitors. 


This is proof that the Star-Telegram is a powerful selling medium 
in Fort Worth and West Texas and can serve you well with your 


FORT WORTH STAR-TELEGRAM 229,613 


AMON G. CARTER, JR., President and Notional Advertising Director 


LARGEST CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests — “Just « Good Newspaper.” 


<2 CIRCULATION 


50,213 


ABC White Audit Report for 
12 months ending March ai, 
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Available Market Data—Local | This personal interview consum- 


}er inventory and product availa- 
To secure copies of data listed, use the handy coupons bility audit of te shenes: auvete 
125 product categories in New 
Castle County. The report is is- 
jsued by the Wilmington News- 
Journal. 


population and sales figures are; No. 3122. Market Analysis of the 
shown on this map issued by| Hartford Trading Area. 
KGHF, Pueblo. Population, wholesale and retail | 

| trade, product expenditures, man-| No. 3131. Wilmington, Del. 
ufacturing and financial data are) Analysis of growth, per capita 
listed in this booklet of the Hart-|yalue and other information is 
ford Times. |contained in this report of the 


No. 3123. Greenwich, Conn. | Wilmington News-Journal. 


No. 3115. KKTV Coverage Map. 
Areas reached and market in- 

formation of the region are shown 

in this folder issued by KKTV, 
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contains data on population, in-,No. 3145. Land Area and Popula- 

come, employment, housing, and tion Density. 

retail sales for the Washington Population and density is shown 

area. |by political subdivisions of the 
|metropolitan Washington area with 

No. 3142. Shopping Center Guide.| comparison between 1950 and 1954 

This guide and map of 97 shop-|in this report issued by WWDC, 

ping centers outside downtown | Washington. 

Washington lists the number and | 

type of stores in each center. It is No. 3146. Retail Sales in Washing- 

issued by the Washington Post and | ton Area. 

Times Herald. This folder prepared by WWDC, 
Washington, shows retail sales in 


Colorado Springs and Pueblo. 


CONNECTICUT 
No. 3120. In New England It’s Got 
to Be WICC. | 
Market data, coverage informa- | 
tion and other statistics are con- | No. 3124. Radio Today. 


This market data booklet issued | 
| by the Greenwich Time lists retail | 
sales, sales tax receipts by classi- | 
fications, route lists and other in- 
formation on the area. 


DISTRICT OF COLUMBIA 
No. 3140. Analysis of 525 Washing- 
ton, D. C., Negro Families. 

Brand preferences, quantity and 
frequency of purchases by Negro 
and white families living in homes 


No. 3143. 1955 Brand Survey. 
Current facts on purchase of 
food and other products in the 
metropolitan Washington area, in- 
cluding relative brand standings, 
are compiled in this booklet by 
the Washington Post and Times 


|metropolitan Washington by cate- 


gories. 


FLORIDA 
No. 3150. Daytona Beach, Fla. 
Sales, population, income, man- 
ufacturing and other data com- 


of similar rent or value is the sub- 
ject of this survey conducted by 
Fact Finders Associates and 
sued by the Washington 
American. 


tained in this folder issued by| Politz research data on radio 
WICC, Bridgeport. listening by time segments, age, 
sex, educational and income levels 
No. 3121. Greater Hartford and|in the Connecticut and western 
Connecticut. | Massachusetts area reached by the 
Retail sales by counties, family /|station is given in this report is-| 
income, industrial growth of Hart-| sued by WTIC, Hartford. |No. 3141. Basic Market Informa- 
ford and other New England areas | tion. 
are listed in this folder prepared | DELAWARE This booklet issued by the Wash- 
by the Hartford Courant. |No. 3130. Top Ten Brands. ington Post and Times Herald 


| 
| 
| 
j 
' 


is- | 
Afro-| 


Herald. prise this report issued by the 


No. 3144. Automotive Facts on the Daytona Beach News-Journal. 


Washington, D.C., Market. 

Automotive sales data on new 
cars are listed by makes and total 
registration by make and area for 
the 26-county area covered by 
the Washington Post and Times 
Herald. 


No. 3151. Tampa Facts. 

Detailed statistics on Tampa are 
contained in this 36-page booklet 
prepared by the Tampa Chamber 
of Commerce and issued by the 
Tampa Times. 


Here's the country’s 20th television market. This is big-ticket territory with 
plenty of buying power and an enthusiasm for appliances. It’s Western 
.. YOURS ... when you buy WOOD-TV, Grand Rapids’ only 


television station. Ask us to tell you more. 


WOOD-T 


Michigan . 


WOOD .anNnd CENTER 
GRAND RAPIDS, MICHIGAN 


GRANOWOOD BROADCASTING COMPANY * NBC BASIC; ABC SUPPLEMENTARY * ASSOCIATES: WFBM-AM AND TV. INDIANAPOLIS; 
WFDF. FLINT; WTCN-AM AND TV, MINNEAPOLIS; WOOD-AM AND TV, GRAND RAPIDS + REPRESENTED BY KATZ AGENCY 


x 7 ing 
pa pig 
eo 


% 
ase . 
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No. 3152. Orlando Market Data 

Folder. 

Descriptions of the Orlando mar- 
ket, industrial growth, sales and 
other data are included in this 
brochure issued by the Orlando 
Sentinel-Star. 


No. 3153. The Tampa Tribune and 
Its Influences on Florida’s West 
Coast. 

Population, income, farm, in- 
dustrial and other statistics of the 
Tampa area are listed in this bro- 
chure prepared by the Tampa 
Tribune. 


No. 3154. Story of a Great City and 

a Great Market. 

This data book issued by the 
Florida Times-Union contains de- 
tailed market statistics of the 
Jacksonville area. 


No. 3155. Pinellas County Market 
Guide. 

This file folder contains popula- 
tion analyses, sales data, corporate 
city and metropolitan statistics of 
the St. Petersburg area and is is- 
sued by the St. Petersburg Times. 
No. 3156. Palm 
Story. 

Agriculture, industry, commerce, 
armed forces and government data 
are detailed in this report on the 
Palm Beach area issued by the 
Palm Beach County Resources De- 
velopment Board. 


GEORGIA 
No. 3160. The Southeast’s No. 1 
Market. 

Growth of the metropolitan At- 
lanta area is traced in this 36-page 
booklet that includes population 
and financial data. It is issued by 
WAGA-TV, Atlanta. 


Beach County 


3161. Heartbeat 
Georgia. 

This map shows 28-county cov- 
erage of the Macon Telegraph & 
News and shows names and ad- 
|dresses of principal retail grocery 
and drug outlets, liquor and beer 
dealers and population data. 


No. of Middle 


No. 3162. 63 Golden Counties. 

WAGA, Atlanta, issues this re- 
port containing population and au- 
to registration figures for the At- 
lanta retail trading zones. 


Ps ay Sie 


No. 3163. Coverage Map. 

This map, issued by WJBF, Au- 
gusta, shows market information 
for the area reached by the tv 

iP § station. 
*GRAND Pips 
ota iS No. 3164. Comparative Metropoli- 
tan Markets. 

Southeastern markets are listed 
by size in this presentation of 
WJBF, Augusta. 


|No. 3165. The Savannah Story for 
Television. 
Issued by WSAV-TV, this book- 
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let contains coverage and market 
information for the 23 counties 
reached by the Savannah station. 


No. 3166. The Savannah Story for 
Radio. 

This brochure issued by WSAV, 
Savannah, contains market infor- 
mation for the 42 primary and 37 
secondary counties it reaches. 


No. 3167. Report on the Georgia 

Market. 

Charts on buying income, popu- 
lation and other data plus lists of 
major retailing outlets of metro- 
politan Atlanta are contained in 
this brochure prepared by the 
Atlanta Journal and Constitution. 


No. 3168. Look at Atlanta. 

Population, commercial and in- 
dustrial data are contained in this 
compilation of advertisements de- 
scribing the Atlanta area and is- 
sued by the Atlanta Journal and 
Constitution. 


IDAHO 


No. 3170. Idaho Falls, Ida. 

This market folder describes 
growth of population, retail sales, 
employment and other marketing | 
factors of the Idaho Falls area. It. 
is issued by the Idaho Falls Post 
Register. 


ILLINOIS 


No. 3180. Market Data. 

This four-page folder contains 
county-by-county breakdowns of 
population, households, income, 
sales by categories, farm, urban 
and other statistics. It is issued by 
WGEM-TV, Quincy. 


No. 3181. 1956 Consumer Analysis 
of Rock Island, Moline, East 
Moline. 

This cooperative research study 
by the Moline Dispatch and Rock 
Island Argus shows buying habits 
and consumer brand preferences 
of grocery, drug and appliance 
products as determined by home 
interviews. 


No. 3182. Quad-Cities—One of the 

First 100 Markets. 

Data, with breakdowns of IIli- 
nois and Iowa segments of the 
Rock Island, Moline, East Moline 
and Davenport market, in this 
booklet contains figures on in- 
come, population, employment, re- 
tail, and automotive sales. It is 
issued by the Moline Dispatch and 
Rock Island Argus. 


No. 3183. Peoria Area Market 
Facts. 

This four-page folder contains 
population, income and sales data 
of the Peoria area. It is issued by 
the Peoria Journal Star. 


No. 3184. Consumer Market Sur- 
vey. 

Brand preferences of Negro fam- 
ilies in Chicago, with information 
on shopping habits, housing, auto 
ownership is detailed in this report 
issued by the Chicago Defender. 


No. 3185. Central Illinois-Western 
Indiana Market. 

Statistics on population, fami- 
lies, farm families, income, and 
sales are listed by counties in this 
brochure prepared by WCIA, 
Champaign, IIL. tv station. 

| 


No. 3186. Top Farm TV Markets: 
in the U.S. 

Gross farm income data for the | 
four highest U.S. farm market 
areas are summarized in this fold- | 
er issued by WCIA, Champaign. 


No. 3187. WREX-TV Farm Cov-| 
erage. 
Rural set count, total number of 
farms and average gross farm in- 
come are given in this report is- 
sued by WREX-TV, Rockford. 


No. 3188. Pantagraphland Bro- 
chure. 
Information on retafl sales, auto- 
motive purchases and other data} 


> i eee 8 RB 


ot the Bloomington-Normal area is | coverage counties. 


tabulated in this folder prepared 
by the Bloomington Pantagraph. 


No. 3189. 1lth Annual Consumer 
Analysis. 


No. 3193. Galesburg, Ill., Consumer 
Studies. 

Brand preferences of consumers 

in the Galesburg area are given in 


Buying habits, brand preference, |this survey report issued by the) 
ownership and dealer distribution Galesburg Register-Mail. 


by classifications for 1955 are list- 


ed in this report prepared by the No. 3194. Peoria, Il. 


Galesburg Register-Mail. 


Population, income, retail sales 
and other data are contained in 


No. 3190. Coverage Map and Data) ti, folder issued by the Peoria 


Sheet. 

This sheet shows the primary 
radio coverage of WIRL, Peoria, 
plus statistics of the area. 


No. 3191. Facts About Farming in 
Central Illinois. 
Farm, acreage and radio cover- 
age of farm homes data are con- 


Journal Star. 


No. 3195. Agricultural Data. 


Agricultural statistics for the 
areas covered by WHBF and 
WHBF-TYV, Rock Island, are listed 
in this brochure. 


tained in this report issued by | No. 3196. Market Data on Remark- 


WIRL, Peoria. 


able Rockford, Ill. 
Statistics on population, income, 


No. 3192. WMAY Coverage Map.|sales, industry and agriculture in 


This map shows the 0.5MV/V 
contour area covered by WMAY, 
Springfield, accompanied by mar- 
ket for the area and secondary 


ge ST Sw an 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


117 


the Rockford area are compiled in 
this booklet issued by the Rockford 
Morning Star and Register-Repub- 
lic. 


Sts time te rowviowr the facts | 


BE SURE OF YOUR COVERAGE 
IN MONTREAL... 


The Montreal Star's Market Data Book 
will keep you up-to-date on this impor- 
tant and growing market area. It is 
available from the Star's head office or 
from any of the O'Mara and Ormsbee 
offices in the United States. 


Represented nationally by 


O'Mara and Ormsbee Inc. 


| BRUSHES UP 

by) “SHORT” STORY 
Ry ELECTRIFYING 

| FIBER FASHIONS 


ON JUNE, this striking spread in Life will announce Tek’s 


free-offer introduction a 


its new De Luxe tooth brush. 


Q@ FASHION UNDER FASHION is the keynote of Carter's 
unique campaign—taking smartly designed men’s under- 


The ad has already done an outstanding job, however, 
as part of an intensive selling program to the trade. Just 
six weeks after retailers and distributors were told of the 
offer. and the powerful promotion behind it. orders ex- 
ceeded Tek’s initial sales forecast by more than 400 per cent. 


O INITIATED by General Electric, but bearing no sponsor 
identification, these animated TV spots are urging Ameri- 
cans everywhere to “Live Better . . Electrically.” Catchy 
words and music help dramatize the extra fun, convenience 
and leisure made possible by low-cost electricity. “Live 
Better” spots will be telecast on network shows. can also 
be sponsored locally by participating utility companies. 


BATTEN, BARTON, DURSTINE 


& OSBORN, INC. 


wear out of the Pullman washroom and into the spotlight 
of top masculine style. Ever since its beginning, 6 seasons 
ago. this Carter's advertising has paid off handsomely. In 
1955. Carter's dollar sales of men’s underwear increased 


28.1%, 


257 new accounts were opened. BBDO Boston. 


| 


oo NYLON) 


@ menmaivs and other equally attractive young iadies 
are now showing consumers the virtues of clothes made 
with Du Pont’s modern-living fibers—nylon, “Orlon.”* and 
“Dacron.”** Running the gamut of 1956 high fashion, 
chic models appear in dresses, stockings, blouses, skirts, 
lingerie. coats. suits, evening gowns, shirts and shorts, 
Schedule is the heaviest in Du Pont’s advertising history. 


is Du Pont’s regis te 7 ne tte for its acrylic fiber. 
Dacran s Ou Pont’s registered trade k for its polyester fiber. 


- — — 


Advertising 


NEW YORK © ATLANTA © BOSTON © BUFFALO © CHICAGO © CLEVELAND © DALLAS © DETROIT © HOLLYWOOD © LOS ANGELES © MINNEAPOLIS © PITTSBURGH © SAN FRANCISCO © SEATTLE © TORONTO 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


South Bend Tribune booklet. In- 


_— 18 classifications. 


INDIANA 


No. 3200. The South Bend Market. 

This 88-page booklet contains 
detailed information on the South 
Bend-Mishawaka corporate city 
area. Industry, population, income 
and retail sales data are included. 
It is issued by the South Bend 
Tribune. 


tions. 
This monthly bulletin of tne = 
South Bend Tribune, WSBT and Fi : we 
WSBT-TV contains local business | ; agures on population, industry, 


jincome and other market influ- 
indices and data, with comparisons | ences are listed in this report is- 
with previous year’s figures. 


sued by WSBT-TV, South Bend. 


Indiana’s Second Mar- 


No. 3202. New South Bend Gro-|No. 3204. WSBT, Voice of Test 
cery Story. Town, USA. 

Up-to-date information on gro-| Population, number of families, 

| cery volume is listed for chain and radio families, buying power, sales, | 


cluded is a grocery inventory study | 
|issued by WSBT, South Bend. 


the coverage area of the radio sta- 
tion are included in this brochure 


‘No. 3205. Richmond, Ind., Market. 


This four-page folder issued by 
the Richmond Palladium-Item em- 
phasizes geographic location of the 
market, basic data and circulation 
figures. 


No. 3206. Indianapolis—Magic 
Market of the Midwest. 

Statistics and maps covering 

| population, family income, retail 


No. 3201. Current Market Condi-| independent supermarkets in this farm population and other data for | sales, industry and agriculture as- 


ALL THIS... 


and PORTSMOUTH TOO! 
It’s a beautiful COVERAGE picture in the 


TIDEWATER VIRGINIA AREA 


MORNING, NOON and NIGHT 


PORTSMOUTH 
FAMILIES 


City Zone 36, 


717 


CIRCULATION 


ons 


Zone 41, 


456 


COVERAGE 


Total Circulation: Mornings and evenings,’ 195,254; Sunday,"138,026. 
The Only Metropolitan Area in Virginia with more than 500,000 population. 


From downtown Portsmouth to downtown Norfolk is only a 5-minute ride 


through the new tunnel. 


* DEC. 11ST 1955 ABC 


- fhe Virginian-Pilot 


Fieeptee CAtwe Sete 


ee en ee erry 


Represented by The John Budd Company 


Powe tne tween 


“NORFOLK LEDGER- Seen CH 


The Portemouth Star 
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The Portsmouth Star 
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pects of the area are given in this 
brochure prepared by the Indian- § 
apolis Star and News. 


No. 3207. 11th Annual Consumer 

Analysis. 

Brand preferences and consum- 
er buying habits are covered in 
this survey report of the Indian- 
apolis Star and News. 


No. 3208. Lafayette, West Lafa- 
yette, Indiana’s Best Balanced 
Market. 

Farm and urban data of the 
Lafayette area are compiled in this 
booklet prepared by the Lafayette 
Journal and Courier. 


No. 3209. Lafayette Is Here. 

Marketing statistics of the La- 
fayette area are detailed in this 
booklet issued by the Lafayette 
Journal and Courier. 

No. 3210. WKJG-TV Coverage 
Map. 

This data sheet shows the cov- 
erage area and related market 
data of WKJG-TV, Fort Wayne. 
No. 3211. WKJG-Radio Market 

Data Brochure. 

Coverage area, market statistics 
and other information is contained 
in this brochure issued by WKJG, 
Fort Wayne. 


No. 3212. Grocery Products in In- 
dianapolis. 

Distribution of grocery products 
in Indianapolis is listed by classi- 
fication in this inventory check 
study conducted in independent 
and chain stores by the Indian- 
apolis Times. 


No. 3213. Enlarged Standard Met- 
ropolitan Area. 

Details of amendment of the de- 
finition of the Evansville standard 
metropolitan area by the Bureau 
of the Census are spelled out in 
this illustrated report issued by 
Evansville Printing Corp. 


| No. 3214. Radio Station WJOB. 
| Coverage and market informa- 
|tion of WJOB, Hammond, are 
|listed in this folder prepared by 


|the radio station. 


|\No. 3215. Evansville. Ind., Standard 
Metropolitan Area. 
The newly-defined standard 
|metropolitan area of Vanderburgh 
and Warren counties, Ind., and 
Henderson County, Ky., is ex- 
plained in this report issued by 
WFIE-TV, Evansville. 


No. 3216. Statistical Information. 

Detailed market statistics of the 
Indianapolis area are given in this 
sheet issued by WFBM-TV, In- 
dianapolis. 


No. 3217. WFBM-TV Market Sta- 
tistics. 

Number of homes, tv homes and 
retail sales are listed in this sheet 
of WFBM-TV, Indianapolis. 

No. 3218. WFBM-TV Coverage 
Map. 

Contours of Grades A and B 
plus tertiary areas reached 
by WFBM-TV, Indianapolis, are 
shown on this map. 


No. 3219. Golden Zone Market 

Book. 

Statistics of the 13-county Fort 
Wayne area, including detailed 
population, sales and manufactur- 
ing information, are compiled in 
this 28-page booklet of the Fort 
Wayne News-Sentinel and Jour- 
nal-Gazette. 


IOWA 
No. 3230. ABCs to Sell Dubuque- 
land 


Circulation area, number of 
families, income and other data 
——, have been compiled in this bro- 
= | chure by the Dubuque Telegraph- 
Herald. 


No. 3231. 1956 Iowa Radio-Televi- 


sion Audience Survey. 
This report of a study of listen- 
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_ The Greatest Circulationin 
| History of Sportsmen’s Magazines! 


Average monthly net paid f 
Ist quarter, 1956 : 


OUTDOOR LIFE’S circulation lead in the 
dynamic sportsmen’s field is greater than ever. 
First to sell a million copies of a single issue, 
it’s now the first to sell more than a million 
copies for three successive issues. 


Both newsstand sales and total circulation 


are at an all-time high. a 
More and more advertisers are finding the 

OUTDOOR LIFE market a “natural” for 

products which appeal to free-spending sports- 

men and their families. 


That’s why advertising volume is also at an 
all-time high. The only thing that isn’t at a peak 
is the cost per thousand...an amazingly 


low $2.87! 

For a copy of OUTDOOR LIFE’S A.B.C. 
Interim Statement, contact your nearest 
OUTDOOR LIFE representative. 


| 
: ; 

| *A. B.C. Interim Statement, March $1, 1966 Key to the market of men—as big as all outdoors. 

NEW YORK ° CHICAGO ° DETROIT ° BOSTON ° SARASOTA 
CLEVELAND ° SAN FRANCISCO . PORTLAND, ORE. ° LOS ANGELES 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


ing and viewing habits of a se- 
lected 9,000-family sample in Iowa 
conducted by Dr. Forest L. Whan, 
Kansas State College, is issued by 
WHO, Central Broadcasting Co., 
Des Moines. 


No. 3232. Market Data Sheet. 

Issued by KXEL, Waterloo, this 
sheet contains data on retail sales 
by categories for Black Hawk 
County and population and num- 
ber of radio homes in the station’s 
reception area. 


No. 3233. KMA, Heartbeat of the 
Corn Country. 
History of the radio station, con- 
tour maps, Pulse survey results 


central Kentucky counties is com- 
piled in this brochure issued by 
the Lexington Herald and Leader. 


No. 3252. 1956 Circulation Break- 
down. 


In addition to circulation infor- | 
mation, this booklet of the Louis- 
ville Courier-Journal lists popula- 
| tion, dwelling units and income of 
| the metropolitan Louisville area. 


No. 3253. Louisville Magazine. 

| Published by the Louisville 
Chamber of Commerce, 
monthly magazine contains up-to- 
date figures on business, industrial 
}and commercial activity of the 
city. 


and market data for the reception | 


area are given in this eight-page 
brochure issued by KMA, Shenan- 
doah. 


No. 3234. WMT-TV Ready Refer- 
ence Summary. 

Maps of areas reached, with ac- 
companying marketing informa- 
tion, make up this brochure pre- 
pared by WMT-TV, Cedar Rapids. 


No. 3235. WMT Radio Ready Ref- 
erence Summary. 

This brochure issued by WMT, 
Cedar Rapids, contains market 
data on Eastern Iowa plus contour 
maps. 


No. 3236. Sioux City Market Anal- 
ysis. 

Numbers of retail outlets, sales, 
population and other data of the 
46-county area surrounding Sioux 
City are tabulated in this folder 
issued by the Sioux City Journal- 
Tribune. 


No. 3237. KRIB Coverage Map. 

Population, number of retail 
outlets by category, agricultural 
and industrial data are given in 
this sheet issued by KRIB, Mason 
City radio station. 


No. 3238. Sell lowa with Newspa- 
pers. 

This presentation of the Iowa 
Daily Press Assn. maps newspaper 
coverage of Iowa and contains 
population and family data. 


3239. Cedar ‘Rapids—lowa’s 
No. 2 Market. 


No. 


Test market information and in- | 


dustrial, commercial and agricul- 
tural data are included in this 
booklet of the Cedar Rapids Ga- 
zette. 


No. 3240. KXIC Farm Facts. 
Farm income and radio listen- 
ership characteristics for the Iowa 
City area are tabulated in this 
report issued by KXIC, Iowa City. 


No. 3241. KVTV Fact File. 

Details of the area covered by 
KVTV, Sioux City, are given in 
this folder. Population, number of 
households and farm income data 
are included. 


No. 3242. Circulation and Market 

Analysis. 

The Des Moines Register and 
Tribune offers complete market 
data by counties for the state of 
Iowa, with a circulation break- 
down 
mation on the state. 


KENTUCKY 


No. 3250. Standard Market Data 
for Louisville. 

Population, income and sales 
statistics for Metropolitan Louis- 
ville and for 23 additional counties 
in the retail trading zone are tab- 
ulated in this brochure issued by 
the Louisville Courier-Journal and 
Times. 


No. 3251. Lexington, Ky., Market; No. 3270. Traffic Flow Map of 


Data. 
Detailed market information on 


and supplementary infor- | 


No. 3254. Whisky and Gin Deal- 
ers Survey of Louisville. 

| Dealers of 100 package goods 

_ stores and 25 bars in Jackson 

|County were interviewed to ob- 

tain information in this booklet 

issued by the Courier-Journal and 


ae *<onl straight, 
blends, 


gin. 


types—bonded, 
Scotch, 


LOUISIANA 


No. 3260. Two Bright New Stars. 

Current information on addition 
of two food chains to Shreveport is 
given in this folder issued by the 
| Shreveport Times and Journal. 


No. 


3261. Lake Charles Oil, Gas 
and Chemicals. 

Information on petroleum pro- 
| duction, transportation and distri- 
bution facilities in Lake Charles 
is compiled in this brochure pub- 
lished by the Lake Charles Assn. 


of Commerce. 


No. 3262. Lake Charles Facts and 
Figures. 

This booklet of the Lake Charles 
Assn. of Commerce contains infor- 
mation on population, growth, em- 
ployment, construction, retail sales 
and distribution pertaining to the 
city. 


No. 3263. Lafayette Data Sheet. 

| Population, radio homes, tv 
homes, French-speaking popula- 
tion, sales and other statistics of 
ithe Lafayette area are given in 
this sheet prepared by KVOL, La- 
| fayette radio station. 


| No. 3264. WJBO Presents the Su- 
per Market. 

Population, commercial, indus- 
trial, income and other statistics 
pertaining to Baton Rouge are 
covered in this Chamber of Com- 
merce folder issued by WJBO, 
Baton Rouge radio station, and 
| WAFB-TV. 

i 
| 
No. 3265. Coverage Map. 

This map shows areas reached 
| by WAFB-TV, Baton Rouge, plus 
| data on number of homes, popula- 
| tion and retail sales. 


|No. 3266. Standard Market Data 
for New Orleans. 

Data on population, sales, man- 
| ufacturing and other marketing 
factors are listed for the New Or- 


booklet of the New Orleans Times- 
Picayune. 


No. 3267. Baton Rouge Market In- 
formation. 

| Baton Rouge economy is de- 

| scribed with a tabulation of busi- 

ness Statistics covering 1950-55 in 


|this report issued by the Baton) tion is shown on this sheet issued | No. 3313. Flint Sk 


Rouge State-Times & Morning 
Advocate. 


MARYLAND 


Baltimore. 


' This map issued by Donnelly 


this | 


Louisville Times. The study re-| 
ports sales ranking of whiskies | 


Canadian—and | 


leans retail trading zone in this’ 


Advertising Corp. 
Baltimore, shows traffic circula- 
tion and shopping center locations | 
plus retail sales data. 


No. 3271. Baltimore Gets Richer 
and Richer. 

Statistics of banking, construc- 
tion, employment, income, trade 
and other business factors are 
listed in this folder issued by 
WITH, Baltimore radio station. 


to 


No. 3272. What’s Happening 
Del-Mar-Va. 

| Data on income and retail sales 

| by categories for the counties cov- 

ered by WOBC and WOBC-TV, 

Salisbury, are contained in this 

brochure. 


No. 3273. Baltimore Data Sheets. 

Issued by WBAL-TV, Baltimore, 
this series of data sheets lists pop- 
ulation, income and other market 
data for counties within the sta-| 
tion’s coverage. 


MASSACHUSETTS 
/No. 3280. Springfield Liquor Sur-| 
vey. 

Distribution and sales of liquor 
in Springfield package stores is | 
tabulated by type in this survey 
report of the Springfield Union, 
News and Republican. 


3281. Comparison of First 
Seven New England Markets. 

Retail sales and_ distribution | 
data are listed for Springfield and 
six other New England standard | 
metropolitan areas in this report 
issued by the Springfield Union, 
News and Republican. 


No. 


No. 3282. Greater Lawrence, Mass. | 
History, development and trade 
statistics of the Lawrence area are 
given in this booklet issued by the | 
Lawrence Eagle-Tribune. 


No. 3283. Distribution of Grocery | 
Products. 
Distribution of grocery store} 

items in Quincy is tabulated by) 

product category and type of out-| 
let in this report of the Quincy | 

Patriot Ledger. 


No. 3284. Bright Spot in Your New 
England Sales Picture. 

Growth of Worcester is traced | 
with statistics on automotive, food, 
drug and other sales plus popula- 
tion data in this booklet prepared 
by the Worcester Telegram and 
Gazette. 


No. 3285. Annual Market Analysis. 

Detailed figures on population, 
sales, industry and commerce of 
the Lowell area are contained in 
this booklet issued by the Lowell 
Sun. 


3286. Comparison of First 
Seven New England Markets. 

Market data of the Springfield 
area are compared with those of 
six other New England standard 
metropolitan areas in this booklet 
issued by WHYN-TYV, Springfield. 


No. 


No. 3287. Statistics Anyone? 
This report by WTAO, Cam- 
bridge radio station, analyzes 5,000 
orders for merchandise purchased 
via the station by residents of the 
| greater Boston area. 
No. 3288. 1955-56 Market Data 
Map. 
Population and retail sales fig- 
j}ures for the radio station’s recep- 
| thom area are summarized in this 
folder issued by WBET, Brockton. 


| No. 3289. Market Facts. 

Coverage, Worcester County 
| market data and other informa- 
by WAAB, Worcester radio sta- 
tion. 


No. 3290. WBZ-TV Coverage Map. 

County breakdowns of number 
of tv homes, income, population, 
number of farms and other data 


Boston, are contained in this fold- 
er. 


MICHIGAN 
No. 3300. Population, Housing and 

Economic Characteristics of the 

Detroit Area. 

This booklet issued by the De- 
troit News contains detailed eco- 
nomic information on the Detroit 
standard metropolitan area plus 
Statistics and maps _ outlining 
trends from 1950 through 1955. 


No. 3301. Household and Popula- 
tion Growth in Detroit Area. 
Estimates of 1955 and 1960 hous- 

ing by counties and municipalities 

in the metropolitan Detroit area 
compiled by the Detroit Metropoli- 
tan Area Regional Planning Com- 
mission are contained in this re- 
port issued by the Detroit News. 


No. 3302. Detroit Family Income. 

Comparison of Detroit family in- 
come with that of the rest of the 
U.S. is the subject of this Detroit 
News data sheet. 


No. 3303. WWJ Radio Helps You 
Reach Huge Car Audience. 
This chart issued by WWJ, De- 

troit, indicates the number of per- 

sons traveling in radio-equipped 
autos in the Detroit area. Data 
are classified by hours and shows 


| number of drivers and riders. 


No. 3304. Urban Land Institute 
Report on Downtown Detroit. 
Reprints of five articles from the 
Detroit News make up this report 
of a panel of 12 municipal experts 


of the Urban Land Institute who} 


studied re-development of down- 
town Detroit. 


No. 3305. Michigan Market. 
Issued by WNEM-TV, Bay City, 


'this report contains income, sales 


and population data by counties 
within its coverage area. 


No. 3306. WXYZ-TV Market Data. 

Data on income, sales and pop- 
ulation within its coverage area 
are listed in this brochure of 
WXYZ-TV, Detroit. 


No. 3307. 1955 Grand Rapids Liq- 
uor Sales. 


Liquor sales in Grand Rapids} 


are tabulated by brands in this 


report issued by the Grand Rapids | 


Herald. 


No. 3308. Ready Reference Sum- 
mary. 

Market statistics, including pop- 
ulation, sales and industries with- | 
in its coverage area are listed in- 
this report of WOOD-TV, Grand. 
Rapids. | 
| No. 3309. Washtenaw County Liq- 
uor Sales Report. 
| This report lists monthly wine 
and liquor sales by brand within | 
| Washtenaw County and is issued 
| by the Ann Arbor News. 


No. 3310. Market Data Sheets. 
Maps of city and retail trading 
zone population, sales and other 
data make up this report of the 
| Pontiac Press. 
| No. 3311. Pontiac Liquor Sales. 
Liquor sales in the Pontiac area 
in 1955 are tabulated by brand 
in this data sheet issued by the 
Pontiac Press. 


No. 3312. Flint Market. 

Business indices, population and 
|geographic information are _in- 
| cluded in this report issued by the 
| Flint Journal. 


yrockets. 
Statistics indicating Flint’s 

growing business are shown on 

this sheet issued by the Flint Jour- 

nal. 

| 


| No. 


No. 3314. Market Facts. 
Data on the Kalamazoo area are 
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of Maryland, | for the coverage area of WBZ-TV, included in this 10-page booklet 


| prepared by the Kalamazoo Ga- 

zette. 

| 

| No. 3315. Market Folder. 
Statistics of Kalamazoo popula- 

|tion, manufacturing, trade and 

commercial activity are summar- 

ized in this folder of the Kalama- 

zoo Gazette. 

|No. 3316. WWTV Market Data. 

| Available rural and urban data 

|for the Cadillac area reached by 

| WWTV is shown in this brochure 

|issued by the station. 


No. 3317. Bay City Market Data. 

Statistics of the eastern Michi- 
gan area covered by WBCM and 
WBCM-FM, Bay City, are listed 
in this report. 


| No. 3318. Saginaw Market Folder. 

Population, income and business 
Statistics of the Saginaw metro- 
|politan and marketing area, in- 
cluding lists of retailers, are in- 
cluded in this brochure of the 
Saginaw News. 


No. 3319. Billion Dollar Market. 
This Grand Rapids Press bro- 
chure contains up-to-date market 
information on Western Michigan 
broken down by counties. 


No. 3320. Port Huron Data. 

Agricultural and urban informa- 
tion, including statistics on retail 
outlets, is contained in this folder 
issued by the Port Huron Times 
| Herald. 


No. 3321. Monroe County Market 

Data. 

Retail sales, industrial, income, 
| transportation and other statistics 
of Monroe County are tabulated 
in this report of the Monroe Even- 
ing News. 


| No. 3322. Reaching the Farmers of 
Western Michigan. 

| Farm market information of the 
area covered by WKZO, Kalama- 
zoo, is listed in this brochure. 


No. 3323. WKZO Coverage Map 
and Data. 

Population, income and radio- 
home statistics are included in this 
folder issued by WKZO, Kalama- 
ZOO. 


| No. 3324. Coverage Information. 
Markets within its coverage 

area are shown on this contour 

/map of WKNX-TV, Saginaw. 


Research 
Newspaper 


Motivation 
Detroit 


|No. 3325. 
| Looks at 
Readers. 
This book, available at $5 a copy 
from the Detroit Free Press, is 
based on a motivation research 
study of Detroit newspaper read- 
ers by Social Research Inc. The 
book reveals to advertisers how 
the great “middle majority” re- 
gards the daily newspaper and 
endeavors to help advertisers 


|reach readers more effectively. 


3326. Marketing Map 
America’s Motor Empire. 

This large map of the Detroit 
retail market includes newest 
population, income and sales data 
for each of 15 counties surround- 
ing Detroit, plus main highways, 
traffic counts and travel time. It 
includes information on the new 
concept, “The Detroit Shopping 
Center Ring.” 


MINNESOTA 


No. 3330. Minnesota Homemaker 
Survey No. 5. 

This home interview study cov- 
ers food and drug products and ap- 
pliances in Minnesota homes, with 
emphasis on metropolitan Min- 
neapolis. The report is issued by 
the Minneapolis Star and Tribune. 


of 


No. 3331. Continuing Survey of 
Minnesota Living. 
This series of interview studies 
covers brand preference and pur- 
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chasing habits of Minnesota. Re-| 
ports on cigarets, frozen vegetables, 
wood and coal ranges, winter va- 
cations and multi-car ownership 
are issued by the Minneapolis Star 
and Tribune. 


No. 3332. $1.5 Billion Ride. 
Gasoline and oil brand use data 
based on surveys are covered in 
this report of the Minneapolis Star 
and Tribune. 
No. 3333. Survey of Hennepin 
County Car Owners. 
Purchasing habits of auto sup- 
plies and service are covered in 
this Minneapolis Star and Tribune 
report. 


No. 3334. This is the Climate for 
Business. 
This Minneapolis Star and 


Tribune folder contains informa- 
tion on domestic heating systems 
and fuels, plus a tabulation of daily 
temperature range and monthly 
precipitation in the city. 


No. 3335. Mankato Market Data. 

Population, sales, income, agri- 
cultural and industrial data are 
compiled in this folder issued by 
the Mankato Free Press. 


No. 3336. Coverage Map. 

Area reached by WDSM-TV, 
Duluth-Superior, plus accompany- 
ing market data are shown on this 
map issued by the station. 
No. 3337. 1956 Annual St. Paul 

Consumer Analysis. 

This comprehensive report on 
brand preferences and buying 
habits of St. Paul residents is 
issued by the St. Paul Dispetch- 
Pioneer Press. 


No. 3338. Coverage Map and Data. 

This color map shows the area 
reached by KSTP-TV, Minneapo- 
lis-St. Paul, and data on popula- 
tion, homes and income. 


No. 3339. Duluth-Superior Con- 
sumer Analysis. 

Brand preferences and buying 
habits of the Duluth-Superior area 
are covered in this report issued 
by the Duluth Herald and News 
Tribune. 


No. 3340. Market Coverage and 
Data Map. 
Urban and rural statistics are in- 
cluded in this coverage map of 
KATE, Albert Lea radio station. 


No. 3341. The Winona Daily News 
in “70% Country.” 

This folder contains retail sales 
information of the upper Midwest 
outside of St. Paul and Minneapo- 
lis. It is issued by the Winona Daily 
News. 


MISSISSIPPI 


No. 3350. Meridian, Heart of the 
New South. 

Statistics on the top ten Missis- 
sippi markets with emphasis on 
those of the Meridian trading area 
are listed in this bulletin issued by 
the Meridian Star. 


MISSOURI 


No. 3360. Ready Reference Sum- 
mary. 
This folder contains information 
on population, sales, families and 
income of the Joplin trading zone. 


SALISBURY 
NORTH CAROLINA 
Let us 


PROVE IT 


Your test ad will its effec- 
tiveness in the O) MARKET in North 


Carolina served by ONE NEWSPAPER. 


Generous Merchandising Service 


WARD-GRIFFITH CG. 
The Ward-Griffith Co. maintains offices 


in all principal odvertising centers 


It is issued by the Joplin Globe & 
News-Herald. 


No. 3361. Springfield, Third Mar- 
ket in Missouri. 

Population studies, data on 
number of families, retail sales 
and other information is contained 
in this folder issued by the Spring- 
field Daily News and Leader 
Press. 


No. 3362. What to Do About Tele- 
vision in Missouri. 

Contours of all Missouri tv sta- 
tions and complete market statis- 
tics for central Missouri are in- 
cluded in this brochure of KOMU- 
TV, Columbia. 


No. 3363. Gold. 

Total households, radio and tv 
homes, newspaper coverage and 
income-sales data are in this bro- 
chure issued by KFEQ and KFEQ- 
TV, St. Joseph. 


No. 3364. Comparative Coverage 
Folder. 


| dio stations are shown in this color 
folder issued by KXOK, St. Louis. 


MONTANA 


No. 3370. Fact Sheet. 

This set-count and market data 
sheet covers the Billings area and 
is issued by KOOK, Billings. 


No. 3371. Butte’s New Payroll Fig- 
ures. 

This payroll calendar shows 
wage-earner pay days for 16,000 
|workers of the Butte area with 
comparative total payroll figures 
for 1940, 1950 and 1955. It is issued 
by the Montana Standard-Post, 
Butte. 


No. 3372. Market Brochure. 

Income, population, set-count 
and other data for its coverage 
area is compiled by KGVO-TV, 
| Missoula. 


|No. 3373. Great Falls Trade Area. 
This brochure issued by KFBB- 
|TV, Great Falls, contains economic 


Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


Data on community antenna age! 


tems is included. 
| 
No. 3374. Great Falls and the) 

Tribune-Leader. 

Montana’s three major market 
areas are compared statistically in| 
this brochure of the Great Falls 
Tribune-Leader. 


NEBRASKA 
No. 3380. Farm Facts. 
Detailed information on Nebras- 
ka farm families is compiled in 
this booklet by KOLN-TYV, Lincoln. 


No. 3381. Farm Facts and Folding 
Money. 
This brochure details midwest 
farm market information and is 
issued by KFAB, Omaha. 


3382. 1956 Omaha World- 
Herald Consumer Analysis. 
This 12th annual study of the| 


No. 


Coverage areas of St. Louis ra-|statistics for the surrounding area. |Omaha-Council Bluffs area covers 


brand preferences and sales for 
more than 150 food, drug, bever- 
age, automotive and appliance 
classifications. It is issued by the 
Omaha World-Herald. 


TORONTO, CANADA 


Capital ow of Cutgsie Comat’ Richest 
ving One-Third o Crpade’s 
Total Population and 42% of 
—Blanketed 4 the 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 

—80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nattanally Represented by 


WARD-GRIFEITH CO. 


The Ward-Griffith Co. maintainsoffices 


in all principal, advertising centers 
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AN ESTIMATED $2,500,000,000 of current 


military appropriations is directed to the procurement of 
electronic components and equipment. This constitutes the 


market served by MILITARY ELECTRONICS. 


SCHEDULE SPACE NOW! For maximum effectiveness, 
advertising should be devoted to those of your products that 
meet or exceed military specifications. Advertising forms 


mber! 


= 
sg 


evect 


close August Sth. 
Electronic Publications, Inc. 2775 s. more.anp sivo., CLEVELAND 20, OH10 


TO CORRELaT 
COMPONENT 


USE 


TO KEEP KEY £ 
PROCUREMENT 


ROMIC 


NGINEERING AND 
PERSONNEL EN. 


ana equipment, 


Eastern Office: 

520 Fifth Ave. 

New York 36, N. Y. 
Telephone: MUrray Hill 2-5844 


Pacific Coast Offices: 
2330 W. Third St. 

Los Angeles 57, Calif. 
DUnkirk 7-4388 

57 Poat St. 

San Francisco 4, Calif. 
SUtter l- 


Midwest Office: 
5719 W. Chicago Ave., 
Chicago 51, ne 


COlumbus 1-2295 


\ oS Set 5 = 
s, : os er vein = te SR Se Se Oh ‘aad Ne A et eet ie a _ . re: ee eee Rees std ere.) eae zit 
5 _— ; : Ss natal 
ee 121 
— — | | 
ene LLL LLL LLL LLL cy 
SS ee ee ee lO! ae r 
pees 5's eo nnn 4 ae $ ee ~ eh ee i 
. oe a en 
“yo rams one a eee) ee ; , | 
| i 4 ia VY iil 
| fi < ae I 
ila ae) ana 1] se 
| i j = ae * RPOSE Hi] | 
3 ee oe ee ee : 
roy SBR a ee a EQuIP i 
; a 
| ee DATA HAVING MILIT amen | 
oy + ICANCE WITHIN oar on eel i i ; 
PAG } 
| - a ONE MAGAZINE. sadeeel | 
' j ey i j P ry 
' : sips ee * — ; 
aa fee * ii / 
i | faa, sae ot ee : 0 a a MT 
a) Sea oe oe ee HI Pe 
a a * cue 
pf a : se GAG | 
. a ae to ED IN CONTRACT WORK IN- | E L, 
Up eR ee VOLVING ELECTR ||| “4 
\ ae a bi : Re elt PY eae ONICS ABREA HH 
& i : —. 8 = od e apie a * OF THIS VOLATILE MILIT ST | | ote i 
ee oe eo ae ELE ARY | 
a . 2 oe na E : 
ee eee eee ey il rR 
eee ¢€ ae eee oo © . | 
es, (Se aie eee Sis o We " 
BETS cere BY 2 he ae ¥ ah: ~ = d 3 | ” 
a a a THI 
| 4 PUBLICATIONS, amen 3 ae . : 
j a ie oe new monthly ae ae ae i fo : 
Sy a. ce So +R a sp: a + 
a ET apggaxt AS EVES ie needs OFF eee. y 
' 4 : a = sally designed *° on qnerr by a : 
= gente OO ON ach sabes Sl ~ 
oo key eS ea goveramen ——_ *: 
| en fe: oe ee panera SON ' 
| “ie oe ae oo ae = ee = nt BS i ee fe of 
Jp | en 4 i 
| > 
. __J 
ain - —— a ON oe. ae a. eee ee i 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3383. 
Market Data. 


an Ms pees _ pop pol gone sales, | Savings deposits statistics for 
vehicle registration and other in- the 18-county area reached by 


formation make up this report of KOH. Reno, are compiled in this 
the Lincoln Journal and Star. | data sheet. 


Highlights of Current| NEVADA 
|No. 3390. Money on Deposit as 
Savings. 


§ DIVERSIFIED 


4 BS inoustries 


| No. 3391. Las Vegas Statistical Re- 
view. 

Las Vegas area economy is re- 
statistics on population, income, 
employment, sales, 
utility connections. It is issued by 
the Las Vegas Review-Journal, 
KORK and KLRJ-TV. 


No. 3392. Las Vegas Report. 

Detailed statistics on all phases 
of commercial, industrial and busi- 
ness activities are tabulated in 
this 28-page booklet prepared by 
Campbell Realty Co. and issued by 
|KRAM, Las Vegas. 


NEW HAMPSHIRE 
No. 3400. This Is New Hampshire. 
Market data on New Hampshire 
lis contained in this 12-page book- 
let published by the Manchester 
Union Leader. 


No. 3401. The 14th Television Mar- 
| ket. 

| Population, tv set total, sales by 
categories and economic data are 
included in this brochure of 
|WMUR-TV, Manchester. 


NEW JERSEY 

No. 3410. Elizabeth, N. J. 
This folder issued by the 
|Elizabeth Daily Journal contains 
market data of the eastern Union 


: |County area. 
= 


The Peninsula f 
Home and Industry 


Circulation... 15,674 
= Families 


THE BAYONNE TIMES wis 


my oy oo BOGNER and MARTIN 


yy 


|No. 3411. North Jersey. 
Population, income, retail sales | 
| and other market data for 12 
leounties of northern New Jersey 
jare compiled in this brochure is- 
| sued by Ward-Griffith Co., New 
| York. 


| No. 3412. Bergen County Coverage | 


| Map. 

| Coverage by townships in Ber- 
| gen County is shown on this map 
issued by the Bergen Evening 


Questionnaires are now being tabulated on 


reader reception 


and reaction to the new publication in the livestock field . . . 
the National Hog Farmer. Hog producers were asked to list 
the important problems facing the Swine industry today. The 


National Hog Farmer is only three months 


old, but already 


reaches top-notch swine leaders and producers in all 48 


states. Going across breed lines and serv 


ing all hog pro- 


ducers, this new publication is providing information and state 
swine news that has long been overlooked. 


Write today for your copy of questionnaire results and rate 


card. 


| Hog 


A MONTHLY PUBLICATION DEDICATED TO THE SWINE INDUSTRY 


Farmer 


Grundy Center, lowa 


viewed in this booklet containing | 


tourism and! 


No. 3413. Atlantic City Market 
Data. 

| This folder issued by the 

Atlantic City Press contains maps | 

|showing city, metropolitan and) 

trading zones with detailed popu- 

lation and retail sales breakdowns. 


| No. 3415. Market Data Map. 

Economic statistics for the area) 
reached by the radio station are 
included with this coverage map 
issued by WFPG, Atlantic City. 


No. 3416. Passenger Car Sales. 
New car registrations by make 
for 21 counties of New Jersey are 
shown in this folder issued by the | 
Bergen Evening Record. | 


No. 3417. Map of Essex County, 
N. J. 


United Advertising Corp. offers | 
this map showing all municipali- 
ties in Essex County. Main streets, 
secondary streets and highways 
are shown, with a description of 
the metropolitan Newark market. 


NEW MEXICO 


| 

'No. 3420. Pioneers Still Building 
| the Southwest. 

Population, family and income 
data for areas served by KOB and 
KOB-TV, Albuquerque, are con- 
tained in this folder. 


|No. 3421. Five Years Make a Big 
| Difference. 

This data sheet issued by KOB- 
TV shows increases in number of 
Albuquerque dwelling units from 
1950 to 1955. 


|No. 3422. Life Insurance Gains 

Since 1950. 

Increase in total of life insur- 
ance in New Mexico is given in 
this sheet issued by KOB and KOB 
-TV, Albuquerque. 


No. 3423. August Was Very Un- 

August. 

Increases in business activity 
in August, 1955, are listed in 
this sheet issued by KOB and 
/KOB-TV, Albuquerque. 


| No. 


3424. KGGM-TV Coverage 
Map. 

This folder showing the station’s 
|reception contour and county 
|breakdown of market data for 
the area is issued by KGGM-TV, 
Albuquerque. 


| NEW YORK 


| No. 3430. "Way Out in Front. 

| Numbers of retail outlets in Ba- 

| tavia and Lockport are listed by 

|type in this folder issued by the 
Batavia Daily News and the Lock- 

| port Union-Sun & Journal. 


No. 3431. Buffalo Facts and Fig- 
ures. 

This booklet prepared by the 
Buffalo Chamber of Commerce 
|and issued by the Buffalo Evening 
|News describes the metropolitan 
| market and is accompanied by pic- 
tures and statistics. 


No. 3432. Shopping Plaza Booklet. 

Thirteen shopping centers 
opened in the Buffalo area in the 
past five years are described in 
this illustrated booklet. Issued by 
the Buffalo Evening News, the 
|booklet contains data on volume 
_and number of employes of each 
center. 


No. 3433. The Long Island Story. 
Population, income, sales, bank 
deposits and other information 
pertaining to Nassau County are 
shown in this booklet issued by 
WHLI, Hempstead radio station. 


No. 3434. Spanish Language and 
Media Study. 


Reading and listening habits of 


\this survey report issued by 


WHOM, New York radio station. ! 


Spanish-speaking residents of the} 
|New York area are the subject of | 


Advertising Age, May 7, 1956 


No. 3435. New York Outdoor Mar- 
ket. 

Population, supermarket loca- 
tions and market information of 
|the Long Island area are listed in 
| this report of Disosway & Fisher 
Outdoor Advertising, New York. 


No. 3436. WWRL Pantry Surveys. 

This series of surveys covers 
buying habits of Negro and Span- 
ish-speaking residents of New 
York arid brand preferences for 
breakfast food, soap, margarine, 
coffee and other items. The re- 
ports are issued by WWRL, New 


| York radio station. 


No. 3437. Negro Market Pulse Rat- 
ings. 
Listenership patterns of Negro 
‘residents of New York are covered 
in this report issued by WWRL, 


‘New York. 


No. 3438. Spanish-Puerto Rican 
Market Pulse Ratings. 

This WWRL, New York, report 
covers listenership patterns of 
Spanish-speaking residents of New 
York. 


No. 3439. Negro Market in New 
York. 

Statistics on the Negro popula- 
tion of the New York area is list- 
ed by boroughs and cities in this 
WWRL, New York, report. 


No. 3440. German Market Pulse 

Ratings. 

Listenership patterns of Ger- 
man-speaking residents of New 
York are listed in this report is- 
sued by WWRL, New York. 


No. 3441. 
ries. 
Case histories of solution of 

sales problems through application 

of specialized market data are 
given in this series of WWRL, 

New York, reports. 


Marketing Case Histo- 


No. 3442. Spanish-Puerto Rican 
Market Data, 

Population of Spanish-speaking 
residents of the New York area and 
other statistics pertaining to this 
segment of the market are tab- 
ulated by boroughs in this WWRL, 
New York, report. 


No. 3443. One Station Does the Job. 

Income, farm data and other 
market information of the station’s 
coverage area comprise this report 
of WNBF-TV, Binghamton. 


No. 3444. Spots to Sell the Mass 
Market. 

Western New York and northern 
Pennsylvania county data are com- 
bined in this brochure issued by 
WHAM, Rochester radio station. 


No. 3445. WHAM-TV Ready Ref- 
erence Summary. 

Market data for the western New 
York area reached by the station 
is listed in this brochure of 
WHAM-TV, Rochester. 


DAYTONA BEACH 


FLORIDA 
Population: New Metropolitan 
98,400 


Florida’s Year "Round Resort 
Covered By 


DAYTONA BEACH NEWS-JOURNAL 


. Daytona Beach is an unusual 
test market; its thousands of 
visitors come from all over the 
US., Canada, Cuba and South 
America. Its Summer seasons 
now rival its Winters in tourist 
pulari yy; 

2. Over $137,720,000 effective buy- 
ing income. 

. Retail a is, Metropolitan 


area, $116,200 
c ee —- AF index of 123. 
b = total advertising 17,169,628 
es. ; 


Represented by 
V. J. Obenauer Jr. in Jacksonville 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Advertising Age, May 7, 1956 


No. 3446. Binghamton Radio Sta- 
tion Coverage. 

Issued by WINR, Binghamton, 
this report shows contours of all 
of the city’s radio stations plus 
market information of the area. 


No. 3447. The Inside Story. 
Statistics on radio listenership | 


and coverage of the Syracuse area 


are given in this booklet of WOLF, | 

Syracuse. | 

| 

No. 3448. Newspaper Coverage of 
the Syracuse Market. 

Retail sales by county and cat- 
egory tabulation are shown for the 
15-county Syracuse market in this 
Syracuse Herald-Journal report 
which includes population, income 
and other data. 


No. 3449. Vacation Survey. 

Five-year comparative figures 
on vacation travel of New Yorkers 
are contained in this brochure of 
WQXR, New York. 


No. 3450. Cigaret Survey. 
Smoking habits of men and 
issued by WQXR, New York. 


No. 3451. Survey of Banking and 
Investments. 

This survey conducted by 
WQXR, New York, among its 
listeners covers checking and sav- 
ings account volume, investments 
and other financial indices. 


No. 3452. Bread Inventory. 

This WQXR, New York, survey 
compares brands of bread found in 
listeners’ homes with those in 
homes of non-listeners. 


No. 3453. New York Liquor Inven- 
tory. 

This folder issued monthly by 
the New York World-Telegram and 
Sun lists current unit sales and 
distribution of 250 items in seven 
package liquor classifications. 


No. 3454. New York Grocery In- 
ventory. 

This monthly report of the New 
York World-Telegram and Sun 
shows current sales and distribu- 
tion of more than 600 items in 54 
product classifications, plus an 
analysis of trends. 


No. 3455. The Real Troy, N.Y., 

Market. 

This four-page folder describes 
the Troy area and its industries, 
retail outlets, buying power and 
other data. It is issued by the Troy 
Record and Times Record. 


No. 3456. Basic Facts About the 
Troy City Zone. 

This series of seven data sheets 
shows auto registrations, births, 
banking and other economic data 
of the Troy area. It is issued by the 
Troy Record and Times Record. 


No. 3457. Consumer Buying Index. 

Apparel purchasing by price 
range is detailed in this report 
based upon a mail survey con- 
ducted by the New York World- 
Telegram and Sun. 


No. 3458. WMBO Coverage Map. 
Contour area of WMBO, Auburn 

radio station, and market data for 

the area are shown on this sheet. 


PUT COLOR 


in Your 
ELIZABETH (N. J.) MARKET 


One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


No. 3473. Uncle Sam Takes a Look 
at Winston-Salem. 

Based on U.S. census data, this) 
folder contains information on 
Winston-Salem and five other 
North Carolina metropolitan areas. | 
It is issued by the W inston-Salem | 
Journal and Sentinel. 


No. 3459. WIBX Coverage Map. 

Farm and urban market data are 
included in this color map showing 
the reception area of WIBX, Utica 
radio station. 


NORTH CAROLINA 


No. 3470. WRAL Coverage Map. 
Information on retail sales, auto . eT ; 
registrations, population and other| Distribution Analysis. 
indices for the area reached by| This six-page report contains 
WRAL, Raleigh radio station, is| details of distribution of frozen | 
listed in this folder. \foods in the Winston-Salem area. | 
\It is published by the Winston- 
No. 3471. Know Our Market. Salem Journal and Sentinel. 
This 12-page color brochure con- 
tains detailed market information|No. 3475. Winston-Salem Retail 
on the Winston-Salem metropoli- Digest. 
tan area and is issued by the Issued monthly, this publication 
Winston-Salem Journal and Sen-| of the Winston-Salem Journal and | 
tinel. Sentinel traces current trends in 
retailing. 


No. 3474. Frozen Foods and Juices | 


No. 3472. Winston-Salem Grocery 
Inventory. 

Issued monthly by the Winston-| 
Salem Journal and Sentinel, this This folder shows market data, | 
report contains up-to-date infor- | set count and a map of the 100 mi- 
mation on sales and distribution | crovolt coverage contour of WSJS, 
of 450 grocery products. Winston-Salem tv station. 


No. 3476. North Carolina’s Golden| 
Triangle. 


OS RR hea see a Woe a I eo fos 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3477. Facts About the Billion 
Dollar Charlotte Market. 
Growth of the Charlotte area is 

traced in this booklet illustrated 


IN HAVERHILL, MASS. 


with charts and graphs. It is is- IT’S THE GAZETTE 
sued by the Charlotte Observer. | George McLaughlin, _ 
Advertising Manager : 
of the GAZETTE 


No. 3478. Durham, N.C. 
Development of the Durham 

area plus late market statistics for 

the city are included in this bro- 


gives you these facts: 
1—Retail Sales— 
— a new 


chure distributed by the Durham | 2—Food Sales— 
Herald-Sun. $17,885,000 a new 
high. 
3—World Shoe 


No. 3479. Burlington, N.C. 

This folder contains compara- 
tive statistics for Burlington and 
other North Carolina markets. It 
is issued by the Burlington Daily 
Times-News. 


G. McLaughlin 
4—Western Electric Co., Mfg. Center. 


making center. 


A _o- zone ulation of 
110, caso by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 
Nationally Represented by 
WARD-GRIFFITH co. 
The Word-Griffith Co. maintains offices 


in all principal advertising. enters 


No. 3480. High Point, N.C. 

Issued by the High Point Enter-| 
prise, this folder contains commer- 
cial and industrial data plus a gro- 
cery and drug route list. 
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No, that mystery shape isn’t really an elephant, 
though it is a jumbo-sized bargain for advertisers. 


-Actually it’s a map of “The Mystery Market” 
-»-one of America’s richest... The Central South 
»+-@ $2,713,371,000 market—richer than the cities 
of Denver and New Orleans put together ... or 
Atlanta and Dallas put together. 2 


A RICH MARKET, IN FACT, THAT'S 
COVERED BY ONLY ONE MEDIUM...and 
that’s WSM Radio in Nashville. 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


650 KC 


If you attempt to cover The Central South 


with a combination of other radio stations or with 
a combination of newspapers in the area, the 
coverage would still be incomplete —and the cost 
would be three to 15 times greater than that of a 
WSM< custombuilt program. As for TV, all TV 
viewers in the market put together still represent 


less than half the market’s buying power! 


For the full story on this unique situation, send 
for your free copy of our booklet, “The Mystery 
Market,” containing complete facts and figures as 


compiled by independent authorities. 


BOB COOPER, Soles Manager 
JOHN BLAIR AND COMPANY, National Advertising Representatives 


RADIO nashville — Clear Chainel — 50,000 Watts 
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Availab Market Data—Local Carolina and the Southeast is the 
le k ta | subject of this folder issued by the 
To secure copies of data listed, use the handy coupons Durham Herald-Sun. 


o. 3484. WHKY File Folder. 
This folder contains market data 
on cities and counties in the area 

3483. What’s Your Tarheel|covered by WHKY, Hickory. 
Quotient? 

Market information concerning 
the Durham area and its relation-| 
ship to the remainder of North| 


No. 3481. Rocky Mount, N.C }area is given in this folder issued N 

This folder of the Rocky Mount | by the Salisbury Post. 
Telegram contains population, in- 
come, distribution and other data | No. 
of the area. 


mont. 


No. 3482. Salisbury, N.C. 
This brochure includes statistics 


Market data for the Salisbury 


| THIS IS GEORGE CORTES — (Another W-G Salesman) 


George A. Cortes, one of the younger old timers in the newspaper representative 
business has been an advertising man all his life. Before joining our sales force, 
George was national advertising manager of a newspaper where he gained expe- 
rience with local salesmen and district men. He also sold local advertising. Aggres- 
sive, popular George Cortes, like all our salesmen, will help create more sales for 
you. Newspaper advertising gets results. It gets immediate action. Buy newspaper 
advertising! 

Please note individual advertisements of our newspapers throughout this issue. 


WARD.-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building 5-7028 
Wrigley Building 

General Motors Building 
Statler Office Building 

Pulton National Bank Building 
318 Addison Building eee 


Russ Building. ...... sich assent 
Philadelphia fistionai Bank Building 
U.S. Na Bank Building 


Sebaneiell Pranklin 5-8020._- CHARLO 
*" Yukon 2-6028 SAN FRANCISCO 


on industrial and commercial in- 
dustry of the area covered by 
WFMY-TV, Greensboro. 


No. 3486. Market Brochure. 
Updated statistics on income, 

population and other market data 

is contained in this brochure is- 


| sued by WFMY-TV, Greensboro. 
No. 3485. Pied Piper of the Pied-| 


No. 3487. Two-Minute Folder. 

Statistics of eight retail catego- 
ries for its coverage area are 
summarized in this WFMY-TV, 
Greensboro, folder. 


No. 3488. Wholesale Trade. 

Wholesale trade statistics of its 
reception area are summarized in 
this WFMY-TV, Greensboro, data 
sheet. 


No. 3489. That Ain’t Hay. 
This WFMY-TV, Greensboro, 
sheet contains farm population 


«x | and rural income data. 


aek | No. 3490. All Over Wilmington. 


Statistics of 38 zones of the Wil- 


HILADELPHIA | Mington area are contained in this 


illustrated brochure issued by the 


a 


SAFEWAY 


Super Market Merchandising 


with its striking, new editorial concept — is 
giving REACH to the men of decision in the 
super market's big move for new power. 


ONLY 
Super Market Merchandising 


equips the men of decision with the informa- 
tion, insight, and initiative to meet the 
challenge of bigness in the food industry. 


THE NEW 

Super Market Merchandising will be launched 
in June with the “Golden Curtain” issue — 
the true story about BIGNESS and BIG MEN 
in the Super Market business. 


REACH for the oil fat wallets of the 
Southwest is the new battle plan of 
some of the nation’s food giants. 


REACH for the richest of all markets — 
metropolitan New York is the new plan 


of some new factors in selling. 


‘+ 
~> 


yr 


/~ REACH for beautiful Ohio's-profits is 
| the strategy of séme new, powerful 


Pa 


wt 


factors in the Super Market business. 
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No. 3491. WDNC Coverage and 
Market Data. 

Population, radio families, sales 
by categories and other data are 
tabulated in this folder prepared 
by WDNC, Durham. 


No. 3492. WNCT Station and Mar- 
ket Data. 

Statistics on population, income, 
sales and other eastern North Car- 
olina data are listed in this WNCT, 
Greenville, folder. 


No. 3493. Asheville Data Folder. 

Industrial, distribution, sales 
and other information, including 
names and addresses of key dis- 
tributors, is compiled in this folder 
of the Asheville Citizen-Times. 


NORTH DAKOTA 
No. 3500. WDAY Market Informa- 
tion. 

This data sheet contains farm 
and urban information on the 
North Dakota-Minnesota area 
reached by WDAY-TV, Fargo. 


No. 3501. KFYR Dominates Both 

Dakotas. 

Data for 50 counties in North 
and South Dakota are contained 
in this folder issued by KFYR, 
Bismark radio station. 

No. 3502. North Dakota Market 

Data. 

Population, retail sales, and oth- 
er information for all of North 
Dakota is tabulated in this bro- 
chure issued by the Grand Forks 
Herald. 


No. 3503. Bismark-Mandan Mar- 
ket Information. 

This presentation of the Bis- 
mark Tribune and Mandan Pio- 
neer contains market data of the 
area. 


OHIO 
No. 3510. Lorain Market Analysis. 
Population, retail sales, income 
and market characteristics for the 
Lorain area are tabulated in this 
brochure issued by the Lorain 
Journal. 


No. 3511. Reach for the Tops. 
Lorain County retail sales, in- 

come and other information is giv- 

en in this Lorain Journal folder. 


3512. Columbus Consumer 
Analysis. 

Brand preferences and buying 
habits for a large number of items 
as measured by surveys in the 
Columbus area are listed in this 
report issued by the Columbus Dis- 
patch. Yearly comparisons dating 
to 1947 are included. 


No. 


No. 3513. Test Market Folder. 
Details of why Columbus is used 

as a test market are given in this 

booklet of the Columbus Dispatch. 


No. 3514. Market Data Map. 

This Columbus Dispatch map 
contains economic statistics of the 
12-county Columbus retail trading 
area. 


No. 3515. Columbus Economic and 

Marketing Map. 

Principal shopping areas are 
shown on this map prepared by 
the Columbus Dispatch. Included 
are data on population by census 


In CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 
THE STAR WEEKLY 
ask for information 


NaeGenally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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tracts, 
housing data. 


rental areas and other;  WEWS, Cleveland, are shown in 
this folder issued by the station. 
No. 3516. Road to Dayton. No. 3529. Steubenville Market Da- 
Statistics of the Miami Valley 
area are analyzed in this brochure 
issued by the Dayton Daily News. 


ta. 

This series of data sheets issued 
by WSTV-TV, Steubenville, con- 
tains information on economic fac- 
No. 3517. How to Get Your Share | tors of the area reached by the 

of Ohio’s Liquor Sales. | station. 

Comprehensive statistics on liq-| 
uor sales by counties in the State No. 3530. Mansfield Is Booming. 
of Ohio’s “A” district are tabulated | Statistics indicating growth and 
in this Dayton Daily News folder. | 


progress of Mansfield and the re-| group and by brands. 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


contained in this publication of the| Sales of out-of-state beer and 
Mansfield News-Journal. ‘ale in eight Ohio major markets 

|are detailed in this report of the 
Toledo Liquor Sales Toledo Blade and Times. 


mainder of north-central Ohio are | No. 3532. Ohio’s Best Beer Market. 


No. 3531. 
Analysis. 
This quarterly report by the | No. 3533. Toledo Market Map. 

Toledo Blade and Times shows| This Toledo Blade and Times 

liquor sales in the city by economic map shows estimates of popula-| 

tion, income, sales and other data, 


NEW BERN 
NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$61,792,000 


effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERK 
Nattoraily Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


No. 3518. Swifton Village Shop- 
ping Center Survey. 

This report of a survey conduct- 
ed within a three-mile radius of 
the new Cincinnati shopping cen- 
ter shows downtown and suburban 
shopping habits and prices paid for 
a number of items. It is issued by 
the Cincinnati Enquirer. 


No. 3519. Hamilton County Auto- 
motive Survey. 
Statistics for 1955 sales of new. 
and used cars in Hamilton County 
are listed in this report of the 
Cincinnati Enquirer. 


No. 3520. Cuyahoga County New 
Car Sales. 

Sales of new cars in 1955 are 
shown by areas of Cuyahoga Coun- 
ty in this Cleveland Plain Dealer 
report. 


No. 3521. Sales, Sources and Cov- 

erage in the Cleveland Market. 

This analysis of family distribu- 
tion and retail purchases by eco- 
nomic areas of the Cleveland area, 
plus a summary of total sales in 
25 neighboring counties, is pre- 
pared by the Cleveland Plain Deal- 
er. 


No. 3522. 1956 Food Facts. 
Distribution of food store prod- 
ucts in the 30-county Cleveland 
area is outlined in this report by 
the Cleveland Plain Dealer. 


No. 3523. Sales of Major Appli- 
ances. 
Sales volume of major home ap- 
pliances is listed in this report of 
the Cleveland Plain Dealer. 


No. 3524. Food Store Sales in 

Greater Cleveland. 

Based on a continuing A. C. 
Nielsen Co. report, this brochure 
of the Cleveland Plain Dealer cov- 
ers sales of a number of products 
with data on type of store and 
economic area. 


No. 3525. Basic Market Profile of 
Marion. 

Industrial, commercial and agri- 
cultural data of the Marion area is | 
compiled in this booklet of the 
Marion Star. 


We're on our way fo Pittsburgh 


No. 3526. Top Ten Brands Survey. 

Consumer surveys of the Akron 
market are summarized in a series 
of data sheets for numerous classi- | 
fications. The reports are issued | 
by the Akron Beacon Journal. 


No. 3527. Akron Market. 

This folder issued by the Akron 
Beacon Journal contains market | 
statistics pertaining to the area. 


No. 3528. Sales Area Study of| 
WEWS. 
Contours of the reception area of 


LYNCHBURG 


VIRGINIA 
An neu Center, A Vi Key 


THE LYNCHBURG NEWS & ADVANCE 

1. Effective buying income 
$73,373,000. | 

2. ype of market index 110. 

8. City zone population 58,880. 

4. Lynchburg cannot be sold from 


the outside. 
ADVERTISE IN LYNCHBURG 
GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principel advertising centers 


. where big things have been happening! We're out to learn 
why the Post-Gazette has been making such tremendous strides 


in recent years. And we'll be telling you why 


Fastest-Growing Newspaper in America's 8th Market 


Gomiliee HAS Hatpoanad in Ptaturghe! 
Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


with comparisons of the Toledo 
area with other major Ohio mar- 
kets. 

in 


No. 3534. Top Ten Brands 


PATERSON 


NEW JERSEY 
8rd City in New Jersey Covered With 
THE PATERSON CALL 


In 1954 the Morning Call carried 
more than 6,089,000 lines of local 
advertising. Department Stores and 
manage 5 food companies 
w, from long experience, t 
le of Paterson read and are 

by their advertising in 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principe! advertising centers 


| 


Toledo. 

Personal interviews provide the 
data for this report on brand pref- 
erences and product availability of 
the ten leading brands of about 125 
product categories. The report is 
issued by the Toledo Blade and 


| Times. 


|No. 3535. Beer and Ale Distribu- 


tion Survey. 

Issued quarterly, this report is- 
sued by the Sidney Daily News 
shows ranking of beer and ale 
brands in Sidney sales. 


he| No. 3536. Population and Market 


Facts. 

Statistics on population, income, 
sales and other data are summar- 
ized for the Toledo area in this 
report of WSPD and WSPD-TV, 
Toledo. 


No. 3537. Grocery Distribution in 


The Sioux City Aournal 


JOURNAL. 


Canton Area. 

Brand distribution in 550 metro- 
politan Canton food stores is sum- 
marized for 25 product lines in this 
report of the Canton Repository. 


No. 3538. Analysis of Cincinnati 
Room Air Conditioning Adver- 
tising. 

Volume of air conditioning ad- 
vertising in Cincinnati in 1955 is 
tabulated by months in this report 
of the Cincinnati Enquirer. In- 
cluded is a report on prices adver- 
tised and data on average mean 
temperature. 


No. 3539. The Cincinnati Market. 

Major Cincinnati industries are 
described, city and retail trading 
zones are mapped and sales, dis- 
tribution and income data are in- 
cluded in this brochure of the 
Cincinnati Enquirer. 


No. 3540. Greater Cincinnati Ma- 
jor Appliance Sales. 
Appliance, radio and tv sales in 
the Cincinnati area are tabulated 
for 1955 with summaries of yearly 
sales for 1946-55 in this Cincin- 
nati Enquirer brochure. 


No. 3541. Akron Area Poster Cov- 
erage Map. 

This map shows 24-sheet poster 
locations in the Akron area with 
information on population, income 
and number of retail outlets. It is 
issued by Sterling Outdoor Adver- 
tising Go., Akron. 


No. 3542. How to Sell the Cleve- 
land Market. 

This market analysis of the 
Cleveland area contains compari- 
sons with the remainder of the 
30-county northeastern Ohio area. 
It is issued by the Cleveland Press. 


3543. Cleveland Consumer 
Panel. 
Eighth in a series, this report 


No. 


Nothing fishy about it, 
We're a’luring 


Who would you confide in if you knew that more than 9 5 


half of Michigan’s 9,000,000 money-spending 
vacationers were going to choose your area for their 
annua! vacation? To whom would you pass on the 
information that they'll stay in the area for an aver- 
age of 12.3 days. . . spend an average of $286.00, 


per party of three . . 


. and that 72% admit they’re 


influenced by advertising? We knew all kinds of 
statistical facts of this type and, frankly, didn’t feel 


right about keeping it all to ourselves. So, we 
tossed the line to WEED Television and 


suggested they use it as a “lure”. If you fancy 

yourself as a fisherman, this is one big one that 
needn't get away. Sidle up to any angler at WEED and 
ask about the ONE Television station that serves 

the MOST of Michigan's fabulous year- 


round playground. 
; 


CBS-ABC 
Channel 13 


SPARTON BROADCASTING CO., Cadillac, Mich. 


WWTY 


WEED TV 


Nat'l Reps. DG 


™ 


j 


~% 


4 
vee ica 


shows volume of purchases, shop- 
ping habits and brand preferences 
in 45 product classifications by 500 
Cleveland area families. It is pre- 
pared by the Cleveland Press. 


No. 3544. Annual Analysis of Ohio 
Liquor Sales. 

This report covers 1955 Ohio liq- 
uor sales with dollar and gallonage 
figures for the five Ohio liquor 
districts. Data on individual brands 
are included. The report is pre- 
pared by the Cleveland Press. 


No. 3545. New Car Sales Analysis. 

Sales of 1955 cars in Cuyahoga 
County are tabulated, with notes 
on national and state sales, in this 
Cleveland Press report. 


No. 3546. Beer and Ale in Cleve- 
land. 

All brands of beer and ale 
stocked by 1,000 retail outlets in 
Cuyahoga County are tabulated by 
type of package and type of store 
in this Cleveland Press report. 


3547. 14th Cleveland Home 
Inventory. 

This inventory of a 2% cross- 
section of Cuyahoga County in- 
cludes data on grocery, toiletry, 
appliance and automotive purchas- 
es. It is issued by the Cleveland 
Press. 


No. 


OKLAHOMA 


No. 3600. Data on Muskogee Bus- 
iness and Industry. 

This booklet contains descrip- 
tions of important industries and 
commercial houses including the 
names and numbers of key per- 
sonnel and salesmen. It lists re- 
tail and wholesale outlets by 
classification. Weather informa- 
tion, holidays, shopping days, 
transportation facilities and insti- 
tutions are listed, as well as gen- 
eral market data and circulation 
information. Issued by the Mus- 
kogee Phoenix and Times-Demo- 
crat. 


No. 3601. Tulsa Ranch & Farm 


Data. 

Issued by the Tulsa Sunday 
World, this folder gives rural cir- 
culation information on the 40 
counties comprising northeast 
Oklahoma, southwest Missouri, 
western Arkansas and southern 
Kansas. 


No. 3602. Television Coverage 
Map. 
This is a coverage map issued 
by KOTV, Tulsa, showing concen- 
tration in northeast Oklahoma and 


fringe coverage in Kansas, Mis- 
souri and Arkansas. 


No. 3603. WKY Reference Sum- 
mary. 

This four-page folder is pub- 
lished by the Katz Agency for 
WKY Radio. It contains WK Y-Ra- 
dio coverage map and includes 
data on radio homes, population 
and retail sales information. Basic 
statistics are given on WKY audi- 
ence, programming, personnel, 
merchandising and promotion ac- 
tivities. 


3604. WKY-TV Reference 
Summary. 

This is a six-page folder con- 
taining market and station data. 
It includes population and retail 
sales figures, notes on Oklahoma’s 
major business assets, FCC cover- 
age maps, equipment and facili- 
ties data and pioneer color tv in- 
formation. Published by the Katz 
Agency for WKY-TV, Oklahoma 
City. 


No. 


No. 3605. Population and Circu- 
lation Information. 

| This four-page folder contains 

|population and circulation figures 

\for all cities and towns of 1,000 
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population or more in the 40 coun- 
ties covered by the Tulsa World, 
Tulsa Tribune and Sunday World. 


OREGON 


No. 3606. General Market Data on 
Salem. 

Published by the Statesman- 
Journal, this booklet contains data 
on agriculture, government and 
industry. There’s a detailed de- 
scription of retail store growth 
and a listing of major retail out- 
lets. 


No. 3607. KOIN Radio Coverage 

Map. 

This is a map of KOIN radio 
showing daytime and nighttime 
service areas plus general market 
data and farm data. Issued by 
Station KOIN, Portland. 


3608. KOIN-TV Coverage 
Map and Market Facts. 

This map shows the coverage 
of KOIN-TV. It shows community 
antenna systems, service areas 
and some general market data. 


No. 


No. 3609. Statesman-Journal Ba- 
sic Sales Letter. 

Issued by the Statesman-Jour- 
nal newspapers, this report con- 
tains general market data on Mar- 
ion and Polk counties. Newspaper 
circulation and rate information 
is also given. 


No. 3610. Ten Top Brands in Port- 
land. 


This is the third annual con- 
sumer inventory and _ product 
availability audit conducted by 
the Portland Oregonian. Its 80 
pages contain detailed informa- 
tion on the 10 top brands in seven 
major classifications in the Port- 
land market area. 


No. 3611. The Oregon Market By 
Counties. 

This fact sheet contains a 
breakdown of retail, food, drug 
and automobile sales plus popu- 
lation figures and per cent of mar- 
ket families by counties for Ore- 
gon and southern Washington. 
Published by the Portland Ore- 
gonian. 


PENNSYLVANIA 


3614. Outdoor Advertising 
Sells Philadelphia. 

This is a detailed report pub- 
lished by Landau Outdoor Adver- 
tising Co. that spells out the value 
of outdoor advertising in the Phil- 
adelphia area. It contains com- 
parative cost per thousand stud- 
ies in relation to other major me- 
dia. 


No. 


No. 3615. Automotive Facts. 

This brochure lists automobiles 
by make and sales by county in 
the Philadelphia trading area. 
Passenger car registrations for 
1955 are shown by counties. Pub- 
lished by the Philadelphia In- 
quirer. 


No. 3616. Beer and Ale Study. 

This report shows the distribu- 
tion and leading brands in the 
Philadelphia area. Comparative 
statistics are included for the five 
previous survey periods. Pub- 
lished by the Philadelphia In- 
quirer. 


No. 3618. Automotive Sales. 

This is a five-year study of new 
passenger car sales by counties in 
the Philadelphia retail trading 
|area, 1951 to 1955; passenger car 
and commercial registrations, 
1955; area totals for passenger 
cars by make, 1951 to 1955. Pub- 
lished by the Philadelphia In- 
quirer. 


No. 3619. Brand Preference and 
Distribution Survey. 


The survey details the buying 
habits of 600 housewives in Oil 
‘City. It lists 27 food classifica- 
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tions. The distribution survey was 

taken on all classifications by per- 

sonal calls on grocers. Published 

4 Venango Newspapers Inc., Oil 
ty. 


No. 3620. Easton . .. Today! 

This is a general market book- 
let that covers Easton and Wilson, 
Pa., and Phillipsburg, N. J. Data 
on this multiple-city market in- 
clude city corporate limits popu- 
lation, effective buying income, 
sales and advertising controls and 
newspaper circulations. Published 
by the Easton Express. 


No. 3621. Television in Pennsyl- 
vania. 

Television market data booklet 
that shows sales potential in the 
upstate, north central Pennsyl- 
vania market. Issued by WHUM- 
TV, Reading. 

No. 3622. Beaver  Falls-New 
Brighton. 

This is a general market data 
booklet covering income and sales 
figures for this twin market. 
There’s a partial list of industries 
and retail facts, plus circulation 
coverage by zones of the Beaver 
Falls News-Tribune. 


No. 3623. Television Coverage 
Map. 
Map of WSBA-TV coverage 


with market data for the York'| 
area, showing population, number 
of families, income, buying power 
and the number of uhf television 
sets. 


| 
No. 3624. Radio Coverage Map. | 

This coverage map is published | 
by WIBG, Philadelphia, and con- | 
tains market data on audience, re- 
tail sales, wholesale sales and the | 
farm market. 
No. 3625. TV Coverage of Penn-| 

sylvania’s 3rd Market. 

Issued by WSEE, this folder 
contains market data and televi- 
sion coverage of Erie. Includes 
data on WSEE facilities. 


No. 3626. Additional Payrolls. 
This is a data sheet showing 
how two payrolls in Greensburg 
mean an additional $4,000,000 dis- 
posable income. Published by the 
Tribune-Review Publishing Co. 


No. 3627. Map and Street Guide- 

Data Folder. 

These booklets published by the 
York Gazette and Daily contain 
general market data. Population 
figures, retail sales, industrial 
data and circulation of newspa- 
pers are included. 


No. 3628. Scranton Today. 

Shows figures on comparison of 
households and consumer spend- 
ing to other similarly rated areas. 
General market data _ includes 
newly located industries and ad- 
vertising acceptance figures. Pub- 
lished by the Scranton Times. 


No. 3655. Liquor Facts. 
In this new study, the Phila- 


PEORIA 


WHERE ONE DOES IT! 
Test and Sell With The 
JOURNAL STAR 


Net Paid 
Daily 100,000 


ONE 
does it in 
PEORIA 


Metropolitan Coverage 
Ratio 98% 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


delphia Inquirer lists the 45 best- 
selling whiskies in Pennsylvania, 
their rank and case sales, 1954- 
55, by sales divisions. 


RHODE ISLAND 


No. 3629. Market Map. 

This booklet gives full break- 
down by counties and cities in 
Rhode Island. Gives incomes, sales 
and population § characteristics. 
Comparison of sales in Providence 
County with other U.S. counties. 
Published by the Providence Jour- 
nal-Bulletin. 


SOUTH CAROLINA 

No. 3630. The Greenville Story. 

This booklet shows the progress 
of the Greenville market. It con- 
tains a comparison of Greenville 
with other South Carolina mar- 
kets. Published by Ward-Griffith 
Co., New York. 


No. 3631. 1956 Florence Home In- 
ventory Survey. 
Contains results of a _ brand 
preference study conducted in 


Florence, Darlington and Marion 
Counties by Davidson College. 
The study lists 80 products in 
food, drug, appliance, automotive 
and retail categories. Published by 
Station WBTW. 

No. 3632. WBTW Market Bro- 

chure. 

This booklet contains market 
data including population, effec- 
tive buying income and retail 
sales. Format is a file folder and 
also contains measured coverage 
map, station personalities and 
principal cities. Published by Sta- 
tion WBTW. 


3633. Greenville—Heart of 
South Carolina’s Richest Mar- 
ket. 

This brochure on the heart of 
South Carolina’s richest market 
contains data on incomes, sales 
by specific divisions, wages, em- 
ployment and maps for ABC re- 
tail trading zone. Shows individ- 
ual county data and comparison of 


No. 


three principal trading areas in| 


state. Published by 


the News-| 


127 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Piedmont. 


SOUTH DAKOTA 
No. 3634. Business Survey and 

Market Guide. 

The annual data book published 
by the Rapid City Daily Journal. 
It contains a summary of indus- 
try, tourism, wholesale, retail ac- 
tivity and building sales; banking 
figures; air base and agriculture 
population; progress chart and 
data on the mining industry. 


No. 3635. Dakota Dailies. 

This booklet gives market data 
on newspapers in the Dakotas, in- 
cluding county-by-county § circu- 
lation figures. Includes informa- 
tion on economic developments in 
these two states. Published by Da- 
kota Daily Newspapers, Huron. 


No. 3636. Sioux Falls Market Data. 
Contains data on business ac- 


tivity in Sioux Falls and its trad- 
ing area. Map shows circulation 
figures for newspapers. Published 
by Sioux Falls Argus-Leader. 


ROCKY MOUNT 


Business Is Better Than Ever . . . in 
NORTH CAROLINA 


Per capita food sales—$315.09, more than 
double the State average. 

Per Capita Drug sales-—$46.14, more than 
double the State average. 

One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 

FREE! New Grocery Route List 
available to manufacturers and distributors. 
THE TELEGRAM 


Evening and Sunday 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co, maintains offices 


in all principal advertising centers, 


be Sure to SELL SYRACUSE 


...and the 15-county 
SYRACUSE MARKET 


SALES MANAGEMENT has ranked Syracuse as the nation’s 


No. 1 Test Market, after an audit of the test operations 
of 503 national advertisers over a nine-year 

period. That's authentic research. Here's something 
else authentic: The Syracuse Newspapers deliver 
100°. saturation coverage of metropolitan 
Syracuse . . plus effective circulation 

in 14 surrounding counties. 


If you want fo sell Syracuse and the rest of 
Central New York, where 1.3 million 

people spend $1.9 billion a year... 
you can’t buy any other combination 
of media that will do a comparable 
job at a comparable cost. 


e HEARTLAND 
of 


ee ABC City Zone 


[] Retail Trading Zone 


Balance of 15-County 
Syracuse Market 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD- AMERICAN 


Sunday — 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


No. 3637. Industrial Data, Mitch- 
ell, S. D. 

This booklet contains general 
information, description of climate 
and topography as well as finan- 
cial, transportation, utilities, la- 


bor, agriculture, commerce, local | 


government and tax statistics. 
Published by the Mitchell Cham- 
ber of Commerce. 


No. 3638. Trade Area Map. 

This map is published by the 
Watertown Public Opinion. It con- 
tains general market data plus 
newspaper circulation figures. 


No. 3639. Ready Reference Sum- 
mary. 

Information on the Nashville 
market is contained in this folder 
published by the Katz Agency. 
Covers population, families, sales 
and buying income. Also manu- 
facturing, distribution, banking 


No. 3649. Data on WHBQ-TV. 

This is a monthly bulletin giv- 
ing essential tv market facts for 
prospective advertisers in the 
Memphis market. Published by 
station WHBQ-TV. 


No. 3650. Coverage Map. 

This coverage map, published 
by WHBQ-TV, Memphis, gives 
details of southwestern Tennessee 
and parts of Mississippi, Arkan- 
sas, Missouri and Kentucky cov- 
ered by the station. 


No. 3651. The WDIA Story. 


This brochure is a resume of| mation for Corsicana and the east | 


|the importance of the Negro mar- 


ket to the Memphis area. Covers Corsicana Daily Sun and the Cor-| map and general market data on 


population, income, consumption 
|and evaluates other media against 
this all-Negro radio station. 


|No. 3652. The Nashville Market. 
| This is a market data booklet 
| . . . 

}covering business and industry 
with additional detailed data on 


No. 3708. Port Arthur Market 
Study. 

This brochure reports the find- 
ings of a brand usage survey and 
audience study of the Port Arthur 
market area. Published by the 
Port Arthur News. 


No. 3709. Corpus Christi Fact 
Folder. 

This folder contains detailed 

/market data on the Corpus Christi 

‘trade area with special emphasis 
on building program. Contains 
figures on KWBU programming in 
English, Spanish and Negro popu- 
lations. 

| 

|No. 3710. Map and Data Sheet. 

| This is a general collection of 

| market data and circulation infor- 


'Texas area. Published by the 


sicana Semi-Weekly Light. 


No. 3711. The Rio Grande Valley. 

This is a comprehensive sum- 
'marization of market data on the 
|farm market in the Rio Grande 
| Valley. Issued by KGBT, Harling- 
}en. 


and education plus WLAC radio|the Nashville market. Published | 


coverage. 


No. 3640. Memphis Market Re- 
port. 
This report gives county-by- 

county data on population, retail 

sales, income and farming in 59 

counties in the WMCT area. Pub- 

lished by WMCT television sta- 
tion, Memphis. 


No. 3641. Tri-Cities Market. 
Coverage map, population fig- 
ures, household figures, television 


| by the Nashville Banner and Ten- 
nessean. 


|No. 3653. The Knoxville Drug 
Market. 

| This is a general market data 
booklet including maps. It shows 
population figures, effective buy- 
ing income, retail drug sales by 
counties and other data. Published 


No. 3654. WJHL Radio Data. 
This report includes general 


| No. 3712. Spanish Radio Audience. 

A study of the Spanish-speaking 
| population in the Rio Grande Val- 
| ley. Gives population, retail sales 
‘and other general data, plus geo- 
graphical breakdown. Issued by 
|KGBT Radio, Harlingen. 


No. 3713. Retail Newsletter. 


Monthly bulletins published by 


by the Knoxville News-Sentinel.|radio station KFRO and devoted | 


principally to retail advertising on 
| radio. Covers the Longview trading 
area. 


set count and other market data| market data for the counties that) 


published by WJHL-TV, Johnson 
City. 


No. 3642. Grocery Distribution 
Survey. 
This is the annual survey of 
grocery distribution conducted by 
the Knoxville News-Sentinel. It 


presents figures for over 70 class- | 


[comprise WJHL’s primary service No. 3714. Automobile Radio Study. | published by KFJZ-TV. 


area. There are contour maps and 


'a summary of the May, Conlon |@Utomobile radio audience derived | No 3728. Shopping Center and 


survey. Published by WJHL, 
| Johnson City. 


TEXAS 


| No. 3700. KITE Coverage Map. 
| Summary market data is in- 


This is a report of coincidental 


from over 33,000 personal inter- 
|views in San Antonio. It includes 
| information on sets in use, number 
of passengers in each car and sta- 
| tion listened to. Published by Ra- 


dio Station KONO. 


ifications of products, showing the ojyded in this map and is broken No. 3715. General Market Data. 


number of stores stocking each 
brand and the per cent of total 
stores. 


No. 3643. Where Thousands Spend 
Millions. 
This report covers Jackson and 


newspaper circulation data. Pub- 
lished by the Jackson Sun. 


3644. Memphis Consumer 
Panel Study. 
This is a special study of family 


No. 


down by counties in Radio Station 
KITE listening area. 


| Fo. 3701. Distribution of Liquor. 

| This booklet shows the distri- 
|bution of alcoholic beverages by 
|types in El Paso County, the 12 
Madison Counties and the sur-| counties of West Texas and the 12/ . 
rounding areas. It includes fig-| counties of southern New Mexico. | booklet showing the area covered 
ures on industries, retail sales and Issued by the El Paso Times and by WOAI. Coverage map and au- 


ees El Paso Herald-Post. 


No. 3702. The Fabulous Southwest. 

A brochure, including pictures, 
jof industry and agriculture pub- 
lished by the El Paso Times and 


purchases in retail clothing and|the El Paso Herald-Post. Gives 
household furnishings classifica- | market data, population, retail 
tions based on monthly reports| sales, food sales, family income 
from 300 families. Published by | 4nd newspaper circulation figures. 


the Memphis Publishing Co. 


3645. The South’s Largest 
Trade Territory. 

This booklet includes a map of 
the 76 counties in the Memphis 
trading area with figures on pop- 
ulation, buying income, retail and 
wholesale sales. Published by the 
Memphis Publishing Co. 


No. 


No. 3646. Consumer Panel Study. 

A continuing study of family 
purchases in retail grocery classi- 
fications. Reflects merchandising 
efforts of manufacturer or retail- 
er. Published by the Memphis 
Publishing Co. 


No. 3647. Consumer Panel Study. 

A continuing study of family 
purchases in drug ciassifications. 
The figures are percentages of to- 
tal purchases by brand and by 
store. Published by the Memphis 
Publishing Co. 


No. 3703. Grocery Product Distri- 
bution Survey. 

This is a booklet showing gro- 
|cery distribution in 80 categories 
in fifty stores in the city of El 
|Paso. Published by the El Paso 
| Times and the El Paso Herald- 
Post. 


'No. 3704. Coverage Map for KTBC- 


'TV territory in central Texas as 
well as Austin. 


|No. 3705. Coverage Area Data, 
KTBC-TV. 
This is a summarization of mar- 
|ket data by counties in the area 
covered by KTBC-TV. 


No. 3706. General Market Data. 


market data for Corpus Christi. 
Published by Keys Color Radio. 


No. 3707. Thriving Temple Tele- 
gram Territory. 


A booklet that gives summary | 


| This folder is published by Ra- 
|dio Station WOAI and contains 
general information on the San 
|Antonio market area. 

| No. 3716. Coverage Map and Mar- 
ket Data. 

This is a detailed market data 


|dience figures are included. 


|No. 3717. KRBC Coverage Map. 

| This is a coverage map showing 
\the area reached in central west 
Texas by Station KRBC, Abilene. 


oe 3718. Grocery Distribution Sur- 

vey. 
| The booklet is a yearly study 
reported by the Beaumont Enter- 
|prise and the Beaumont Journal. 
| It is based on a survey of 36 retail 
|stores and shows distribution by 
brands in each product classifica- 


| No. 3719. Brand Preference Study. 
| This booklet is based on a yearly 
\study conducted by the Beaumont 
|Enterprise and the Beaumont 
|Journal among 1,000 housewives. 


cery products and household ap- 
pliances. 


No. 3720. Market Data and Cover- 
age Map. 


eral market data and a coverage 


Radio Station WFAA, Dallas. It 
contains county-by-county cover- 
agé on population, number of fam- 
ilies, spendable income, retail 
stores by categories and farm data. 


No. 3721. Powerhouse of the South- 
west. 
This booklet includes a cover- 


TV. 
Coverage map showing KTBc- | Study shows preferences for gro- | 


This is a booklet containing gen- | 


map for the territory covered by | 


personnel profiles. Data and photo- 

|graphs of merchandising facilities 

|also is included. 

'No. 3722. Model for American 
Progress. 

This booklet contains informa- 
|tion on population, buying power, 
retail sales and industry. It shows 
newspaper coverage by counties, 
cities and towns in the 100-county 
Texas market. Published by the 
|Fort Worth-Star Telegram. 

No. 3723. Going Up. 

This is a coverage map that in- 
cludes some general market data. 
|Published by KGUL-TV, Galves- 
ton. 

No. 3724. The South’s Fabulous 
No. 1 Market. 
This booklet contains a coverage 


|the area served by Radio Station 
|KXYZ, Houston. It includes fig- 
ures on population, radio families 
and retail sales in 22 counties. 


No. 3725. KFJZ-TV Coverage Map 
and Market Data. 

This folder shows coverage of 
KFJZ-TV, Fort Worth, and con- 
| tains general market data on pop- 
ulation, retail sales and effective 
buying income. 


No. 3726. TV Set Ownership. 

This is a compilation of televi- 
sion set ownership by counties 
jin the KFJZ-TV coverage area. 
_Shows urban and rural ownership 
land other data. 


| This is a map of the Fort Worth 
area showing that retail sales come 
from many surrounding counties. 


| No. 3727. Retail Sales Map. 


Retail Trade Patterns. 

This is an analysis of the major 
| shopping centers in the Dallas 
| metropolitan area based on a spe- 
|cial census of shopping conducted 
| in 1953. Issued by the Dallas Times 
| Herald. 
| No. 3729. Golden Bonus Market. 
| This is a statistical and pictorial 
|booklet issued annually by the 
Dallas Times Herald. It lists ma- 
terial on specific businesses, shows 
population growth, construction, 
effective buying income, retail 
sales by categories and labor sta- 
tistics. 


No. 3730. Top O’ Texas Market. 
This is a coverage map and 
market data folder published by 
|KRLD-TV, The Dallas Times Her- 
‘ald station. It gives market data 
|on population, effective buying in- 
come and retail sales for the met- 
ropolitan Dallas market. 


No. 3731. Amarillo-Land. 

This is a market study that cov- 
ers the Texas Panhandle and six 
counties in Oklahoma and New 
Mexico. Published by the Amarillo | 
News & Globe Times, it includes | 
a color map of the retail trading | 
zone and circulation coverage of | 
the newspapers. | 


| 
| 


No. 3732. Lubbock Facts and Fig- 
ures. 

Published by the Lubbock 
Chamber of Commerce, this leaflet 
gives general market data on the 
Lubbock market area. 


|No. 3733. Detail Liquor Map of 
Texas. 

This booklet includes a three- 
color map of Texas that shows the 
legal status of every Texas county 
and precinct with respect to sales 
of alcoholic beverages. Also shown | 
are total state sales of various | 
types of alcoholic beverages and) 
per capita sales nationally and in| 
Texas. Published by The Dallas) 
Morning News. 
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Angelo. It includes basic market 
data. 


3735. General Information 
Pamphlet. 

An eight-page folder that gives 
market data relating to agriculture 
and industries in northeast Texas 
and southeast Oklahoma. Contains 
information on the new crop, ses- 
ame seed. Published by the Paris 
News. 


No. 


No. 3736. Market Information. 

This is a folder with detail map 
of the Paris trading area. It con- 
tains information on several cate- 
gories of retail sales, a survey of 
buying power and industrial and 
agricultural data. Published by the 
Paris News. 


No. 3737. Pictorial Magazine. 

Published by the Lubbock 
chamber of commerce, this folder 
contains a map of the city, many 
photographs of business and indus- 
try, and general market data. 


No. 3738. General Market Data 
Book. 

This is a booklet published by 
the Avalanche-Journal, showing a 
territory map of the Lubbock area, 
general market data and residen- 
tial building growth. 


No. 3739. Appetites Ignore State 

Lines. 

This is a leaflet that shows 
food and drug statistics for Tex- 
arkana. Published by the Texar- 
kana Gazette & Daily News. 


No. 3740. No Couplers. 

Stressing the importance of Tex- 
arkana as a “coupling” between 
Texas and Arkansas, this pamphlet 
contains general market statistics 
plus a grocery products preference 
survey. Published by the Texar- 
kana Gazette & Daily News. 


No. 3741. K-DUB Reference Sum- 
mary. : 
Containing both radio and tele- 
vision coverage maps, this booklet 
covers the south plains of Texas, 
the Lubbock market and the Abi- 
lene-Sweetwater market. Pub- 
lished by the K-DUB stations. 


No. 3742. The Strangest Street in 

America. 

A detailed market data folder 
that contains a map of the Rio 
Grande Valley. Information on 
production and other market data 
plus aerial photos of Valley towns. 
Published by Rio Grande Valley 
Newspapers. 


No. 3743. Food Volume Survey. 

Containing maps showing the 
location and distribution of the 
food market in Valley City, this 
folder contains condensed market 
data, lists merchandising services, 
major food chains and wholesalers; 
rank, by volume, of national ad- 
vertisers. Published by Rio Grande 
Valley Newspapers. 


No. 3744. Scout’s Report. 

This is a letter-size market data 
folder on Austin-Waco that gives 
general marketing information and 
circulation coverage of newspa- 
pers. Published by the Waco 
Tribune-Herald and the Austin 
American Statesman. 


No. 3745. Grocery Products Sales 

Performance Survey. 

A tabulated survey conducted in 
both chain and independent gro- 
cery stores. Gives sales perform- 
ance of food and household items. 
Published by the Temple Tele- 
gram. 


No. 3746. It Grows and Grows and 

Grows. 

This is a general market data 
booklet with photographs, issued 
by the Texas Daily Press League 
and covering Lubbock. Retail sales 


' 
+ 
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No. 3648. A Perfect Test Market. ubl 
A four-page, detailed circula-| A booklet containing general age map of KCMC-TV, Texarkana, — other statistics are included. 
UTAH 


tion map by counties containing| market data on the Temple mar- general market data, survey tig: |No. 3734. Television Coverage Map. | 
general market data. Published by | ket zone. Published by the Temple | ures, photographs and Coneetotions | This is a new style coverage 
the Chattanooga Publishing Co. | Daily Telegram. | of facilities of local production and |map published by KTXL-TV, San; No. 3747. Industrial Survey of 
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Ogden. | 

This is a loose-leaf booklet with | 
pictures and market data on trans- 
portation, labor, utilities, natural | 
resources, climate, agriculture,| 
taxes, vocational training, location, 
growth and population. Published 
by the Ogden chamber of com- 
merce. 


No. 3748. Here is Ogden. 

This booklet gives brief resumes 
of local statistics, educational and 
cultural advantages, industry, ag- 
riculture and transportation. Pub- 
lished by the Ogden chamber of 
commerce. 


No. 3749. Utah Economic & Busi- 
ness Review. 

This is a monthly publication of 
the Salt Lake City chamber of 
commerce. It contains material on 
business conditions and trends, 
plus recent market data. 


No. 3750. Statistical Bulletin. 

A bulletin containing general 
market information on industrial, 
wholesale and retail businesses. 
Issued by Radio Station KLO, 
Ogden. 


No. 3751. Statistical Data. 

Published by the Weber County 
industrial bureau, this leaflet in- 
cludes a variety of general mar- 
keting data. 


No. 3752. America’s New Fourth 
Market. 


income and retail sales data for six 
counties with a breakdown of retail 


|sales by type of outlet. Published 


by radio station WBTM. 


No. 3761. Sales Area Study. 

This is a coverage map and sales 
area data by county of the territory 
covered by WTVR television, Rich- 
mond. 


No. 3762. General Market Data. 

A folder prepared on general 
market data of Lynchburg and the 
four counties covered by Lynch- 
burg’s newspapers. Includes maps 
and graphs and is published by the 
Lynchburg News and the Lynch- 
burg Daily Advance. 


WASHINGTON 
No. 3763. Farms with TV in the 

KHQ-TV Service Area. 
Station KHQ-TV, Spokane, of- 
fers this county breakdown of the 
number of farms in the station’s 
coverage area, plus number of 
farms with tv sets, and percent- 
age of farms with tv in each coun- 
ty. There are also figures on to- 
tal farms, total farms with tv, and 
percentage of total farms with tv. 


No. 3764. Ready Reference Sum- 
mary. 

A four-page folder containing a 
coverage map and general market 
data on Spokane and surrounding 
country. Issued by KHQ-TV, Spo- 
kane. 


A market survey by county of 
the area covered by radio station 
KDYL. It covers all or part of 12! 
states and includes radio homes, | 
consumer spendable income and. 
retail sales. Published in Salt Lake | 
City by KDYL. 


No. 3753. Tri-City Market. 
Covering Ogden, Salt Lake City | 


No. 3765. Ready Reference Sum- 
mary. 

Coverage map and general mar- 
ket data folder. Includes Nielsen 
|summary data. Issued by KHQ, 
Spokane. 


No. 3766. The Yakima Valley Mar- 
ket. 

A fact folder on the Yakima Val- 

ley pointing up the diversification 


Seattle issued by KING Broadcast- 
ing Co. 


No. 3769. Extra Punc): 

A four-page folder issued by 
Station KGA that lists basic mar- 
ket data on the Spokane market 
area. 


No. 3770. County TV Set Count. 
A map that shows counties in 
western Washington and the num- 
ber of sets in each county. Based 
on area set count of 500,500 tv 
sets as reported by distributors. 


No. 3771. KING-TV Coverage Map. 

Map shows complete A & B con- 
tour areas in western Washington. 
Issued by KING Broadcasting Co., 
Seattle. 


No. 3772. Market Data Information 
Sheet. 

This bulletin covers population, 
buying power and retail sales for 
western Washington. Also com- 
pares the area with the 19 largest 
markets in the U.S. Issued by 
KING Broadcasting Co., Seattle. 


No. 3773. Keeping Up With the 
Crowds. 
A folder containing the latest in- 
formation on retail business and 


area. Published by the Spokesman- 
Review and Spokane Daily Chron- 
icle. 


129 
Available Market Data—Local 
To secure copies of data listed, use the handy ccupons 
No. 3774. 1956 Consumer Analysis | the “KHQ-TV, Spokane, service 


of the Spokane Market. 

This is the eighth comparative 
report on consumer surveys and 
includes consumer use, brand pref- 
erence and dealer distribution in- 
formation on 129 subjects. Pub- 
lished by the Spokesman-Review 
and Spokane Daily Chronicle. 


No. 3775. In the West, Telling Dif- 
ferences Make Selling Differ- 
ences. 

An illustrated digest of market 
data about the West in general and 
Spokane in particular. Contains 
pictures, charts and graphs. Pub- 
lished by the Spokane-Review and 
Spokane Daily Chronicle. 


No. 3776. Vacation Habits of Spo- 
kane Market Residents. 

A statistical report on when, 

where and how Spokane residents 

spend their vacations. Covers meth- 


|ods of transportation, distances 


traveled, places visited, types of 
accommodations used, types of 


recreation, etc. Published by the 
Spokesman-Review and Spokane 


construction activity, including ex- Daily Chronicle. 
pansion programs of various class- | 
es of retail firms in the Spokane | No. 3777. KHQ-TV Service Area 


TV Families. 
This is a county breakdown of 
the number of television sets in 


area. 


No. 3778. Columbia Basin Market. 

This is the story of the million 
acres soon to be under irrigation 
in the Columbia basin, the crops, 
and the market development. 
Published this month by Station 
KPQ, Wenatchee. 


No. 3779. Seattle 20-County Food 

Story. 

Published this month by the 
Seattle Post-Intelligencer, this 
analysis of the Seattle food mar- 
ket covers distribution methods, 
wholesale and retail, with market 
area maps and population statis- 
tics. 


No. 3780. Blue Collar Workers. 

A booklet showing the working 
hours and traveling time to and 
from work of industrial workers in 
Seattle. Issued by Station KOL. 


No. 3781. Ready Reference Sum- 


mary. 
KHQ-TV (Spokane) service 
area facts including county-by- 


county breakdown of food, drug, 
automotive and total retail sales. 
Shows population figures, a listing 
of community antenna systems and 
a coverage map. 


and Provo, this is a compilation of of agricultural production. Includes 
data showing industry, population, | pictures and a map. Published by 
payrolls, transportation and other the Yakima Daily Republic and the 


data plus a series of maps. Pub-| 
lished by KTVT and KDYL, Salt | 
Lake City. 


No. 3754. Consumer Analysis. | 
This is a brand preference study 
incorporated with a market data 
section. Covers the Salt Lake City 
area. Published by Salt Lake City | 
Tribune and the Deseret News & 
Telegram. 
| 
No. 3755. Profits Planner. | 
This is a monthly calendar and) 
payroll forecast of the Salt Lake) 
City market. Published by the Salt | 
Lake City Tribune and the Deseret | 
News & Telegram. 


No. 3756. KOVO Plus-Value Radio. | 

A coverage map for KOVO that} 
shows key towns in the station’s 
area. Issued by the KOVO Broad- 
casting Co., Provo. 


No. 3757. What Makes a Market? 

An illustrated booklet that gives 
condensed market information on 
the Salt Lake City market. It de- 
tails KSL’s radio coverage of the 
area. Published by KSL radio, 
Salt Lake City. 


VERMONT 
No. 3758. Burlington Market Area. 
A six-page booklet with graphs, 
charts and pictures that illustrate 
the market data on the Burlington 
trading area. Published by The 
Burlington Free Press. 


VIRGINIA 
No. 3759. Impact of Television on 
Newspaper Reading. 

This is a detailed study, replete 
with charts and graphs, comparing 
the relative merits of newspapers | 
and television. The study is based 
on samples of metropolitan areas) 
throughout the country and is pub-| 
lished by the Richmond Times- | 
Dispatch and the Richmond News 
Leader. 


No. 3760. Danville Market Data. 
Detailed statistics on population, 


Yakima Morning Herald. 


| No. 3767. Where Is Business Done 


in Washington? 

A booklet illustrated by maps, 
|charts and graphs. Analyzes eco- 
nomic factors, market sales poten- 
tial, comparative values of four 
major marketing areas of Wash- 
ington and shows grocery distribu- 


|tion and food distribution. Pub- 


lished by the Seattle Post-Intelli- 
gencer. 


No. 3768. Market Data Summary. 
Brief, general market data on 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best 
Balanced Market 


JOURNAL 


“It Takes the JOURNAL and COURIER © 
to Sell Beer in the Lafayette Market’ 


No sales program can influence this great market to any 
appreciable degree without the use of the Lafayette 
Journal and Courier. We always recommend the use of 
the Journal and Courier because we know from experi- 
ence, it takes this paper’s complete, effective coverage 
to sell our beers in the market. 


CHARLES W. BILTZ, President 
Quality Beers, Inc. 
Beer Distributors 


This Important Indiana Market Is Covered Only by the 


“2 COURIEF 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


with 


lines 


paid 
advertising — 


highest in Boston. 
The John Hancock 6 Ee | 


RALD-TRAVELER 


first again in 1955 
for the 29th consecutive year 


28, 976, 989 


The Boston Herald-Traveler 
for many years has always been 
first choice in Boston for local 


and national advertisers. 


Represented Nationally by 
George A. McDevitt Company. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


SOOSCOSSE SSH TOTES CS STOSESCEOEEE SOOT SCOP ETE GESHE 6665S HESs OSOHESSEH EO EHOESES OOS SSeecereeeeeccerce 


This coupon not valid after July 31, 1956 


eee ee eee ee ee | 


WEST VIRGINIA 


No. 3782. Facts About Wheeling. 

Pictures, charts, graphs and 
maps that cover industrial, com- 
mercial and civic development of 
Wheeling. Also newspaper circula- 
tion. Published by George A. Mc- 
Devitt Co. for the Wheeling Intel- 
ligencer & News-Register. 


No. 3783. West Virginia Liquor 

Sales. 

An annual listing of alcoholic 
beverage dollar volume sales by 
counties. Listing is for seven-year 
period and accompanying map 
shows counties and share of mar- 
ket for each. Published by the 
Charlesten Daily Mail. 


No. 3784. Beckley Market Data. 
This is a report on the nine- 
county Beckley market area with 
map. Shows figures on population, 
families, consumer buying power, 
retail sales and of newspaper cir- 
culation. Published by the Beckley 
Post-Herald and Raleigh Register. 


No. 3785. The Rich Charleston- 
Huntington Market. 

This is a file folder which shows 
population figures by county of 
WCHS-TV service area. Retail 
sales figures and coverage map are 
included. 


No. 3786. Kanawha, Chief Market 
in West Virginia. } 

A folder that gives food and drug 
sales for the counties and markets 
in West Virginia. Published by the 
Charleston Daily Mail. 

No. 3787. West Virginia’s Great 
Kanawha Valley. 

General market data published 
by the Charleston Chamber of 
Commerce. 


No. 3788. Ready Reference Sum- 
mary. 

A four-page folder that lists 
market information, circulation fig- 
ures and coverage map. Break- 
down of consumer and industrial 
market data. Published by the 
Huntington Publishing Co., Hunt- 
ington. 


No. 3789. This is Huntington, 

A series of pamphlets that covers 
Huntington industries. Published 
by the Huntington Publishing Co. 


WISCONSIN 


No. 3790. Liquor Trends in Wiscon- 
sin, 

This is a four-year statistical 
report by months covering the 
sales of 11 major classifications of 
alcoholic beverages. Monthly and 
yearly totals are given. Published 
by the Milwaukee Sentinel. 


No. 3791. Wisconsin Beer Statistics. 

A report on Wisconsin breweries’ 
beer production and sales. Monthly 
production and sales for 11 brew- 


eries reported individually over a 
four-year period. Published by the 
Milwaukee Sentinel. 


No. 3792. Milwaukee and Wisconsin 
Automotive Facts. 

A report by counties of new car 
and truck sales in Wisconsin. Also 
a correlation of advertising activ- 
ity and new vehicle sales for the 
leading brands. Published by the 
Milwaukee Sentinel. 


No. 3793. Food Facts in Milwaukee 
and Wisconsin. 

A report of food sales by key 
groups and chains. County-by- 
county report on gross food sales 
and a listing of buyers, brokers, 
jobbers and buying groups. Pub- 
lished by the Milwaukee Sentinel. 


No. 3794. Sheboygan Market Fold- 
er. 

This folder contains a listing of 
general market data both consumer 
and industrial. Published by the 
Sheboygan Press. 


No. 3795. WHBY Coverage Map. 

This map gives the coverage of 
WHBY in the Appleton market and 
shows population figures by city 
and county. 


No. 3796. Facts File. 

A file folder issued by WKOW- 
TV, Madison, that contains market 
coverage map and general market 
statistics. 


No. 3797. Municipal Report. 

This is a brochure prepared by 
the city of Superior and published 
by the Evening Telegram. In addi- 
tion to general market information, 
it stresses the progress made by 
the city during the past five years 
and is well illustrated. 


No. 3798. Consumer Buying Habit 

Study. 

This is a brand preference study 
covering food, drugs and ap- 
pliances in the Appleton-Neenah- 
Menasha area. It details 80 cat- 
egories and gives information on 
population, housing, insurance, 
automobiles, etc. Illustrated with 
many pictures. Published by the 
Appleton Post-Crescent. 


No. 3799. Travel Survey. 

A brochure on travel statistics 
on the Appleton-Neenah-Menasha 
city zone market. The survey 
shows travel habits of city zone 
residents for 1955. Published by 
the Appleton Post-Crescent. 


No. 3800. The Milwaukee Outdoor 
Market. 

This is a study of outdoor ad- 
vertising in the Milwaukee area. 
Also has a section devoted to Madi- 
son. Issued by the Cream City Out- 
door Advertising Co. 


No. 3801. Milwaukee Journal Con- 
sumer Analysis. 
The Milwaukee Journal’s 1956 


|Consumer Analysis is its 33rd an- 
}nual report on the preferences 


and buying habits of greater Mil- 
waukee families. Maps show area 
surveyed, buying power by dis- 
tricts, and shopping centers by 
major sales areas. Foods, soaps, 
toiletries, beverages, home appli- 
ances, automotive and _ general 
products are covered in great de- 
tail. 


No. 3802. Consolidated Consumer 
Analysis. 

The Milwaukee Journal has just 
published its 1956 Consolidated 
Report which, this year, has add- 
ed the Chicago Daily News to the 
cooperating nmewspapers—making 
a total of 21 markets covered in 
the report. It covers, in great de- 
tail, brand preferences and mar- 
ket comparisons for some 1,500 
brands. 


SOON TO BE PUBLISHED 


No. 3900. KSL-TV Land. 

KSL-TV, Salt Lake City, will 
issue this coverage map in June. 
It includes market information 
and service data. 


No. 3902. KFJZ-TV Market Facts. 

KFJZ-TV, Fort Worth, is pre- 
paring complete new market facts 
and figures, which should be 
ready about June 1. 


No. 3903. Concentrated Buying 

Power. 

Contains a map of the Memphis 
market and statistics on popula- 
tion, number of families in each 
city of 2,500 or more, persons per 
family, county population and 
population changes in each coun- 
ty in recent years. To be pub- 
lished in September by Memphis 
Publishing Co. 


No. 3905. The Fabulous South- 
west. 
To be issued in June by News- 
paper Printing Corp., El Paso, this 


booklet will contain complete 
market data, sales figures and 
newspaper circulation break- 


downs in 12 counties of West Tex- 
as and 12 southern New Mexico 
counties. 


No. 3906. Grocery Distribution— 
El Paso. 

A complete distribution picture 
of 80 classifications of food prod- 
ucts in El Paso, Texas. To be pub- 
lished in July by Newspaper 
Printing Corp., El Paso. 


No. 3907. The Food Picture in 
Scranton. 

A pictorial treatment of Scran- 
ton’s supermarket and food chain 
sales pattern, this brochure con- 
tains food volume tables showing 
food sales in Scranton. Will be 
published June 1 by the Scranton 
Times. 
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No. 3908. The Stroudsburg, Pa., 

Food Market. 

Available in September, 
booklet will report on a survey 
being 
Newspapers Inc. for the Daily 
Record, Stroudsburg, Pa. It will 
test distribution and consumer 
preference of foods, beverages and 
beer and ale. 


3909. Philadelphia Food 
Wholesalers. 

A catalog of personnel, func- 
tions and territories covered by 
food chains and wholesalers in 
Philadelphia, this will be published 
by the Philadelphia Inquirer in 
June. It also lists agents and job- 
bers. 


No. 


No. 3910. A Study of the Detroit 

Market. 

To be published in June, this is 
a broad study of the Detroit 
market to determine its scope and 
influence. Factors involved are 
purchasing habits, charge ac- 
counts, vehicular and rail traffic, 
population density, retail sales, 
distribution methods, and living 
habits. It will be available to rec- 
ognized agencies and college re- 
search people. To be issued by 
the Detroit Free Press. 


No. 3911. Detroit—Fifth U.S. Re- 
tail Market. 
This market study, to be is- 
sued by the Detroit News in July, 
will show a comparison of Detroit 


total retail sales and retail sales | 


per family with the four largest 
U. S. retail markets. The study 
also will show a comparison of 
Detroit family unit buying power 
with the U. S. on total retail sales 
and on a breakdown of four main 
categories of goods. 


No. 3912. San Diego Market Anal- 
ysis. 

Ready in June will be this anal- 
ysis of the San Diego, Cal., mar- 
ket, listing production figures for 
all facets of the economy, and re- 
cording total retail sales for 1955 
and statistics in each major cate- 
gory. It will include population 
growth by city zone, retail trading 
zone and the total market. To be 
published by the Union-Tribune 
Publishing Co. 


No. 3913. Market Map of San 
Diego. 

This map of San Diego County, 
Cal., to be published in June by 
the Union-Tribune Publishing Co., 
will indicate extent of the city 
and retail trading zones, incor- 
porated cities and respective dis- 
tances from downtown San Diego. 
It will include population figures 
and listing of estimated families 
by incorporated cities. 


No. 3914. Shreveport, Louisiana. 

Ready about June 1 will be a 
basic market folder showing the 
market area, lists of wholesalers, 
key retailers, holidays, average 
temperature, and a description of 
factors which control the economy 
of the area. To be issued by the 
Newspaper Production Co., agent 
for the Shreveport Times and 
Journal. 


No. 3915. The Changing Madison 
Market: 1948-1954. 

This will be a detailed analysis 
of the Madison, Wis., market, cov- 
ering population, income, sales, 
etc. The growth of Madison, Dane 
County and the nine-county ABC 
area will be compared with Wis- 
consin East-North-Central, U. S. 
averages and perhaps 12 Wiscon- 
sin cities and 12 midwestern cit- 
ies. To be published by Madison 
Newspapers Inc. 


No. 3916. Neenah-Menasha, Wis- 


consin. 
This report, to be published 


this | 
| tistical data for the Neenah-Me- 
conducted by Ottaway) 


about June 1 by Shannon & Asso- 
ciates, Chicago, will report on in- 
come, retail sales and other sta- 


nasha, Wis., market, with the sto- 
ry of the Twin City News-Rec- 
ord. 


No. 3917. Brand Inventory. 

A new edition of the Des Moines 
Register and Tribune’s continuing 
study will be issued in Septem- 
ber. It covers brands of products 
in use by the 500,000 subscribers 
to the Sunday Register, showing 
per cent of use and a breakdown 
of individual products as a per 
cent of the total. 


No. 3918. Market 
more. 

To be published early this sum- 
mer is a comprehensive analysis 
of the Baltimore market including 
a comparison with other markets, 
etc. To be published by Donnelly 
Advertising Corp. 


Study—Balti- 


No. 3919. Canton, Ohio, Buying 

Habits. 

The Canton Repository will is- 
sue, July 15, this cross-section 
sample of its metropolitan area 
families, relating to buying habits, 
shopping habits, economic status 
and general classification informa- 
tion. 


No. 3920. The Pacific Northwest 
and Washington State. 

To be issued in late summer is 
this market study covering the 
major markets of Washington state 
and the Pacific Northwest. The 
Tacoma News Tribune is the pub- 
lisher. 


No. 3921. Spokane Market Data 

Series. 

Ready next month, this series of 
six folders will feature informa- 
tion on specific classifications of 
retail trade, plus a spot report on 
current business conditions. The 


| Spokesman-Review and Spokane 


Daily Chronicle is the publisher. 


No. 3922. Spokane Market Facts 
Book. 

Scheduled by the Spokesman 
Review and Spokane Daily Chron- 
icle for September publication is a 
72-page book of latest facts about 
the Spokane market arranged in 
convenient form for ready refer- 
ence. Population, housing, retail 
sales and other business indices 
will be covered. 


No. 3923. Washington State Liquor 
Survey. 

Ready about June 15 will be 
market maps of Washington state, 
population, sales, liquor outlets and 
distribution. The Seattle Post- 
Intelligencer, publisher. 


No. 3924. West Virginia Food and 

Drug Sales. 

Published annually in August is 
a county list of dollar volume of 
food and drug sales in West Vir- 
ginia. The report includes city 
volume for Charleston, a state map 
with keyed counties, and a four- 
year food and drug volume com- 
parison by counties. The Daily 
Mail, Charleston, W. Va., is the 
publisher. 


No. 3925. Fayetteville, North Caro- 
lina. 

This market folder, scheduled 
for July publication, will include 
figures on population, income and 
sales growth, with a list of lead- 
ing industries, department and 
chain stores. Growth and coverage 
of the Fayetteville Observer will 
be shown. 


No. 3926. Philadelphia Food Facts. 

Scheduled for July publication 
is this study of population and 
market coverage by local grocery 
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ier-Journal and Louisville Times. 


No. 6003. Drug list, Louisville, Ky., 
New Albany, Jeffersonville and 
Clarksville, Ind. Price is 25¢. 
Published by the Courier-Journal 
and Louisville Times. 


No. 6004. Drug list, Shreveport, 
La., city zone. Published by the 
| Shreveport Times and Journal. 


No. 6005. Grocery list, Flint, Mich. 
Published by the Flint Journal. 


No. 6006. Drug list, Flint, Mich. 
Published by the Flint Journal. 


No. 6007. Grocery list, New Ulm, 
Minn., trade area. Published by 
the New Ulm Daily Journal. 


chains and associations by the 
Philadelphia Inquirer. 


No. 3927. Michigan Retail Sales By 

Counties and Cities. 

The Detroit News will issue, in 
July, retail sales in millions of 
dollars, with a tabulation of Mich- 
igan cities having retail sales of) 
$25,000,000 and over. Figures for 
1954. 


No. 3928. Retail Sales and Estab- 
lishments for Municipalities in 
the Detroit Standard Metropol- 
itan Area. 

To be published in July by the 
Detroit News, this comparative 
tabulation will show retail sales 
and establishments, data compared 
for 1948 and 1954. Changes be- 
tween the two years will be noted. 


No. 6008. Grocery list, Claremont, 
N. H., and its trade area, which 
includes a slice of Vermont. Pub- 
lished by the Claremont Daily 
Eagle. 


No. 3929. Retail Sales in Detroit 
Standard Metropolitan Area. 
To be issued July 1 is a tabula- 

tion of retail sales in the Detroit} No. 6009. Grocery, liquor and drug 

SMA for each month of 1955, item-| list, including 4-color map show- 

ized under the following catego-| ing chain supermarkets, Bergen 

ries: automotive, apparel, building,| County, N. J. Published by the 
lumber, hardware, eat-and-drink,| Bergen Evening Record, Hacken- 
foods, furniture, gasoline stations, | sack. 

general merchandise, spomalies, No. 6010. Drug list, Monmouth and 


. ¥ il. lish. 
rong er. means Ocean Counties, N. J., published 
. > by the Ashbury Park Press. 


No. 6011. Municipal liquor license 
list, Monmouth and Ocean Coun- 
ties, N. J. Published by the As- 
bury Park Press. 


No. 3930. Population, Families, In- 
come, TV Sets and Retail Sales 
in the WWJ-TV Coverage Area. 

This report will contain a de- 


scription of the market reached by ; 
WWJ-TV, Detroit. It will cover| No. 6012. Grocery list, Monmouth 


population, families, buying pow- and Ocean Counties, N. J. Pub- 
er, and past purchases in common) lished by the Asbury Park Press. 


classifications of consumer goods. | No. 6013. Grocery li 
- . ; ’ ‘ y list, Albuquer- 
L- g bp Me a by Station que, N. M., and surrounding food 
~The OTE rae. markets. Published by the Albu- 


ROUTE LISTS querque Publishing Co. 


NOTE: Most items are available 
without charge, but not all. Those 
requesting material which bears a 
price will be billed at the stated 
price by the publishers. 


No. 6000. Grocery list, including) 
market data for Santa Barbara, 
Cal., city and county. Published 
by the Santa Barbara News-Press. No. 6016. Grocery list, Dayton, O. 


No. 6001. Grocery and drug list) Published by the Dayton Daily 
covering 7 counties in Iowa) News. 
and 2 in western Illinolis. Pub-| 


lished by the Hawk-Eye Gazette,| No. 6017. Drug list, Dayton, O. 
Burlington, Ia. | Published by the Dayton Daily 


News. 
No. 6002. Food dealer list, Louis- 
ville, Ky., New Albany, Jefferson-| No. 6018. Beer and liquor list, 
ville and Clarksville, Ind., areas.| Dayton, O. Published by the Day- 
Price is $1. Published by the Cour-| ton Daily News. 


No. 6014. Drug list, Albuquerque, 
N. M., and surrounding drug 
stores. Published by the Albuquer- 
que Publishing Co. 


No. 6015. Grocery list, metropoli- 
tan Buffalo area—Erie and Ni- 
agara Counties, N. Y. Published 
by the Buffalo Evening News. 


Er. ae 


ao oe oe laticn, ies, Vwtins | Available Market Data—Local 


data on population, sales, buying 
income, etc., Sidney, O. Published 
by the Sidney Dail, News. 


No. 6020. Grocery list, Salem, Ore., 
area. Published by the Statesman- 
Journal Newspapers. 


No. 6021. Drug list, Toledo, O., and 
its retail trading zone. Published 
by the Toledo Blade and Times. 


No. 6022. Wholesale and retail 
liquor list (breakdown by coun-| 
ties) in West Tennessee. Published 
by the Commercial Appeal and 
Memphis Press-Scimitar. 


No. 6023. Grocery list, Memphis 
area. Published by the Commer- 
cial Appeal and Memphis Press- 
Scimitar. 


No. 6024. Drug list, Memphis area. 
Published by the Commercial Ap- 
peal and Press-Scimitar. 


No. 6025. Beer list, Memphis area. 
Published by the Commercial Ap- 
peal and Memphis Press-Scimitar. 


No. 6026. Grocery list, Beaumont, 
Tex., and its trade area. Published 
by the Beaumont Enterprise and 
Journal. 


No. 6027. Drug list, Beaumont, 
Tex., and its trade area. Published 
by the Beaumont Enterprise and 
Journal. 


No. 6028. Grocery and drug list, 
Salt Lake Intermountain market. 
Published by the Newspaper 
Agency Corp. (Salt Lake Tribune 
and Deseret News-Telegram.) 


No. 6029. Grocery list, 3-county 
area, Bellingham, Wash. Publish- 
ed by the Bellingham Herald. 


No. 6030. Grocery and drug list, 
Sheboygan, Kohler and Sheboy- 
gan Falls, Wis. Published by the 
Sheboygan Press. 


No. 6031. Grocery and meat list, 
Oshkosh, Wis., city zone. Published 
by the Oshkosh Daily Northwest- 
ern. 


No. 6032. Grocery and drug list, 
Lincoln, Neb. Published by the 
Lincoln Journal and Star. 


No. 6033. Liquor list, with basic 
market data, Schenectady, N. Y. 
Published by the Schenectady Un- 
ion-Star. 


No. 6034. Grocery list, Schenec- 
tady, N. Y. Published by the 
Schenectady Union-Star. 


Want to know 


where YOU 


stand in 


AKRON? 


AKRON BEACON JOURNAL 


an2om Omo 


& & 
TOP TEN BRANDS 


AKRON BEACD! 


STORY, BROOKS 


CON JOURNAL 


JOHN S. KNIGHT, Publisher 


Here’s Your Answer 

A comprehensive, up-to? 
date survey reporting the 
10 TOP BRANDS—in the 
home and store —in 
Akron’s big $1,080,500,- 
000 growing market. 


Write us, 

or ask 

Story, Brooks & Finley 
for your copy! 


& FINLEY, Representatives 
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To secure copies of data listed, use the handy coupons 


No. 6035. Drug list, greater Cin- 
cinnati. Published by the Cincin- 
nati Enquirer. 


No. 6036. Grocery list, greater 
Cincinnati. Published by the Cin- 
cinnati Enquirer. 


No. 6037. Liquor list, greater Cin- 


nati Enquirer. 


No. 6038. Grocery, drug, beer seal 
mit and department store list, | 
metropolitan Cedar Rapids, Ia.| 
Published by the Cedar Rapids 
Gazette. 


No. 6039. Grocery and drug list, 
Winona, Minn. Published by the 
Winona Daily News. 


No. 6040. Drug list, metropolitan 
Baton Rouge, La. Published by the 
State-Times and Morning Advo- 
cate. 


No. 6041. Grocery list, Baton 
Rouge, La. Published by the State- 
Times and Morning Advocate. 


No. 6042. Grocery and drug list, 
Lubbock, Tex., including food and 
drug sales, 20-county area. Pub- 
lished by the Lubbock Avalanche- 
Journal. 


No. 6043. Grocery and drug list, 
with market facts for Fond du Lac, 
Wis. Published by the Fond du 
Lac Commonwealth Reporter. 


No. 6044. Liquor list, Santa Ana 
and Orange County, Cal. Published 
by the Santa Ana Register. 


No. 6045. Drug list, Santa Ana and 
Orange County, Cal. Published by 
the Santa Ana Register. 


No. 6046. Grocery, drug and liquor 
lists, Akron, O., retail trading 


You only 


BURKE, KUIPERS 


Oklahoma City, Dallas, 


FIRST in Total Advertising by . 
FIRST in Retail Advertising by....... 
FIRST in Automotive Advertising by... 98.8% 


FIRST in Classified Advertising by . . 
FIRST in Department Store Advertising by 4.7% 
FIRST in Drug Store Advertising by... . 48.3% 
FIRST in Food Store Advertising by .. . 175.4% 


nee 


evening newsp: 


State Times 


—first in evening advertising in 
all these categories, according to 
latest Media Records statistics: 


8.7% 
16.5% 


.. 30.8% 


and the State Times 


(EVENING AND SUNDAY) 


delivers 18.3% more 


dealer and carrier circulation in the Jackson 
city zone than any other evening newspaper! 
(A.B.C. publishers statements, 
6 months ending September 30, 1955.) 
To tap Jacksca’s rich $175,000,000 buying 
power, you only need one paper...the 
leading evening paper . .. the State Times! 


Represented by 


& MAHONEY, INC. 


New York, Chicago, Detroit, Kansas City, Atlanta, 


Charlotte, San Francisco 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


area. Published by the Akron 
Beacon Journal. 


No. 6047. Grocery and drug list, | 


Hennepin County area. Pub- 
lished by the Minneapolis Star 
and Tribune, 


Superior, Wis. Published by the 7 g970. Grocery list, Sioux Falls, 


Superior Evening Telegram. 


No. 6048. Grocery and drug list, 
Ventura County, Cal. Published 
by the Ventura County Star- 
Free Press, Ventura. 


No. 6049. Grocery list, Odessa, Tex. 
Published by the Odessa Ameri- 
can, 


No. 6050. Grocery list, El Paso, 
Tex. Published by the El Paso 
Times and Herald-Post. 


No. 6051. Grocery, drug and de- 
partment store list, Quad-Cities 
(Rock Island, Moline, East Mo- 
line, Ill., and Davenport, Ia.). 


Argus and Moline Dispatch. 


Published by the Rock Island 


No. 6052. Grocery list, 19-county 
market area, Sacramento, Cal. 
Published by the Sacramento 
Bee. 


No. 6053. Grocery and drug list, 
four-county market, Fresno, Cal. 
Published by the Fresno Bee. 


No. 6054. Grocery and drug list, 
metropolitan Modesto, Cal. Pub- 
lished by the Modesto Bee. 


S. D. Published by the Sioux 
| Falls Argus-Leader. 
No. 6071. List of Milwaukee food 
| brokers and grocery manu- 
facturers’ representatives. Pub- 
lished by the Milwaukee Senti- 
nel. 


|No. 6072. Alcoholic beverage out- 
let list, county breakdown, in 
Wisconsin. Published by the 
Milwaukee Sentinel. 


/No. 6073. Grocery-meat combina- 
| tion list, Camden and Gloucester 
| Counties and part of Burlington 
County, N. J. Published by the 
Philadelphia Inquirer. 


No. 6074. Grocery, drug, hotel and 
| restaurant, confectionery list, 
| with brokers and wholesalers, 
Winston-Salem, N. C. Published 
by the Winston Salem Journal 


and Sentinel. 


No. 6075. Grocery list, greater 
Little Rock, Ark. Published by 
the Little Rock Democrat. 


No. 6076. Drug list, greater Little 


Rock, Ark. Published by the 


No. 6055. Grocery list, Sietver, | Little Rock Democrat. 


Colo. Published by the Denver 


Post. 


No. 6056. Drug list, Denver, Colo. 
Published by the Denver Post. 


No. 6057. Grocery and drug list, 


with map of Macon, Ga. Pub-| 


lished by the Macon Telegraph 
and News. 


No. 6058. Specially designated dis- 
tributors, Detroit and suburbs. 
Published by the Detroit News. 


No. 6059. Large volume outlets, 
Detrcit and suburbs. Published 
by the Detroit News. 


No. 6060. Gas station list, Detroit 
and suburbs. Published by the 
Detroit News. 


No. 6061. Beer outlets, Detroit and 
suburbs. Published by the De- 
troit News. 


No. 6062. Hardware and paints, 
Detroit and suburbs. Published 
by the Detroit News. 


No. 6063. Grocery and meat stores, 
Detroit and suburbs. Published 
by the Detroit News. 


No. 6064. Drug list, Detroit and 
suburbs. Published by the De- 
troit News. 


No. 6065. Food brokers, wagon job- 
bers, frozen food distributors 
and grocery product represent- 
atives, Detroit. Published by the 


|No. 6077. Drug list, Augusta, Ga. 
Published by the Augusta 
Chronicle and Herald. 

| 

| No. 6078. Grocery list, Augusta, 

| Ga. Published by the Augusta 

Chronicle and Herald. 


No. 6079. Grocery list, Columbus, 
| Ga. Published by the Columbus 
| Ledger and Enquirer. 


|'No. 6080. Drug list, Asheville and 
| western North Carolina. Pub- 
| lished by the Asheville Citizen- 
Times. 


No. 6081. Grocery list, Asheville 
and western North Carolina. 
Published by the Asheville-Cit- 
izen-Times. 


No. 6082. Drug list, Nashville, 
Tenn. Published by the Nash- 
ville Banner and Tennessean. 


No. 6083. Grocery list, Nashville, 
Tenn. Published by the Nash- 
ville Banner and Tennessean. 


No. 6084. Grocery list, Columbia, 
S. C. Published by the Columbia 
Record and State. 


No. 6085. Drug list, Dallas, Tex. 
Published by the Dallas Times 
Herald. 


Detroit News. | 
| 


No. 6066. Specially designated dis- | 
tributors and liquor by glass 
outlets in Michigan—-outside De- | 
troit. Published by the Detroit! 
News. 


No. 6067. Liquor by glass outlets, | 
Detroit and suburbs. Fublished 
by the Detroit News. 

No. 6068. Drug list, metropolitan | 
Washington, D. C. Includes Al- 
exandria, Falls Church and Ar- 
lington County, Va., and neigh- 
boring areas in Montgomery and | 
Prince Georges Counties, Md. | 
Published by the Washington | 
Post and Times Herald. 


No. 6069. Food store list for win | 
nesota, with information on the 


No. 6086. Grocery list, Dallas, Tex. 
Published by the Dallas Times 
Herald. 


No. 6087. Drug, cigar, tobacco and 
candy distributor list, Tulsa, 
Okla. Published by the Tulsa 
Tribune and World. 


No. 6088. Grocery list, Tulsa, Okla. 
Published by the Tulsa Tribune 
and World. 


No. 6089. Grocery list, Jackson, 
Tenn. Published by the Jackson 
Sun. 


No. 6090. Salesmen’s map, De- 
troit area, showing routes, num- 


| No. 6091. Grocery list, Shreveport, 
La., city zone. Published by 
Newspaper Production Co., 
agent for the Shreveport Times 
and Shreveport Journal. 


No. 6092. Grocery list, Sioux City, 
Ia., including a metropolitan 
map. Published by the Journal 
Tribune Publishing Co. 


No. 6093. Grocery, meat and drug 
list, Kalamazoo, Mich., includ- 
ing city maps and one-way 
street system. Published by the 
Kalamazoo Gazette. 


No. 6097. Grocery-meat and com- 
bination stores, Chester and Del- 
aware Counties, Pa., and New- 
castle County, Del. Costs $1.50 a 


delphia Inquirer. 
SOON TO BE PUBLISHED 


No. 6094. Grocery list, Cumber- 
land, Md., market area. To be 
published June 15 by the Cum- 
berland Times-News. 


No. 6095. Grocery list, city zone, 
Washington, D. C. To be pub- 
lished later this month by the 
Washington Post and Times 
Herald. 


No. 6096. Liquor list, Philadelphia, 
grouped and routed by postal 
district zones. $1.50 a copy. To be 


delphia Inquirer. 


| 
| 
CANADIAN | 


/equipment and resale material, at- No. 5026. Oil in Canada Presenta- 


are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 5000. Canada’s Hardware Mar- 
ket. 

This four-page folder contains 
sales volume of Canadian hard- 
ware stores, total number of stores 
and major commodity sales figures. 
It is issued by Hardware & Metal 
& Electrical Dealer. 


No. 5001. Le Prix Courant. 

Market served by French-speak- 
ing hardware, electrical and gen- 
eral store retailers is described in 
this four-page folder issued by 
Le Prix Courant. 


No. 5002. London with South- 
western Ontario. 

Market data on London, Ont., 
and its seven-county area is the 
subject of this brochure published 
by the London Free Press. In- 
cluded are population, labor, 
household, appliance, buying in- 
come, retail sales and other sta- 
tistics. 


5003. Montreal Star Data 
Book. 

Information on Montreal pop- 
ulation, retail sales, manufactur- 
ing, construction and other statis- 


No. 


published by the Montreal Star. 


No. 5004. Halifax Market Data. 

This data sheet, issued by the 
Halifax Herald, contains informa- 
tion on the population, industries, 
businesses and retail sales of Hali- 
fax. 


No. 5005. How Canadians Shop 
for Hardware and Appliances. 


ware stores, buying habits, extent 
of “do-it-yourself” activities and 
background on the 1,421-person 
national sample are contained in 
this report issued by Maclean’s 
Magazine. 


bering guides and relative in-| No. 5006. Plus Factors. 


come areas. Published by the 


Detroit News. Price is $2 a copy.| market in Canada is contained in| 


Information on the medical 


copy. Published by the Phila-| 


this eight-page brochure published 
by Canadian Doctor. 


No. 5007. National Publication of 
Canada’s Commercial Fisher- 
ies. 

Operations, production and tech- 
nological progress of the Canadian 
fishing industry are outlined in 
this booklet issued by Canadian 
Fisherman. 


No. 5008. CIEN’s NIAA Report. 

| Issued by Canadian Industrial 
|Equipment News, this folder de- 
scribes the industrial production 
and maintenance market served 
by the publication. 


| No. 5009. Mining Production in 
Canada Continues to Climb. 

This illustrated booklet reviews 
jnew mining developments, tech- 
|nological trends and mining ex- 
_penditures in Canada. It is issued 
|by Canadian Mining Journal. 


No. 5010. Developments Within 
the Canadian Mineral Industry. 
This report reviews, by prov- 
linces, recent mineral discoveries, 
projects under development and 
1956 mining plans. It is published 
by Canadian Mining Journal. 


i 


|No. 5011. Covering All Canada. 

Market information and circula- 
|tion data is contained in this 40- 
page booklet issued by the Star 
Weekly. 


published in June by the Phila- | 


|'No. 5012. Retail-Wholesale Paint 
and Wallpaper Stores. 


Advertising Age, May 7, 1956 


income, home ownership and per- 
sonal habits are tabulated in this 
survey report issued by Canadian 
Homes & Gardens. 


No. 5021. First National Inventory 
of Packaging Machinery in 
Canada, 

| All major industries using pack- 

|aging are analyzed in terms of 

machinery used in this survey of 

250 plants conducted by Canadian 

Packaging. 


No. 5022. Films Used in Packaging. 
This report, reprinted from the 
July, 1955, issue of Canadian 
Packaging, contains details of use 
mylar polyester, cellulose acetate, 
polyethlene, and other films by 
Canadian plants. 
No. 5023. Why Your Company 
Should Set Up a Packaging 
Committee. 

This report on a Packaging 
Assn. of Canada conference on 
planning, research, design and cost 
of packaging is issued by Canadian 
Packaging. 


No. 5024. 
Folder. 
Canada’s packaging industry is 
described in this booklet issued by 
Canadian Packaging. 


Market and Media 


No. 5025. Retail Facts. 

This monthly bulletin of the 
Windsor Star contains retail sales 
figures, news of retailing and 
|monthly sales planning charts. 


Average annual purchases of 


|titudes toward suppliers and sales | tion, 
| promotions are covered in this'| Information on Canadian oil 


tics are contained in this booklet | 


Public attitudes toward hard-| 


survey of Canadian paint store 


NOTE: Most items listed here|owners conducted by Painting & | presentation 


| Decorating Contractor. 


No. 5013. Painting and Decorating 
Contractors in Canada. 
Purchases by painting contrac- 
tors, dollar volume purchases and 
other market data are covered in 
this survey report of Painting & 
Decorating Contractor. 


No. 5014. The Finishing Industries 
in Canada, 

This study of purchasing pat- 
terns in Canadian industry, pref- 
erences of buyers, volume of pur- 
chases and other marketing factors 
is issued by Canadian Paint & 
Varnish. 


No. 5015. Kingston, Canada. 

Production, consumption, pop- 
ulation and other statistics con- 
cerning Kingston, Ont., are in- 
cluded in this illustrated booklet 
published by the Kingston Whig- 
Standard. 


No. 5016. Weekend Magazine Cir- 
culation Analysis. 

Canadian market is analyzed by 
regions in this booklet issued by 
Weekend Magazine. Included are 
retail sales by major classifica- 
tions. 


No. 5017. Projection of Canada as 
a Retail Sales Market. 

This two-toned distortion map 
was prepared by Weekend Maga- 
zine to illustrate proportionate re- 
tail sales of each county. 


No. 5018. Weekend Magazine En- 
cyclopedia. 

Markets and major national me- 
dia are analyzed by provinces, 
population groups, major cities 
and counties in this presentation 
of Weekend Magazine. 


|No. 5019. Facts About L’Automo- 
mobile. 
Details of retail automotive bus- 


iness, language data, car registra- | 
tions and division of French and | 


English automotive retail stores 
are given in this booklet issued 
by L’Automobile. 


No. 5020. Here’s What Gruneau 
Found. 


i 


Readership data, including age, | 


|production is contained in this 
issued by Oil in 
| Canada. 

| 


| 

|No. 5027. Canadian Farm Imple- 
ments Presentation. 

Data on Canadian agriculture, 
including number and size of 
farms, equipment purchases and 
production, are included in this 
|booklet prepared by Canadian 
Farm Implements. 

| 

|No. 5028. Canadian Power Farm 

Machinery Sales. 

Sales of tractors, combines, 
| threshers, balers and other farm 
| implements in Canada last year 
are tabulated in this booklet issued 
by Canadian Farm Implements. 


No. 5029. Market Facts on 
Canada’s Farm Equipment In- 
dustry. 


Numbers of farm implements, in 
use, tabulated by type and prov- 
ince, are listed in this brochure 
prepared by Canadian Farm Im- 
plements. 


No. 5030. Market and Media Data. 

Motor vehicle registration sta- 
tistics for each Canadian province 
are included in this presentation 
of Motor in Canada. 


No. 5031. Canadian Mass Feeding 
and Housing Field. 

Survey of buying power of 
Canadian hotels and restaurants, 
with detailed statistics, is the sub- 
ject of this booklet prepared by 
Canadian Hotel Review & Restau- 
rant. 


No. 5032. Canada’s Graphic Arts 

Market. 

This eight-page brochure gives 
figures on growth of Canada’s 
graphic arts industry, number of 
presses, paper-working machines 
and parts purchased from the U.S. 
It is issued by Canadian Printer & 
Publisher. 


|No. 5033. Canada’s Shipping and 
Shipbuilding Market. 

| Statistics on Canadian shipping 
and ship construction are included 
jin this brochure issued by Cana- 
|dian Shipping & Marine Engineer- 
ing News. 
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No. 5034. Canadian Stationer and 

Office Equipment Dealer. 

Summary of the Canadian 
Stationery and office equipment 
market in industry, business and 
schools is contained in this folder 
prepared by Canadian Stationer 
& Office Equipment Dealer. 


No. 5035. Market Study of Canada’s 

Metalworking Market. 

Based on Dominion bureau of 
Statistics reports, this report is- 
sued by Canadian Machinery & 
Manufacturing News contains data 
outlining the size of Canada’s 
metalworking market. 


No. 5036. Power Engineering Mar- 
ket in Canada. 

Figures on growth of Canada’s 
generating capacity are included 
in this booklet issued by Modern 
Power & Engineering. 


No. 5037. Design Engineering Mar- 
ket & Media Folder. 
Information on Canadian man- 
ufacturing output is contained in 
this NIAA-outline presentation of 
Design Engineering. 


5038. Canadian Automotive 
Market Data. 

This folder shows provincial to-| 
tals and percentages of popula-| 
tion, motor vehicle registrations, 
number of dealers, service and re- 
pair establishments. It is issued by 


No. 


Reader’s Digest, for this report, 
_ asked retail druggists for their 
| viewpoints on a number of publi- 
| cations. 


No. 5048. Where’s the Heart of the 
Market in Canada. 

| This report summarizes figures 
|on consumer expenditures, by in- 
come groups, on major consumer 
non-durable goods. (Men’s shoes, 
suits, shirts, razor blades, combs, 
women’s suits, dresses, shoes, home 
furnishings, cigarets, liquor.) This 
Canadian report is published by 
Time International. 


|No. 5049. Food Expenditures of 


Urban Families in Canada—by 
Income Groups. 
Time International has published 
this summary of information on 
food expenditures in Canada. 


No. 5050. Survey of Time Canadian 
Subscribers. 

A tabulated mail survey among 
Time Canadian subscribers is com- 
pared with D. B. S. figures on the 
Canadian public. Time Internation- 
al is the publisher. 


SOON TO BE PUBLISHED 
No. 5200. General Stores are Part 

of the Grocery Market. 

Sales figures of Canada’s coun- 
try general stores will be listed 
in this report by General Mer- 


Canadian Automotive Trade. 


No. 5039. Canadian Municipal Buy- 
ing Pattern. 

Dollar figures on purchases by 
Canadian municipalities are in- 
cluded in this folder prepared by 
Civic Administration. 


No. 5040. Doorway to Canadian | 

Farm Market. | 

Regional distribution of occupied 
farms, size of farms, equipment, 
income and retail sales plus cir- 
culation data are included in this 
brochure issued by The Country 
Guide. 


No. 5041. The Toronto Market. 
Market statistics of the Toronto, 

Ont., area are listed in this bro- 

chure issued by the Toronto Star. 


No. 5042. Study of Ottawa, Canada, 

Families. 

Family, income and sales sta- 
tistics of Ottawa are compared 
with those of other major markets 
in this brochure issued by the Ot- 
tawa Journal. 

5043. Canada’s 

Group. 

Data on subscriber characteris- | 
tics is included in this 20-page 
booklet issued by The Financial 
Post. 


No. Influence 


} 


No. 5044. A Study of Attitudes of 
Retail Grocers Toward Cana- 
dian Magazines & Weekend Pa- 
pers. 

This study was sponsored by 
Reader’s Digest to obtain an in- 
sight into retail grocers’ viewpoints 
toward the relative merit of pub- 
lications in which advertisements 
appear for the products they sell. 


No. 5045. A Study of Attitudes of. 
Appliance Retailers Toward 
Canadian Magazines & Week- 
end Papers. 

This Reader’s Digest report 
charts the opinions of Canadian ap- 
pliance retailers about publica- 
tions. 


No. 5046. A Study of Attitudes of 
Women’s Wear Retailers To- 
ward Canadian Magazines & 
Weekend Papers. 

A report by Reader’s Digest 
summarizes Canadian women’s 
wear retailers’ attitudes toward the 
magazines they read. 


No. 5047. A study of Attitudes of 
Retail Druggists Toward Cana- 
dian Magazines & Weekend Pa- 


pers. 


chant of Canada, to be issued in 


| June. 


‘No. 5201. General Stores Are Part 


of the Hardware Market. 

This four-page folder relating 
hardware sales of Canadian gen- 
eral stores will be issued in June 
by General Merchant of Canada. 


No. 5202. Canada’s Grocery Store 

Market. 

Sales of Canadian grocery and 
combination stores with break- 
downs by provinces in chain and 
independent store operation will 
be made available in June by 
Canadian Grocer. 


No. 5203. The Paper and the Mar- 
ket. 

This 50-page booklet describing 
Canada’s drug store market will 
contain data on drug sales, num- 
ber of stores, population and other 
data listed by provinces. It wil’ 


in July. 
No. 5204. Windsor, the Expanding 


Market. 
Under preparation by the Wind- 


|sor Star, this booklet will contain 


detailed statistics on population. 
retail sales, construction, produc- 
tion and income of the Windsor 
area. 


No. 5205. Farm & Rural Quebec. 
This report to be published in 
June includes general information 
on the French farm market in 
Quebec: livestock, home conven- 
iences, mechanization and automo- 
tive, income. It is being prepared 
by Le Bulletin des Agriculteurs. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
| lishers. 


No. 5500. Billion Dollar Construc- 

tion Market in Latin America. 

Growth of the market for con- 
struction equipment in Latin 
America is reviewed in this book- 
let issued by Vision. Included are 
statistics on highway construction, 
| public works, private building and 
|machinery imports. 


| trial Growth—Area Study No. 1. 


No. 5501. Latin American Indus- 


| 
| 


be issued by Drug Merchandisinc | 


| 


| 


| 
| 


| 
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Cali, Colombia, is analyzed in 
this 16-page illustrated boskict .. “4W@ilable Market Data—International 
an example of Latin American in-| To secure copies of data listed, use the handy coupons 
dustrial development. Issued by) 
Vision, the booklet contains Sta- ports on individual countries with! No. 5513. Reaching Brazil’s Best 
tistics on increase in construction, | respect to foreign trade and eco-| Buyers. 
motor vehicle registrations and nomic situations plus statistics from This 20-page booklet issued by 
other figures. all parts of the non-Communist!Selecoes do Reader’s Digest con- 

, : : world. |tains information on economic 
we a -Are “oe | status, income and education of the 
ae 2 ‘Sean “@V'No. 5508. Survey of Power, magazine's readers in Brazil. 
hee » ae Facilities in Latin America. 

Ciudad Obregon, Mexico, is the This fifth annual survey by | No. 5514. Annual Global Automo- 
subject of this rhe sa report on how | Industria contains a country-by-| tive Market Survey and Census. 
roads and irrigat eee opening country analysis of installed ca- | Automotive operations for 156 
former deserts to cultivation. |pacity and production of pany jomenrses and territories, with 

|plants with a progress report on| numbers of cars, trucks and buses 
; ica’ | registered are listed in this report 
pay se. “‘Wamaness |prepared by The American Auto- 

This Vision report describes ad EE id Revista Ro- po ta and El Automovil Ameri- 
the government of Venezuela is| Waestiene guiiiens — ‘ 

a ee ee to| ownership of motor vehicles, in-| No. 5515. Market-Media Booklet. 
speed development of the country.| once on purchases and other| Statistics on the automotive mar- 


. i ion i j j " ed by The American 
No. 5504. Development of a D _ | information is contained in this re-| ket cover ’ 
ele Eco y—Area fie ry port issued by Revista Rotaria. Automobile and El Automovil 
In this klet, Vision d ibes | Americano are included in this 
; neat ite eserves | No. 5510. Buying Structure of the | booklet. 
internal development of Brazi] in ying 


: | E. t Market. 
tasmen of puede, Sequetry ond agri- This chart poe a flow sheet 


No. 5503. Government’s Role in| cach country 


culture. PH 2.0% 
| indicating the pattern of trade and 
. |key outlets for U.S. exports of 
No. 5505. Re-discovery of El capital goods and basic materials. 


Dorado. ag ae “ - 
Statistics on Latin America, PN | Gh ary a een 
cluding development of roads, local | f 
industry, marketing methods and no 5511. International 
economic outlooks are summarized Climates. 
in this Vision booklet. This collection of seven world 
: : climate charts shows seasons by 
No. 5506. Major Latin American | two-month periods to illustrate in- 
Construction Projects. ' fluence of climate on a world-wide 
This report, sixth annual survey seasonal advertising approach. It 


of major Latin American construc-| js jssued by World’s Business & Advertising Departments 
tion projects conducted by Con-| Gyia. 


at ps | of these highly 
struccion, gives basic data on lo-| 


cation, sponsor, administrating | No, 5512. Primary Audience of successfui companies 
firm, ultimate capacity and esti- Latin America’s Most Widely 
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INDUSTRIAL MARKETING 


Marketing 


3 Case Studies 


of the 


mated cost of each project. Cost | Read Magazine. 1. LINK-BELT CO. 
is $1 per copy. Detailed information and sta- 

tistics concerning readers of 2. REYNOLDS METALS CO. 
No. 5507. International Trader. Selecciones del Reader’s Digest in 3. AIR REDUCTION SALES CO 


of 18 countries is contained in this 
re- 24-page booklet. 


This monthly newsletter 


Management Digest contains If you advertise and sell a 


product or service to business 
and industry, you meed the 
Industrial Marketing service, 
and this special introductory 
| offer will prove it—at our risk. 


|} The Portfolio contains three 
| | case studies that appeared in 
| ] recent issues of IM—typical 
|| of the type of material that 
| | IM brings you month after 
| month. 

Every issue gives you facts to 
help you understand better 
the problems of selling and 
advertising to business and 
industry . . . solutions to mar- 
keting problems that chal- 
lenge you every day. 


A full year’s service (one 
copy of IM each month plus 
the 556-page Annual Market 
Data & Directory Number, 
June 25th) costs only $3. 
Mail coupon today — get 
Portfolio free. 


You must be satisfied 
or your money back in full 


SSS eee RR EE he OO OE Mee 


INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year’s trial for $3 and 


send the Portfolio free. I must 
be satisfied or my money back. 


CANADA'S No. | Test Market 


The London Free Press 


@ A PURE MARKET 

London is o one paper market unoffected by the circulation of ovt- 
side newspapers. This market is covered by 9 editions doily which 
offers wide opportunity for testing rural or urban markets seporately. 


@ A CO-OPERATIVE MEDIUM 

Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test campaign by 
stock checks, dealer tie-in advertising, sales promotion support and 
split-runs. 

@ CANADA'S SEVENTH MARKET 

Whether it be for a test campaign or as port of your notional effort, 
the London Free Press is the only di pletely covering 
Ceneda’s Seventh Market. Look first to this economical medium for 
results! 


Ontario’s Largest Daily Newspaper | NAME 
Circulation Outside Toronto COMPANY 
94,436 — Publisher's Statement, March 31st, 1955 — 
city Z 
London ro apn C Bill firm ©) Bill me 
Ontario 
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No. 5516. Survey of Overseas Fleet 

Operations. 

Purchase plans for 1956-57 of 
motor vehicle fleet operators in 
20 countries are tabulated in this 
report prepared by The American 
Automobile and El Automovil 
Americano. 


No. 5517. PI Fact Folder. 

This file folder includes the size 
of the Latin American market for 
oil and gas production equipment. 
It is issued by Petroleo Interameri- 
cano. 


No. 5518. Magazine Audiences & 
Consumer Expenditures in 
Lima, Callao, and Environs, 
Peru. 

This Life International report 
measures audiences of Life En Es- 
panol, Selecciones and Vision, plus 
ownership, occupations, expendi- 
tures on three non-durable items. 


No. 5519. Getting Down to Earth in 
Latin America. 

A survey by Erdos & Morgan Re- 
search Service for Time Inter- 
national gives information about 
land owners in Latin America on 
land operated, tractors, trucks, 
autos, other equipment, number of 
employes and magazine reading. 


No. 5520. What Architects Specify. 

This report summarizes a survey 
of architects and building engineers 
in Latin America on magazine 
reading. It is published by Time 
International. 


No. 5521. What Bankers Read & 
Prefer. 
Time International has published 
a survey on magazine reading by 
bankers and financial executives 
around the world. 


No. 5522. Reading Habits of Visi- 
tors to the Tokyo Trade Fair. 
Personal interviews with visitors 
to the Tokyo Trade Fair, Japan, on 
magazine reading, business con- 


ducted at the fair, etc., is the source 


of this report by Time Internation- 
al. 


No. 5523. Reading Habits of Dele- 
gates to the International 
Chamber of Commerce Confer- 
ence in Tokyo. 

Time International reports on 
personal interviews among dele- 
gates to the International Chamber 
of Commerce conference in Tokyo 
on the subject of magazine reading. 


American Machinery and Tool 
Report. 

Present and potential markets 
for U.S. exporters, audience data 
on purchasing authority and own- 
ership of machine tools and power 
tools are covered in this report on 
Latin America from Mecanica Pop- 
ular. 


No. 5529. Mecanica Popular Latin 
American Automotive Report. 
Mecanica Popular offers a de- 

tailed report of coverage within the 

automotive industry in Latin 

America, including distributors, 


dition to statistics on car and truck 
ownership. 


No. 5530. Mecanica Popular Latin 
American Study No. 3. 


range of consumer products are in- 
cluded in this report offered by 
Mecanica Popular, which also gives 
a detailed breakdown of the char- 
acteristics of its Latin American 
audience. 


SOON TO BE PUBLISHED 


No. 5600. What Airlines Execu- 
tives Read. 

This report, to be published by 
Time International in June, gives 
the results of a survey by Erdos 
& Morgan Research among air- 
lines executives around the world, 
on magazine reading, number of 
aircraft operated, number of em- 
ployes, etc. 


No. 5601. Food for Thought. 
A report due in July gives sta-| 
tistics on consumption of major | 
consumer non-durable goods in 
Latin American countries, based 
on probability samples of popula- 
tions. Breakdowns are by income 
groups, family size, etc. Life In- 
|ternational is sponsoring the re- 
| Search. 
|No. 5602. Answers to Searching 

Questions. 

This Life International report, 
due to be published in July, is a 
summary of research techniques 
used in international market re- 
search. It includes a bibliography 
lof all current magazine research 
lavailable from all publishers in 
|the international field. 


|No. 5603. Mecanica Popular Latin 
American Market Study. 
Mecanica Popular is preparing a 

| report on the automotive, agricul- 


dealers and service stations in ad-| 


Brand preferences for a wide. 


tentions in the coming year, by 
regions. 


No. 7002. Mart—’55 Sales—’56 

Forecast. 

Mart Magazine has published 
sales figures and 1956 predictions 
for about 20 categories of appli- 
ances and radio-tv merchandise 
in this reprint from its January, 
1956, issue. 


No. 7003. 1955-56 Statistics of the 
Radio-TV-Electronic Industry. 
This reprint from the January, 
1956, issue of Tele-Tech & Elec- 
tronic Industries gives ten-year 
production figures for radio and 
|tv sets and components. 


No. 7004. Tele-Tech Market Data 
and Media File. 

Issued by Tele-Tech & Elec- 
tronic Industries, this folder con- 
tains market information on the 
subdivisions of the radio-tv elec- 
tronic industry, and on industry 
| growth. 


|No. 7006. Today’s Retail Lumber 

Dealer—How to Sell Through 

Him. 

This pamphlet reports on the 
tools and techniques being used 
by the lumber dealer to expand 
building material sales, and meas- 
ures his progress as a merchan- 
diser. Published by American 
Lumberman & Building Products 
Merchandiser. 


| 


|No. 7007. Survey Among Retail 
Lumber Dealers. 

Available from American Lum- 
berman & Building Products Mer- 
|chandiser, this 56-page survey 
| was conducted in the fall of 1954 
by The Saturday Evening Post in 
|cooperation with American Lum- 
berman and the National Retail 
henge Dealers Assn. It analyzes 
the dealers’ characteristics, mer- 
|chandising services, sales build- 
ing activity and opinion of manu- 
facturers’ selling services. 


No. 7008. Gasoline Service Sta- 
tion Graph 1948-1954. 

| This graph issued by Super 
| Service Station compares the num- 
| ber and sales volume of large and 
| small stations for 1948 and 1954. 
|No. 7009. Automotive Distribution 
| for 1956. 

| This 32-page pamphlet, issued 
|by Jobber Topics, provides a de- 


tailed statistical picture of the 
|“automotive aftermarket” with 


No. 5524. Reading Preferences of |tural and power tool markets. It| emphasis on the automotive parts 


Oil Executives 

World. 

This report tells about magazine 
reading habits of oil executives 
around the world. It is published 
by Time International. 


No. 5525. Census Information on 
Time Subscribers in Switzer- 
land. 

Time International has published 

a tabulation of information from 
the governinent census on Time 
subscribers in Switzerland: in- 
come, occupations, family size, 
with comparisons with the Swiss 
public. 


No. 5526. Mecanica Popular Com- 
parison of U.S.-Published Latin 
American Magazines. 

Here is a listing of all U.S. ex- 
port magazines (trade and general) 


directed to Latin America, giving | 


| ferred for cars, trucks, automotive 
replacement parts, farm” tractors 
and implements, also principal 
crops and sizes of farms. It dis- 
cusses buying influence for busi- 
ness and consumer markets. It is 
scheduled for June publication. 


NOTE: Most items here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lisher. 

No. 7000. “In Sports Age . . . You 
Buy Service.” 
This folder, issued by the 


busi- 


Around the|imcludes brands owned and pre-| jobber, his sales, current sales in- 


terests and financial position. 


|No. 7010. Air Conditioning the 
| Home (Revised). 

| Air Conditioning & Refrigera- 
| tion News has just issued this 44- 
|page selection of articles which 
appeared in the magazine recent- 
ly. It includes sections on “Why 
|people buy air conditioning,” 
“How many want it,” “How to 
sell it,” “Cost of operation” and 
“FHA Requirements.” 


No. 7011. Commercial Packaged 
Air Conditioners at Work. 

This booklet contains 70 pages 
of reprints of articles which ap- 
peared in Air Conditioning & Re- 
frigeration News in the last year. 
It includes sections on sales po- 
tentials and problems, general ap- 
plications, uses of air condition- 


| 


recent data in reference form on| ness papers division of Sports Age, | ing in industry and articles on the 
circulation and rates. Offered by | contains a sales analysis of the| Packaged heat pump. - 


Mecanica Popular. 


No. 5527. Mecanica Popular Latin 
American Business Readership 
Study. 

Presenting a comparison of the 
coverage offered by several pub- 
lications, this report from Mecanica 
Popular describes circulation pene- 


| magazine, including _ potential 
|sports equipment sales increases 
in 1956. 


No. 7001. The Market for Test 
Equipment in the TV-Elec- 
tronics Servicing Industry. 


ing preference of 440 electronic 


This is an analysis of the buy-| 


|No. 7012. Directory Issue—Pre- 
fabrication Magazine. 

| The November, 1955, issue of 
| Prefabrication, this is a descrip- 
|tive directory of 55 prefabricated 
homes builders. It also lists cur- 
rent trends, available literature, 
| catalog suppliers and products. 


tration of major industries in Latin technicians, conducted by Tech-| 
America and the purchasing au-/| nician & Circuit Digests. It sum-|No. 7013. Baby Pants—Best Sell- 


thority of primary readers. 


No. 5528. Mecanica Popular Latin 


|marizes their preferences as to 
instrument types, instrument fea- 
tures, price range and buying in- 


ing Brands. 
This tabulation lists more than 


|to preference by department store 
‘and specialty shop buyers. Com- 
| piled by Infants’ & Children’s Re- 
| view, the listing also indicates de- 
|gree of consumer pre-selling by 
| manufacturers. 

|No. 7014. Blueprint for Building 

Sales. 

Issued by Office Appliances, this 
is a general presentation of the 
market for office products, with 
an emphasis on distribution meth- 
ods. 


No. 7015. Profile of a Dealer. 

This survey of the dealer of sta- 
tionery, business machines, office 
furniture and equipment has been 
issued by Office Appliances. It 
covers dealer organization, area 
served, sales volume, buying 
sources, promotion methods, etc. 


No. 7075. The Importance of the 
Jeweler in China Glass and 
Gifts. 

Eight of 10 jewelers carry china 
and glass or giftwares or both, ac- 
cording to this brochure. This 
study, the result of a nationwide | 
survey of jewelers by Jewelers’ 
Circular-Keystone, contains a de-| 
tailed breakdown of distribution | 
and sales volume of glass and chi- | 
na handled by jewelers. 

7076. A Personal Interview 
Survey of the Restaurant and 
Institutional Market in Mil- 
waukee, Wis. 

This 170-page personal inter- 
view study shows buying influ- 
ences, product consumption of 
food, beverages and supplies. The 
study, conducted for Food Service 
by Crossley, S-D Surveys Inc., al- 
so shows use of food, supplies and 
equipment broken down by brand, 
'and includes breakfast volume, 
number of customers served and 
food publication coverage. Opera- 
tors interviewed represent com- 
mercial restaurants, institutional 
and industrial establishments. 


No. 


No. 7077. A Personal Interview 
Survey of the Restaurant and 
Institutional Market in Spring- 
field, Mass. 

Based on study for Food Service 
similar to the one made in Mil- 
| waukee, this 95-page summation 
|shows buying influence, product 
|consumption of food, beverage and 
|supplies. Also indicated are the 


use of food, supplies and equip-| 


ment broken down by brand, and 
|the study includes breakfast vol- 
ume, number of customers served 
|and food publication coverage. The 
operators interviewed represent 
commercial restaurants, institu- 
tional and industrial establish- 
ments. 


No. 7078. Hardware World Mar- 
keting Map. 

This is a map of 11 western 
states, indicating wholesale distri- 
bution points and the area each 
serves, prepared by Hardware 
World. The map includes data on 
population, buying income and re- 
tail sales for each distributing 
area. Hardware World says the 
map is useful in setting sales quo- 
tas and checking performance. 


No. 7079. A Survey on Stoves, 

F-106. 

Conducted by Tourist Court 
Journal, this survey points up 
the potential market to be found 
among tourist courts-motels for 
stoves” in kitchenettes of rental 
units. 


No. 7080. A Survey on Blankets, 
S-105. 

This survey by Tourist Court 
|Journal indicates the potential 
|market to be found among tourist 
|courts-motels for blankets. 


No. 7081. Supplemental Informa- 
tion of the General Survey Cov- 
ering Glasses and Dishes, F-107. 

This survey by Tourist Court 


Advertising Age, May 7, 1956 


courts-motels for dishes, glasses, 
glass covers and paper cups. 
7082. A Survey on Linen, 

S-108. 

Tourist Court Journal points up 
in this survey the potential mar- 
ket to be found among tourist 
courts-motels for towels, sheets 
and other linens. 


No. 


No. 7083. A Survey on Rental 
Linens, SL-109. 
A survey by Tourist Court Jour- 
nal which points up the potential 
market in tourist courts-motels for 


rental linens. 


No. 7084. A Survey on Television, 
G-110. 

The potential marke: for tele- 
vision sets in tourist courts-motels 
is covered in this survey by Tour- 
ist Court Journal. 


No. 7085. A Survey on Generat- 
ing Equipment, I-111. 


Tourist Court Journal covers 


| the potential market for generat- 


ing sets in tourist courts-motels in 
this brochure. 


No. 7086. A Survey on Automo- 
biles and Other Vehicles, I-112. 
This survey covers the potential 
market for automobiles among 
tourist courts-motels. It is pre- 
pared by Tourist Court Journal. 


No. 7087. The American Restau- 

rant Market and How to Sell It. 
This study of the restaurant 
|market shows the reasons behind 
| the growth of eating out; how the 
market compares with the eight 
| other leading markets in the coun- 
| try; evolution and development of 
the restaurant industry; geograph- 
|ical distribution; dollar volume by 
— problems, trends and op- 
portunities for manufacturers; 
what restaurants buy, and how to 
sell to restaurants. The study was 
prepared by American Restaurant. 


No. 7088. Survey Among Restau- 
rant Operators on Spaghetti 
Sauce. 

This survey by American Res- 
taurant covers the use, buying 
|habits, quantity buying practices, 
etc., of spaghetti sauce, including 
preferences as to with, or without 
meat. 


|No. 7089. Survey on Jelly Usage 
in Restaurants. 

American Restaurant covers 
buying practices, preferences, por- 
tion control vs. bulk, price compar- 
isons, rundown of most popular 
flavors in this survey of the use of 

| jelly in restaurants. 


'No. 7090. Survey on Gelatine Us- 
age in Restaurants. 

The number of restaurants us- 
ing gelatine, quantity purchased, 
preferences as to firm or soft gel- 
atine and preferences as to flavors 
are covered in this survey conduct- 
ed by American Restaurant. 


No. 7091. Survey on Cream Des- 
serts Usage in Restaurants. 
This survey covers the number 

of restaurants using cream des- 

serts, number making their own, 
number purchasing, packaging 
preferred, quantity purchased per 
month, percentage used for fill- 
ings, desserts and other uses. The 
survey was made by American 
Restaurant. 


No. 7092. Evolution of a Revolu- 
tionary Market. 

This booklet reprints a series of 
ads for American Motel appear- 
ing in ADVERTISING AGE, and covers 
all phases of comparison to the 
hotel market—statistical and ana- 
lytical—and contrasts buying pro- 
cedures and habits, giving project- 
ed, comparative growth patterns 
in 1970. 


No. 7093. Market Analysis of the 
Motel Industry. 


|Journal points up the potential 


30 brands of baby pants according market to be found among tourist 


The development of the motel is 
covered in this study, with data on 
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the scope of the market, geograph-; This is a study of built-in appli-, 
ical distribution, breakdown of ances and related kitchen modern- 
motel income and expenses, type ization business in Marion County 
of products used and consumed, (Indianapolis). All kitchen spe- 
channels of distribution, how to|cialists, appliance dealers, etc., 
sell to the market, questions and|were interviewed to determine 
answers concerning current prob-' size and marketing methods of the 
lems. American Motel prepared|kitchen remodeling business. The 
the study. study was made by Electrical 


| 
7094. Quick Frozen Foods’! 


Marketing Manual. 
This is an eight-page booklet | 
prepared by Quick Frozen Foods | 
of sales trends for the past five) 
years of 11 leading products. There | 
is a charge of 50¢ for each booklet. | 


No. 


No. 7095. Quick Frozen Foods’ 
1956 Almanac. 

This 32-page booklet is a collec- 
tion of facts and statistics about 
the frozen foods industry, covering 
production, distribution, market- 
ing, etc. It is published by Quick 
Frozen Foods. 


No. 7096. How Do I Get My Prod- 

uct into that Retail Cabinet? 

Quick Frozen Foods has pub- 
lished this eight-page booklet 
which answers the question that 
titles it with facts and figures 
about the retail market for frozen 
foods. 


7097. Are Irradiated Foods 
Coming? 

The threat to the frozen foods 
industry from irradiated foods is 
many years away, Quick Frozen 
Foods avers in this eight-page 
progress report on the subject. 
Copies are available at 50¢ each. 


No. 


No. 7098. Quick Frozen Foods In- 
stitutional Manual. 

This is an eight-page booklet 
which delves into the topic of how 
distributors can increase their 
sales of quick frozen fruits and 
vegetables. It is prepared by 
Quick Frozen Foods. Copies are 
50¢ each. 


No. 7099. Private Label Brands of 
Frozen Foods. 

This four-page survey covers 
the companies which pack frozen 
foods under private labels, listing 
them and the labels they put out, 
and also discloses the chains and 
distributors which carry the pri- 
vate labels. It is published by) 
Quick Frozen Foods. Copies are 
25¢ each. 


No. 7100. The Broker’s Future in 
Frozen Foods. 

This is a four-page booklet from 
Quick Frozen Foods which touches 
on the broker’s place in the frozen 
foods industry. Copies are 25¢ 
each. 


| formation and comparisons are in- 


Dealer. 


No. 7103. Survey on Farm Bulk 
Cooling Tanks. 

This booklet contains the results 
of a survey by The Milk Dealer to 
determine the number of farm 
bulk milk cooling tanks now in 
operation by states and the expect- 
ed potential for the tanks in this 
market. 


No. 7104. Milk Products Survey. 

This four-page fact sheet gives 
valuable information on products 
produced by the milk products in- 
dustry, including equipment and_| 
marketing channels used. It in-| 
cludes information on trucking, 
refrigeration, vending, bulk milk 
systems and shows the new trend 
toward diversification in this in-| 
dustry. It is issued by The Milk 
Products Journal. 


No. 7105. Collection of Milk Vend- 
ing Feature Articles. 

This brochure is a collection of 
articles appearing in The Milk) 
Dealer on milk vending. It gives, 
information on markets, costs, use | 
and results and gives actual case 
histories. 


No. 7106. Collection of Bulk Milk 
Handling Feature Articles. 
This is a collection of articles 

on bulk milk handling which ap-| 

peared in The Milk Dealer and The 

Milk Products Journal. Pictures 

are shown of the equipment in 

complete operation, and the ad- 
vertising advantages, comparisons 
and industry trends are given. Ac- 
tual case histories are also pre- 


| sented. 


No. 7107. Collection of Soft Serve 
Feature Articles. 
This booklet consists of feature 
articles on the soft serve trend 
which appeared in The Ice Cream 


|Review. It gives information on 


merchandising and management 
of soft serve operations along with 
actual case histories. Technical in- 


cluded. 


No. 7108. Lists of Dairy Products 

Manufacturers. 

This booklet lists the number of 
dairy products manufacturers by 
state broken down by large and 
small milk dealers, butter manu- 


|facturers and ice cream manufac- 


No. 7101. Chain Store Influence. 

This is a_ series, collected in| 
booklet form, by the staff of The| 
Packer, based on a study which | 
attempts to assess recent changes | 
in the marketing pattern of the 
produce business. 


No. 7102. A Marketing Study of | 
Built-In Appliance Sales and | 
Kitchen Modernization. 


/turers. It also lists cheese and con- 


densed, evaporated and dry milk 


|makers. Issued by Olsen Publish- 


ing Co. 
7109. Market Facts on the 

Milk Industry. 

This is a brochure describing 
milk processing, packaging, sales 
equipment used, production fig- 
ures of the milk industry, includ- 


No. 


NBC 
CBS 


ABC 
KEY-T 


tion of Kern County. 
IN TOTAL AREA: 


IN POPULATION: 


*S31VS 1iVia8 IWLOL 


this rich 


The only TV station thot completely ner as covers 
h 


REPRESENTED NATIONALLY BY HOLLINGBERY 


CALIFORNIA’S LARGEST * 
SINGLE STATION TV MARKET 


The primary KEY-T coverage area includes Venura, Santa 
Barbara and San Luis Obispo counties, plus the western por- 


The KEY-T coverage area is larger 
than the combined states of Mas- 
sachusetts, Connecticut and Rhode 
Island. 
The KEY-T coverage area is larger 
than the state of Delaware. 
NiThree of the counties—Ventura, 
Santa Barbora and Kern—rank 
in the top 200 of the 3,070 coun- 
ties in the U. S. 


area is KEY-T. . 


channel 3 


ing buttermilk, chocolate milk 
fruit drinks and cottage cheese 


Pa yh 2 


135 


Available Market Data—Distribvtion 


markets. It portrays the equip-| To secure copies of data listed, use the handy coupons: 


ment used and the path of milk) 


from farm to consumer. It is pro- 
duced by The Milk Dealer. 


No. 7110. Market Facts on Milk 

Products. 

This booklet summarizes pro- 
duction by states and discusses 
butter, cheese and non-fat dry 
milk solids. It gives market data 
on the milk products industry and 
pictures equipment used in pro- 
duction. It is published by The 
Milk Products Journal. 


No. 7111. Ice Cream Manufactur- 
ing and Selling. 

Facts and figures about the ice 
cream industry, production, proc- 
esses, buying power, trends, ma- 
terials and equipment purchased 
are covered in this brochure put 
out by The Ice Cream Review. 


No. 7112. Motor Truck Survey— 

Fluid Milk Industry. 

Some 1,153 milk dealers answer 
33 major questions on motor trucks 
and truck refrigeration to deter- 
mine the market potential and 
preference. This survey, by The 
Milk Dealer, gives the results in 
detail. 

No. 7113. Dairy Products 
Sheet. 

This is a series of sheets, graphs 
and maps, showing production by 
year and by states of various 
branches of the milk products in- 
dustry. Included are data on evap- 
orated milk, cheese, milk consump- 
tion, cottage cheese, sherbet and 
ice milk, butter, non-fat dry milk 
solids, ice cream and whole milk. 
Published by Olsen Publishing Co. 


Data 


No. 7114. Market Report on the 
Swimming Pool Industry. 
This booklet contains statistical 

data on the swimming pool field, 


including information on the $325,- material on the promotion of baby 
| 000,000 new pool construction, and| wear, window display ideas and 
the market for such products as|news from the markets and about 
filters, lighting, piping, sports stores and manufacturers. It is 
equipment, etc. It lists the number | published by Shaw Publications, 
of pools by type and geographical |New York. 

locations, and describes the fu- 
ture potential as well as methods 
of marketing and _ distribution. | 


No. 7203. Annual Survey of Self 
Service in the Retail Drug Field. 
Published by Swimming Pool Age.| This annual survey reports the 
/numbers of stores adopting self- 
No. 7115. Facts About the Private service, broken down by chains and 
Membership City and Country | independents and also by sections 
Club Market. |of the country. It is published by 
An illustrated folder from Club| American Druggist. 
Management will give you a run-| 
down on the private club market No. 7204. Annual Survey of Drug 
in terms of buying potential for Store Sales by Departments. 
food, beverages and equipment,| The survey includes breakdowns 
the number of city and country of drug store sales according to 
clubs in the U.S. and growth type—chain, independent with 
trends in the private club field. fountain and independent without 
fountain—divided among 15 major 
No. 7200. Three Doors to the Multi- departments. American Druggist is 

Billion Dollar Military Market.| the publisher. 

A detailed definition of (1) the 
resale-retail military market, (2) 
the institutional military market 
and (3) the technical-industrial 
military market, the study exam- j 
ines buyers, buying influences, and ty at ‘ 
buying power in these three areas. 
This study is by Military Market, | 
an Army Times Publishing Co. 
publication. Two additional folders | § 
are also proposed, one covering re- | # 
sale-retail and institutional mar-| 8 
kets only; the other will be devoted 
|to institutional and technical- 
| industrial only. 


' 
READERS 
ACCLAIM ‘if 


SOUTHERN 


CATTLE GROUP) 
MAGAZINES ti 


| No. 7201. Shaw’s Market News. : 
| This monthly bulletin is avail-|‘ 
able to department stores and spe- |} 
|cialty shops, previewing merchan- |! 
|dise, with source details, which 
| will appear in the store-distributed 
|consumer magazine My Baby. The| 
publication also contains editorial || 


AL 


in 
rubber . 


RUBBER 


AGE 


@ First in Editorial Volume 
90 pages more of editorial material than 


° THE FLORIDA 
CATTLEMAN 


e SOUTHERN LIVE- 
STOCK JOURNAL 


e COASTAL 
CATTLEMAN 


is the the second paper during 1955! 
@ First in Advertising Volume That's right, 32% of 

91 f paid ad ising than gnt, of our 

one must hc cancel iesaaal bien 1955!" sin readers named Southern Cattle 
Hy a” 

: @ Complete Editorial Co Group magazines the “most 

journal for Only RUBBER AGE provides feature| valuable” of their regularly 


editorial coverage of rubber and rubber- 
like plastics: Vinyls, polyethylene, etc. 


@ Field's Only A.B.C. Journal 
Paid circulation, at an all-time high, 
plus rotating coverage of non-subscrib- 
ing plants, means complete coverage of 
field! ed from a list of 32 regional 


reaching 
manufacturers 
of finished 
products 


@ Highest Reader Preference 

69% of all rubber technologists (your 
advertising prospects!) select RUBBER 
AGE for their own personal (classified) 
advertising when they advertise for 
new, top level jobs! 

High Reader Satisfaction 

Current subscription renewal rate of 
86% is solid testimonial of reader satis- 
faction. 


made from 
rubber, + 
latex and 
rubberlike 


plastics. 


RUBBE 


101 West 31st Street. New York 1, N. Y. 
Also publishers of the industry's 


The 5% Billion rubber goods manufacturing 
industry is a prime market for a wide variety of 
machinery, equipment, chemicals, fabrics and 
other products and services required to turn out 
an assortment of more than 50,000 different fin- 
ished items. 

RUBBER: AGE provides the opportunity of 
completely covering this field without the need 
for secondary coverage. More advertisers use 
more advertising space in RUBBER AGE than 
in any other rubber journal in the world! 

If your story is wo 
industry’s Number One publication: 


read agricultural publications. 
Southern Gettle Group maga- 
zines—The Florida Cattleman, 
Southern Livestock Journal and 
Coastal Cattleman—were select- 


and national publications cir- 


culated in the South. 


We consider this a strong 
tribute to our editorial efforts. 
Our publications are locally 
edited to reflect accurate, cur- 
rent information on the impor- 
tant Southeastern Cattle indus- 
try. If you want to reach this 
market, this endorsement by our 
readers should make the three 
magazines of Southern Cattle 
Group a “must”. 


SOUTHERN 
CATTLE GROUP 


GENERAL OFFICES 


R A G E BOX 891—KISSIMMEE, FLORIDA 
Eastern Office: Walter C. Elly, Inc. 
70 €. 45th St. New York 17, WN. Y. 

Mid-West: Frank XK. Finn 


141 W. Jackson Bivd., Chicago 4, III. 
Macon, Georgio—Bex 1072 
Alexandria, La.—Box 4168 


telling, it belongs in the 


only directory: RUBBER RED BOOK 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
260 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


This coupon not valid after July 31, 1956 


| 


| 


No. 7205. Annual Survey of Num- 
ber of Square Feet in the Aver- 
age Drug Store. 

This study reports the number of 
square feet and the sales per 
square foot as broken down by 15 
major departments in three store 
types—chain, independent with 
fountain and independent without 
fountain. It is published by Amer- 
ican Druggist. 


No. 7206. Fortnightly Prescription 
Survey. 

This survey, published by Amer- 
ican Druggist, indicates movements 
of 25 major types of prescription 
products. For each product type, 
data are given on percentage of re- 
fills, percentage compounded. per- 
centage prescribed by specialists 
and average price. 


No. 7207. Bi-Monthly Survey of 
Sales Trends on Major Types 
of Prescriptions. 

In this study by American Drug- 
gist, 25 major prescription types 
are broken down according to pro- 
fessional pharmacies, urban drug 
stores, rural drug stores, chain 
drug stores and hospital pharma- 
cies. 


No. 7208. Fortnightly Survey of 
Disease Trends. 

This survey presents short-term 
forecasts of increases or decreases 
in the number of cases anticipated 
for each of ten major disease types. 
These figures are given for nine 
sections of the country as well as 
for the U.S. as a whole, cov- 
ering diphtheria, gastritis-enteritis, 
heart-kidney, infectious hepatitis, 
influenza, measies, meningitis. 
scarlet fever, tuberculosis and 
whooping cough. American Drug- 
gist bases forecasts on U.S. Public 
Health Service data. 


No. 7209. Annual Survey of Sales 
of Animal and Poultry Health 
Merchandise. 

This annual survey by American 
Druggist covers major types of 
animal and poultry health prod- 
ucts, their sales broken down ac- 
cording to major outlets. 


No. 7210. Annual Survey of Pre- 
scription Sales. 

This American Druggist survey 
covers 25 major types of prescrip- 
tion products, broken down by total 
number of prescriptions filled and 
by value of the prescription vol- 
ume, and also according to store 
type—chain, independent with 
fountain and independent without 
fountain. 


No. 7211. Fortnightly Survey of 
Trends in Over-All Drug Store 
Sales. 

This survey covers over-all sales 


in chain and independent drug) 


stores. American Druggist is the 
publisher. 


No. 7212. Annual Survey of the 


Number of Drug Stores Oper- 
ating Soda Fountains. 

In addition to presenting data on 
the stores operating with and with- 
out soda fountains, this American 
Druggist survey contains material 
on the number of drug stores main- 
taining separate ice cream cabinets. 


No. 7213. Annual Index. 

Thoroughly cross-referenced, 
this 50-page index covers in mi- 
nute detail the entire contents of 
every issue of American Druggist 
published in the course of the 
calendar year. 


No. 7214. Sterling Silverware. 

This publication, issued by 
Crockery & Glass Journal, presents 
market information on sterling and 
plated flat and holloware, with 
data on best-selling styles, price 
ranges, etc. 


No. 7215. New Fibers, Fabrics, Fill- 
ing and Finishes. 

This study of the uses of various 
materials, including such new fab- 
rics as Dacron, Acrylan, Dynel. 
Orlon, in blankets, bedspreads, 
comforters, bathmats, etc., broken 
down by proportion of sales in de- 
partment stores and_ specialty 
stores. The publication is available 
from Linens & Domestics. 


No. 7216. The Market for House- 
hold Chemicals. 

This study presents comparisons 
of 1954 and 1955 sales by whole- 
salers of brands of six household 
chemicals broken down by house- 
wares retailers and jobbers, show- 
ing sales trends. Housewares Re- 
view is the publisher. 


No. 7217. Girdles and Brassieres— 
Best Selling Brands. 

This study, published by Corset 
& Underwear Review, indicates 
number of brands of girdles and 
brassieres which sold best in de- 
partment stores and _ specialty 
stores and the degree of consumer 
pre-selling in each area. 


No. 7218. Foundation Garments— 
Most Popular Styles, Sizes and 
Prices. 

This tabulation was compiled 
among its retailer-readers by Cor- 
set & Underwear Review. It con- 
tains percentage breakdowns on 
strapless, padded, zippered models, 


ranges. 


No. 7219. The Market for Teen-Age 
Foundations. 

This study covers the marketing 
of girdles and bras to teen-agers in 
department and specialty stores 
and gives information on assort- 
ments carried, departments oper- 
ated, advertising effects, best- 
selling types, etc. Published by 
Corset & Underwear Review. 


No. 7220. The Market for Plastic 


etc., as well as on price and size’ 


| Dinnerware. 

This study by Crockery & Glass 
Journal gives data on the retailing 
of plastic dinnerware through store 
china departments, with break- 
downs on sales, returns, reasons for 
returns, guarantees, etc. 


No. 7221. Stainless Steel Survey. 

This study by Crockery & Glass | 
Journal is a compilation on best- | 
selling styles, patterns, prices, etc., 
of domestic and imported stainless | 
steel flat and holloware analyzed 
according to sales in various types 
of outlets—department, china, gift 
and jewlery stores, etc., with dealer 
reactions. 


No. 7222. Stainless Steel Survey. 
This publication, by Giftwares, 
contains statistics on best-selling 
styles, patterns, prices, etc., on flat 
and holloware as sold in depart- 
ment stores, gift shops and other | 
gift outlets. 


No. 7223. Imported Rugs and Car- 
peting. 

Merchandising problems, with 
frequency percentages, in depart- 
ment stores and furniture stores, 
regarding imported rugs and car- 
peting are presented, with retailer 
attitudes, in this story published by 
Furniture Retailer. 


No. 7224. Cooking Utensils Survey. 

A compilation of sales and pref- 
erence figures on various types of 
cooking vessels and other utensils 
according to material of construc- 
tion, type, dollar volume, etc., 
broken down according to store 
type. It is published by Housewares 
Review. 


No. 7225. Electric Housewares and 
Home Equipment. 

This survey, published by House- 
wares Review, covers the distribu- 
tion of 23 small electric appliances | 
in department stores and house- 
ware-hardware stores. 


No. 7226. The Market for Electric 
Housewares in ‘Housewares Re- 
view.’ 

A study of sales of 64 leading 
brands of electrical housewares ac- 
| cording to their sales in department 
|stores and houseware-hardware 
stores. Issued by Housewares Re- 
view. 


No. 7227. Here’s Your Infants’ and 
Children’s Wear Market. 

A listing by state of the number 
{of units in the children’s market 
| according to age and sex. It is pub- 
lished by Infants’ and Children’s 
Review. 


No. 


'the shoe industry for 1955, with 
| historical background and an ex- 
‘amination of future potential for 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


No. 7229. Linen Table Cloths. 

Current market data are given! 
on dealer evaluations, sales and 
sales trends in table cloths of var- 
ious linens, including Belgian, 
Irish and other imported types. It 
is published by Linens & Domestics. 


No. 7230. Luggage Show Prefer- 
ence. 

Luggage & Leather Goods com- 
piled this survey of cities and 
months preferred by retailers at- 
tending luggage shows. 


No. 7231. Billfolds. 

More than 40 different brands 
of men’s and women’s billfolds are 
ranked by department store and 
luggage shop buyers. The degree 
to which customers are pre-sold 
also is indicated. Publisher is 
Luggage & Leather Goods. 


7232. Child Population of 
America—An Analysis of Toy 
Buying Power. 

Detailed state-by-state break- 
downs of the child market and of 
the toy market, compiled by Toys 
& Novelties. 


No. 7233. Golf Market Informa- 
tion. 

This eight-page folder gives 
size, growth, expenditures and a 
forecast of the future of the mar- 
ket represented by the nation’s 
golf courses, practice ranges, min- 
iature courses, etc. Items pur- 
chased by each club’s major oper- 
ating and service departments are 
given, with a breakdown of annual 
expenditures for club operations 
and players’ spending for supplies. 
Publisher is Golfdom & Golfing. 


No. 7234. Years of Challenge and 
Opportunity: 1955-’56. 
Contains an editorial review of 


shoes in 1956. It includes produc- 
tion, consumption and population 
tables, with statistics in graphic 
form and information tables cov- 
ering the period from 1921 to the 
present. It is published by Boot & 
Shoe Recorder and is available for 
25¢. 


No. 7235. Chain Store Age Mar- 
keting Map of the $18 Billion 
Chain Grocery-Supermarket 
Field. 

This map gives locations by, 
states of 23,413 stores operated by | 
1,496 food chains of three stores | 
or more. It also indicates number 
of stores per state for chains of! 
three or more stores; city locations 
of buying offices of chains operat- 
ing two or more stores; number) 
of buying offices and _ branch} 
warehouses by state for chains of 
two or more stores. Also shown 
are the number of chain super-| 
markets in the U.S.; sales by com- | 
modities, including percentages of, 
total sales by commodities, includ-_ 
ing percentages of total sales and| 
dollar volume in 40 product classi- | 
fications, and buying practices of 
grocery supermarket chains. Sin- 
gle copies are free; this Chain 
Store Age publication is available | 
in quantity at 75¢ a copy. 


No. 7236. Selling Your Products 
in the Chain Supermarket- 
Grocery Field. 

This two-color booklet, pub- 
lished by Chain Store Age, gives 
the number of chain food stores 
and supermarkets, retail food vol- 
ume, number of stores and su-| 
permarkets operated by chains in| 


candy merchandising in chain 


grocery-supermarkets. 


No. 7238. Household Supplies—A 
Proved Profit Maker. 

This product study gives data 
on the ratio of sales to total chain 
volume, merchandising techniques 
and new lines. Similar publica- 
tions also are projected by Chain 
Store Age on paper products and 
barbecue and picnic goods. 


No. 7239. Grocery Advance News. 
This monthly newsletter shows 
sales by regions for the period two 
months prior to publication date 
and gives gain or loss percentages 
for the U.S. and for regions of the 
country. Also included are data on 
conditions in the chain grocery- 
supermarket field, new develop- 
ments, trends and predictions. An 
insert gives new and projected 
stores and warehouses planned or 
under construction, by regions. 
Publisher is Chain Store Age. 


No. 7240. 
Survey. 
This publication by American 
Paint & Wallpaper Dealer presents 
the results of a survey conducted 
among readers to find percentages 
of paint, lumber and hardware 
stores selling paint color systems, 
interior and exterior paints, spe- 
cialty paints, wall coverings, 
painting and papering accessories, 
rental equipment, floor coverings, 
art materials, home decorating 
merchandise, tools and toys. 


1955 Related Products 


No. 7242. Getting Your Share of 
the Big Car-Dealer Market. 
This booklet gives information 

on new and used car sales by the 
average dealer, and also on new 
and used truck sales; parts, acces- 
sories and labor sales; departmen- 
tal averages, number of employes, 
number of repair jobs in each 
service department classification; 
and on sales of tires, batteries, 
gasoline, oil and other retail prod- 
ucts. Automotive News is the pub- 
lisher. 


No. 7243. Automotive News Mar- 
ket and Media Data. 

An outline of markets covered 
by Automotive News, also giving 
subscribers and readers by job 
classification in car dealerships 
and auto and truck manufacturing 
plants. 


No. 7244. Better Than Eight Out 
of Ten Primary Tobacco Dis- 
tributors Are Interested in 
Sundries Today. 

This publication suggests how 
manufacturers of sundries may 
move closer toward maximum dis- 
tribution among the 1,300,000 re- 
tail outlets serviced by tobacco 
distributors. Tobacco Leaf is the 
publisher. 


No. 7245. Six Out of Every Ten 
Primary Tobacco Distributors 
Buy Candy for Redistribution 
in More Than 1,000,000 Retail 
Outlets. 

This Tobacco Leaf study sug- 
gests how candy manufacturers 
can increase distribution among 
retail outlets served by tobacco 
dealers. 


No. 7246. Better Than Three Out 
of Ten Primary Tobacco Dis- 
tributors Are Interested in the 
Operation of Vending Equip- 
ment Today. 

This publication suggests that 
manufacturers of vending equip- 


'each area, and information on how | ment advise primary tobacco dis- 


No. 7228. Tailored Bedspreads. 


This study of marketing bed- 
spreads through department stores 
and linen specialty shops, gives | 
share-of-sales figures for various 


to sell this field. 


| No. 7237. The Food Chains Are 


Selling Candy. 
A reprint of articles published 


‘tributors how profitably to operate 
| their vendors, through the auto- 
‘matic merchandising section of 
Tobacco Leaf. 


| 
| 


| materials, colors, prices, months of in Chain Store Age Grocery Edi-|No. 7247. Survey of Boating Mar- 
purchase, etc. It was compiled by tions (September, ’55), this pub- 


‘Linens & Domestics. 


les : 
lication covers various phases of 


AS Se 


ket. 
This survey is a 32-page re- 
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print from the January issue of lished by Industrial Distribution. 
Boating Industry. It includes fig- Price is $1.50 per copy. 
ures on the number of boats, mo- 
‘ors and trailers in use and sold 
in 1955, plus other data on the tributor Operations—1955. 
»oating market. Available only to This is a report, illustrated with 
idvertisers and agencies. charts and graphs, of the dollar 
| sales, inventories, turnover, gross 
No. 7300. It’s Always Housewares| margin, sales per salesman and 
Selling Time Down South. other data on industrial distribu- 
Southern Hardware surveys pro-| tors for 1955. Summaries of the 
vided this data on the distribution | industry in nine main regions are 
of housewares through hardware | included. Published by Industrial 
wholesalers and retailers in the | Distribution. Price, 15¢ per copy. 
South. Percentage of both whole-| 
salers and dealers handling vari- | No. 7312. Growth of an Industry. 
ous houseware items are given. Industrial Distribution has pub- 


No. 7311. Annual Survey of Dis- 


lished this booklet which presents 
No. 7301. The Grass Grows Green-| the history of a century of change 


er in Dixie. 


This pamphlet gives results of | 


surveys similar to No. 7300 on the 
distribution of garden supplies 
through hardware wholesalers and 
retailers in the South. Published 
by Southern Hardware. 


No. 7302. The South—The Nation’s 
Year-Round Market to Sport- 
ing Goods. 

Southern Hardware has pub- 
lished results of a third similar 
study of distribution of sporting 
goods through hardware wholesal- 
ers and retailers in the South. 


No. 7303. What Allied Suppliers 
Should Know About the Prof- 
itable Chain Saw Market. 

A report on the chain saw mar- 
ket which discusses changes in the 
market, pitfalls to avoid, sources 
of supply and other conditions. 
Published by Conroy Publishing 
Corp. 


No. 7304. Report to Advertisers. 
Folder includes a breakdown of 
the upper midwestern automotive 
market. Statistics on number of 
motor vehicles, tractors on farms, 
car and truck dealers and other 
data are given. Published by 
Northern Automotive Journal. 


No. 7305. Hotel Monthly Market 
Data. 

This is a comprehensive report 
on a survey conducted among hotel 
managers across the nation. The 
report, published by Hotel Month- 
ly, summarizes the answers to 50 
questions pertaining to equipment 
and supplies. 


No. 7306. A Report on Hard Water. 


The research department of Ho- 
tel Monthly has prepared this re- 
port on hard water, which dis- 
cusses its geographical occurrence 
and adverse effect on hotel equip- 
ment and guest relations. 


No. 7307. Climatizing Hotel Guest 
Rooms. 

This booklet is an_ illustrated 
treatise on the hotel industry’s 
heating and cooling problems and 
the use of modern air conditioning 
equipment to provide guest com- 
fort under seasonal 
Published by Hotel Monthly. 


No. 7308. What the Chain Hotels 
Plan to Do About Air Condi- | 


tioning in 1956. 

Six chain hotel operators answer 
the question “How much air con- 
ditioning equipment will be in- 
stalled in your chain during 1956?” 
Report published by Hotel Month- 
ly. 


No. 7309. Lines Handled by In- 
dustrial Distributors. 

This booket shows the number 
of industrial distributors stocking 
and selling each of 126 different 
products. The figures are shown 
by state and district as well as 
totals for the U.S. Available from 
Industrial Distribution for $1 per 
copy. 


No. 7310. industrial Distribution 
and Marketing Wall Map. 
This 42x28” wall map shows the 
value added by manufacture in 
each county of the U.S. and the 
location and number of industrial 
distributors in each locality. Pub- 


|in the distribution of industrial 
supplies and equipment. The book- 
let, illustrated by photographs, 
charts and graphs, covers the peri- 
od from 1850 to 1955, with empha- 
sis on the 20th century. Price is 
| 50¢ per copy. 


No. 7313. Summary of Facts on 
the $4,500,000,000 Baking Mar- 
ket. 

Information on where bakers 
are located, dollar volume in vari- 
ous sections of the country and 


are included in this folder. Pub- 
‘isher is Baking Industry. 


No. 7314. Facts in Grocery Distrib- 
ution, 

Progressive Grocer has pub- 
lished this booklet which is based 
on its annual survey of food re- 
tailing. Summaries of replies by 
5,000 retailers to a detailed ques- 
| tionnaire on the retail food indus- 
try are presented. Price is 25¢ per 
copy. 


No. 7315. The Foodtown Study. 
This booklet is an analysis of the 
sales and profits of 323 grocery 
store product groups, based on a 
| study made in five supermarkets 
|in Cleveland over a 13-week peri- 
od. Data on unit sales, dollar sales, 
sales per sq. ft., gross margin and 
| margin per sq. ft. are included for 
/each product group. Published by 
| Progressive Grocer. Price for one 


preferences of 500 mobile homes 
residents and prospective buyers, 


Available Market Data—Distribution 


surveyed during a national indus- To secure copies of data listed, use the handy coupons 


other data on the baking market. 


try show in Cleveland. Report pub- 
lished by Trailer Dealer Publish- 
ing Co. 


No. 7318. Mobile Home Parks—A | 

Market Study. 

This booklet is a market study 
based on data compiled from in- 
terviews with 100 mobile home 
park operators. Compiled by Trail- 
er Park Management, the report 
includes information on park con-| 


To date “Guides” are available 
on notions, back-to-school, house 
and hardwares, toys, toiletries 
and drugs, and food and fountain. | 


No. 7325. Nickels, Dimes and Dol- 
lars. 
This is a statistical report on 
the variety store market which 
includes sales figures of the vari- 


struction and equipment, services,| ety store industry. Also printed is 
policies and statistics on the mo- 4 monthly analysis and forecast 
bile home industry. jot the variety chain market sta- 
tistics. Issued by Variety Store 
Merchandiser. 


No. 7319. Suvery of Liquor Store 
Operators. 

Liquor Store Magazine has 
published this report of a survey) 
conducted among 4,500 retail | 
liquor store owners and operators. | 


No. 7326. Grain Elevator Capacity 
Breakdown. 
This is a breakdown of storage | 
capacities of grain elevators op-| 


News has published this report 
of the florist market and the 
Florists’ Telegraph Delivery Assn., 
which spends more than $1,000,- 
000 annually advertising to con- 
sumers. Statistics on U.S. and 
Canadian florists are included. 


No. 7331. The Hardware Business. 

This booklet is an evaluation 
of the marketing probabilities 
and financial requirements for 
those contemplating entering the 
retail hardware business. Illus- 
trated with charts and maps. Pub- 
lished by the National Retail 
Hardware Assn. 


No. 7333. On Target. 
This 24-page booklet reviews 


Among data included is retail) erated and owned by subscribers representative results of a Starch 


outlook for 1956, opinions on fair | 
trade, reaction to distillers’ ad- 
vertising and views on industry 
problems. 


No. 7320. National Market for’ 

Wines and Liquors. 

This is a map of the U.S., show-| 
ing liquor licenses of all types, | 
type of market by states and per 
cent dry by population in each| 
state. Published by Liquor Store| 
Magazine. 


No. 7321. The Office Equipment| 
Industry. 
Office Publications Co. has pub-| 


ished this booklet which defines | ence to air conditioning. Included) : 


the market for office equipment | 
and supplies in terms of office) 
and clerical workers—their num-| 
ber, breakdown by function, 
classification, and size. Also in-)| 
cluded are detailed statistics and| 
estimates on the volume of office 
equipment and supplies purchased 


and non-subscribers to Grain a 
Feed Review, which issues the re- 


'port, in states of Texas, Okla-| 


noma, Kansas, Nebraska, South | 
Dakota, North Dakota, Minnesota, 
fowa, Missouri, Wisconsin, Illi- 
nois, Indiana, Ohio and Michigan. 
The breakdown lists all known | 
capacities of elevators in steps| 
of 5,000 bushels. 
| 
No. 7327. The Institutions Market | 
for Air Conditioning Equip-| 


ment, 

This booklet discusses the po-| 
tential for growth of the institu- 
tional market with special refer-| 


are statistics and charts on in-| 
stallations, purchasing volume) 
and a section on selling to in-| 


stitutions. Issued by Institutions. _ 


No. 7328. The Institutions Market | 
for Frozen Foods. 
Included in this detailed study 


_of present and past performance 
of the frozen foods industry, are 
/numerous tables and charts. The 
| booklet also contains sections on 


annually. 


No. 7322. The Parts Jobber Mag- 


to nine copies, 75¢; 10 to 99 copies, | 


|65¢; 100 or more copies, 50¢. 


‘No. 7316. New Orleans Consumer 
Survey. 

| Trailer Dealer Publishing 
| has published the results of a sur- 
vey of the preference of mobile 
| home owners and prospective buy- 
|ers in coach construction, equip- 
|/ment, appliances and other factors. 
|The survey was made during an 
industry show in New Orleans, and 
gives a picture of the southern 
_market area in the mobile home in- 
| dustry. 

|No. 7317. Cleveland Consumer 
| Survey. 

| A tabulation of the consumer 


|Parks Publishing Co. Price is $5) 


Co. | 


azine’s 30 Surveys. 
This book includes results of) 
30 surveys covering every phase | 
of radio-electronics jobber Op- | 
Contains 140 pages. | 
in durable cover by) 


erations. 
Published 


packaging, government purchases, 
potential of the market and the 
industry’s marketing problem in| 
cultivating the institutional mar- 
ket. Issued by the marketing & 
research bureau of Institutions 


| Publications. 


per copy. 
No. 7329. Survey on the Market) 
No. 7323. Training to Sell. for Folding Chairs. 

Variety Store Merchandiser has Results of a survey among 
oublished this handbook which is| gealers and users conducted by 
specifically guided to train key) Institutions, which published the 
personnel in variety chains. In- report, are presented in this 
cludes planned program for use prochure. Included are statistics| 
in training sales personnel in the on sales methods, buying methods, | 
variety store industry. how used, past and planned pur-| 
chases. Comments by those sur-| 
No. 7324. Guides. veyed are presented. 

Variety Store Merchandiser 
periodically publishes this in-| 
struction brochure on display and) 


No. 7330. Facts About the Florist| 
merchandising for variety chains. 


Market and How to Reach It. 
Florists’ Telegraph Delivery 


conditions. | 


Youngstown ... 
a great market 
growing better . . . fast 


General Motors Builds 
Biggest Assembly Plant © 
In Youngstown Area | 


TO EMPLOY 8,000 OR MORE 


General Motors’ new plant will employ about 8,000 persons 
initially and perhaps 20,000 later. This will be the biggest 
single industrial boost in the Mahoning Valley's history. 
Costing about 75 million dollars, the annual payroll will 
be some 30 million. 

The fact that GM chose this site shows that the Youngs- 
town area has many advantages for manufacture and 
distribution. GM’s new plant is indeed evidence of the 
faith in the future of the Youngstown District. 


Poungstown Vindicator 


YOUNGSTOWN, OHIO 
Kelly-Smith Company, National Representatives 


study of three issues of Hardware 
Retailer, which published the re- 
port. Included is an analysis of 
hardware dealers’ apparent pref- 


eo 
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ABSOLUTE RATING LEADERSHIP IN 

EVERY PORTLAND AUDIENCE SURVEY 

e 52.8% Share of Audience 

@ 14 out of Top 15 Weekly Shows 

e 9 of Top 10 Mon.-thru-Fri. Shows 
(ARB, Portland, February 1956) 


EVEN GREATER LEADERSHIP 
OUTSIDE PORTLAND 
(Check this Salem, Oregon 1956 ARB 
Metropolitan Area Report.) 
86°) watch KOIN-TV most before 6 p.m. 
86% watch KOIN-TV most after 6 p.m. 


MORE PROOF KOIN-TV IS YOUR BEST BUY 
IN THE OREGON MARKET 
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To secure copies of data listed, 


use the handy coupons 


erences in advertising treatment 
and editorial content. 


No. 7334.. Hardware Packaging: 

A Progress Report. 

Hardware Retailer has pub- 
lished this report on the practices 
and progress of hardware product 
packaging today. Included are 
discussions on the growth of 
quick service stores, decimal 
packaging, net pricing and the 
importance of packaging in hard- 
ware marketing. 


No. 7335. Take a Fresh Look at 
Selling Today’s Hardware Mar- 
ket. 

This booklet offers a re-evalua- 


and the Department Store. 

This study by Perry H. Meyers, 
published by Department Store 
Economist, analyzes the needs and 
wants of today’s customer and 
shows how stores can meet them in 


product assortments and by re-| 


vision of traditional merchandising. 
| Price is 50¢ a copy. 

| No. 7344. The Big Step-Up in Ho- 
siery Merchandising. 

The story—from yarn to ad- 
|vertising copy—of hosiery sales 
j}across the department store coun- 
'ter is told here by Department 
Store Economist. Stock control by 
| automation, effective assortment, 
price, brand importance in main 


vey ever conducted of drive-in 
_drug stores. The report covers age 
|of store, reason for instituting 
| drive-in service, type of market 
| area, size of store, department 
| Sales and other data. Issue of the 
|Magazine is available at 35¢ per 
copy. 


|No. 7366. Survey of Drug Store 
Traffic. 

This report is the findings of the 
first survey since 1931 of the num- 
ber of drug store transactions, and 
of the volume of customer traffic 
brought into drug stores by each 
major type of merchandise. Pub- 
lished in American Druggist. Is- 
sue available at 35¢ per copy. 

No. 7367. Survey of Self-Service | 
Drug Stores. 
Results of American Druggist’s | 


No. 7375. Market, Media and Data 

File. 

This report will include infor- 
mation in the outline form rec- 
ommended by NIAA. To be pub- 
lished in June, 1956, by PF-The 
Magazine of Prefabrication. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 


| lishers. 


No. 8000. Willing Water No. 38 
Supplement. 
This February, 1956, issue of 
“Willing Water,” publication of 


This survey is a 32-page re- 
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purchases by a major oil company 
make up this report by Petroleum 
Processing. 


No. 8010. Market for Instruments 
in Petroleum Processing. 
Instrument expenditures by the 
|petroleum processing industry, 
breakdown of instrument costs on 
typical refining units and tabula- 
tion of instruments installed on 
four refining units comprise this 
Petroleum Processing report. 


No. 8011. Market for Chemicals in 
Petroleum Processing. 

This Petroleum Processing pub- 
lication is based on a survey of 
|chemicals purchased by 13 major 
|oil companies and includes infor- 
|mation on lubricating oil additives, 
solvents and other chemicals, plus 
a glossary of chemicals used in 
the industry. 


i rey self-service | : ; 
fifth annual survey of | American Water Works Assn., in- 


tion of the hardware wholesalers|and branch stores are reported. 
and independent retailers making! Price is 50¢ a copy. 
up the marketing channel account- | 
ing for 85% of hardware retail) No. 7345. Baking Industry 1955 
Sales. Reading interests of these | Year-End Survey. 
hardware men are noted. Published| This is a graphically-illustrated 
by the National Retail Hardware|reprint from Baking Industry, a 
Assn. for Hardware Retailer. |Clissold publication, showing the 
/1955 picture of production and 
No. 7336. NRHA Merchandising | trends in the baking industry. 
Survey. 
This material, reprinted from | No. 7346. 1955 Reached New Peaks 
Hardware Retailer, is a study of | in Sales and Stores. 
the average U. S. hardware store Super Market Merchandising has 
in the modern marketing picture,|issued this analysis of features 
showing store sizes, fixtures, and | and sales performance of new mar- 
other characteristics. Published by | kets built in 1955, together with a 
the National Retail Hardware| complete summary of supermarket 
Assn. industry volume, state-by-state. 
| 
No. 7337. Planning for Better | No. 
Profits in 1956. | 1954. a 
An outline for hardware store| Super Market Merchandising 
management men, devoted to a/| provides, here, a survey on sales, 
discussion of profit control, credit | Profits, margins, sales per man- 
control, expense control, stock con-| hour, sales per square foot of sel- 
trol, etc., by management experts. | ing space, and similar data on per- 


7347. Industry Outdid Itself in 


Reprinted from Hardware Retail-| 


er. 


No. 7338. 1956, a Five-Star Year 
for the Hardware Industry. 
Reprinted from Hardware Re- 

tailer, this provides forecasts by 
hardware industry leaders on how 
the industry is moving to cash in 
on its sales prospects. Shows mer- 
chandising trends. 


No. 7339. Service Center of the In- 
dustry. 

This reprint from Hardware Re- 
tailer is the story of the National 
Retail Hardware Assn.’s_ mer- 
chandising laboratory in Indian- 
apolis, and its growth in service 
to manufacturers, wholesalers, re- 
tailers. 


No. 7340. The Hardware Store’s 
Place in a Shopping Center. 
This reprint from Hardware 


formance of the supermarket 
industry. 


|No. 7360. Survey of Drug Store 
| Sales by Departments. 
This is the third annual survey 


| of sales volume of each of the ma- 


|jor drug store departments pub-)| 
lished in American Druggist May | 


7. This issue of the magazine is 
available at 35¢ per copy. 


No. 7361. Survey of Ways to Build 

Prescription Sales Volume. 

This American Druggist study 
shows that in-store detailing of 
|MDs by druggists is the most suc- 
cessful way of acquainting doc- 
tors with new Rx specialty prod- 
ucts. This issue of the magazine 
is available at 35¢ per copy. 


. 7362. Survey of Animal & 
Poultry Health Products. 

| American Druggist has published 
results of its fifth annual survey of 


No 


Retailer is an analysis of the con-| sales of animal and poultry health 
siderations facing hardware retail-| items by drug stores, veterinari- 
ers by the emergence of suburban | ans, feed stores, hatcheries, farm 


shopping centers in the marketing 
scene. 


No. 7341. Housewares Promotion 

Calendar. 

This is a 12-month dissection of 
the housewares selling year, in- 
cluding promotional dates, season- 
al best-sellers, sales per cent re- 
lated to affiliated departments, and 
advertising linage per cent by 
product classification. Price is $1 
a copy. Department Store Econo- 
mist is the publisher. 


No. 7342. Survey on Store Modern- 
ization. 

Based on tabulations of returns 
from 477 department stores and 
departmentalized stores (small, 
medium and large), this report 


| co-ops, mail order and house-to- 
| house salesmen. This issue of 
| American Druggist is available at 
| 35¢ per copy. 


| No. 7363. Square Foot Study 

| This report, published in Ameri- 
can Druggist, is a study of the 
sales per square foot of each ma- 
jor drug store department, broken 
down by the three major types of 

|drug store. Issue available from 

|American Druggist at 35¢ 

| copy. 


No. 7364. Survey of Prescription 
Volume. 

American Druggist has pub- 
lished this report of a survey of the 
number of prescriptions filled in 
drug stores. Includes statistics on 


provides a profile of management refills, dollar volume, relation to 
interest in plant improvement. Re- | total sales, sales by type of drug 
sponses indicate potential for ex-| Store and a breakdown of volume 
terior remodeling allied with new| by drug types. Issue available at 
lighting, air conditioning, fixtures|35¢ per copy. 

and vertical transportation. Pub-| 
lished by Department Store Econo- 
mist. 


No. 7365. Survey of Drive-in Drug 
Stores. 
American Druggist 


has pub- 


No. 7343. The Customer Revolution lished the results of the first sur- 


drug stores are published in this 
report. Also included are data on} 
the growth of the drug store self-| 
service trend. This issue of Ameri-| 


can Druggist is available at 35¢ per | 


copy. | 

SOON TO BE PUBLISHED ~ 
No. 7368. Building Specialties | 

Dealer Survey. | 

This booklet will list the prod- 
ucts handled by the 8,000 dealers 
reading Building Specialties & 
Home Improvement Dealer, with 
the percentage of dealers handling 
each one. It describes trends in 
the field and the growth of cer- 
tain products since the 1955 mar- 
ket survey was published. It will 
be out July 5, 1956. 


7369. Survey on Products | 
Manufactured and Distributed 
by Milk Dealers. 

The Milk Dealer expects to pub- 
lish about September the results 
of a survey to determine products 
now manufactured or distributed 
by the nation’s milk dealers. It is 
designed to unearth new trends in 
distribution and diversification. 


No. 


|No. 7370. Motor Truck Survey— 
Ice Cream Industry. 

| When this booklet is published 
|'some time in September, it will 
| give ice cream manufacturers’ an- 
swers to many important questions 
concerning motor trucks and truck 
refrigeration in the ice cream in- 
|dustry, including market poten-| 
| tial and type preferences in detail. 
|The Ice Cream Review is prepar- 
ing the survey. 


No. 7371. Super Service Station’s 

Market Study. 

This booklet will be a study of 
the buying habits, services ren- 
dered and merchandise sold at 
gasoline service stations. Super 
Service Station is preparing the 
report, to be available Sept. 1, 1956. 


No. 7372. Where Car Owners Spend 
$13 Billion Annually. 

Super Service Station expects to 
publish this 18-page booklet ana- 
lyzing the gasoline service station 
market about June 1, 1956. Will 
include information on potentials 
in equipment and automotive ac- 
cessories. 


| No. 7373. Verified List of Building 
Products Wholesalers. 

| This publication will include 
| statistics, such as address, area 
served, products handled, number 
lof salesmen and other data con- 
cerning building products whole- 
|salers and manufacturers’ agents. 
American Lumberman & Building 
Products Merchandiser plans to 
publish it about July 1, 1956. Price 
|has not yet been determined. 


No. 7374. Test City Surveys of 
Lumber Dealers. 

American Lumberman & Build- 
ing Products Merchandiser will 
publish a report on lumber dealers 
in three top market test cities 
about July 1, 1956. Included will 
be data on the advertising, buying, 
display, inventory and selling prac- 
tices of the dealers. 


cludes information on industrial 
water use, reprint of U. S. govern- 


ment data on water use in the na-| 
1900 with estimates | 


tion from 
through 1975, and statistics on 
U. S. irrigation, public and non- 
public water supplies. 


No. 8001. Get Your Share. 

The data file prepared by Plat- 
ing follows NIAA recommenda- 
tions and lists the equipment and 
material requirements of indus- 
trial metal plating operations. 


No. 8002. Media Data Reference 
File. 
Information on markets reached 
and data on the publication are 
included in this report prepared 


‘by Industrial Equipment News. 


8003. Nonmetallic Minerals 
Facts and Figures. 

Production, market value, uses 
and sources of nonmetallic min- 
erals used in the U. S. with com- 
parative production data make up 
this report prepared by Pit & 
Quarry Publications. 


No. 


No. 8004. Lightweight Aggregate 
Plant Map. 

Locations of all lightweight ag- 
gregate producers in the U. S., ad- 
dresses of plants and the kind of 
aggregate each produces are listed 
on this map published by Pit & 
Quarry Publications. 


No. 8005. Portland Cement Map. 

U. S. Canada and Mexico 
plants manufacturing Portland ce- 
ment are shown on this map is- 
sued by Pit & Quarry Publica- 
tions. Included is a listing by 
state and country, plant capacities, 
product and trade names and dis- 
tributors. 


No. 8006. Concrete Industries Re- 

view and Forecast, 1955-56. 

Production of ready-mixed con- 
crete, concrete block, concrete pipe 
and other concrete industries dur- 
ing 1955, plus estimates for 56 and 
data on wages, equipment and em- 
ployment make up this report by 
Pit & Quarry Publications. 


No. 8007. Review and Forecast, 


1955-56. 

This Pit & Quarry Publications 
report covers 1955 production and 
1956 estimates for construction, 
cement, aggregate and other non- 
metals industries. 


No. 8008. Tool Engineer Market 

Data File. 

This 16-page folder issued by 
The Tool Engineer follows the 
NIAA-recommended outline to 
present information on industrial 
equipment and purchases, plus 
data on the publication. 


No. 8012. Market for Electric Mo- 
tors and Controls. 

Refining industry use of motors 
and controls and specific equip- 
|}ment purchases by a typical large 
|oil company make up this report 
|issued by Petroleum Processing. 


| 


No. 8013. Market for Safety 
Equipment and Fire Extin- 
| guishers. 


| Based on a New York state sur- 
'vey conducted by Occupational 
Hazards, this booklet contains tab- 
ulations of plant expenditures for 
head and eye protection, protec- 
tive clothing, fire extinguishers 
and other safety items. Break- 
downs give per-employe expendi- 
| tures. 


No. 8014. The Plant Safety Man. 

Duties of executives in charge 
of plant safety plus information on 
the educational and work back- 
ground of safety directors are the 
subject of this Occupational Haz- 
jerds survey report. 


|No. 8015. Market for Industrial 

First Aid and Hospital Supplies. 

This Occupational Hazards 
booklet is based on a plant survey 
indicating the number of indus- 
trial companies employing doctors 
or nurses and the equipment and 
supplies purchased for first aid 
rooms. 


No. 8016. Production Data Book. 

Production volume of ferrous 
and non ferrous castings, die cast- 
ing and powdered metal castings 
during 1955 are summarized in 
this report issued by Precision 
Metal Molding. 


No. 8017. Aviation Industry Plants 
| & Facilities. 

This 32-page booklet published 
by Aeronautical Engineering Re- 
view contains a listing of airframe 
and engine manufacturing plants, 
government research and test fa- 
cilities and wind tunnel installa- 
tions in the U. S. 


No. 8018. Blue Book Directory 
Edition of Manufacturers Rec- 
ord. 

Annual research and reference 
edition of both Blue Book of 
Southern Progress and Southern 
Industrial Directory includes com- 
prehensive industrial summaries 
and up-to-date information on the 
economy of the southern states. 
‘Cost is $3 per copy. 


No. 8019. U. S. Tile Trade Survey. 

Analysis of the character of tile 
industry trade classifications in- 
dicating types of tile sold and 
handled by contractors, dealers 
and distributors is the subject of 
this booklet by Tile. 


No. 8009. Market for Pipes, Valves | 


& Fittings im Petroleum Proc- 
essing. 

Uses and applications of pip- 
ing, valves and fittings in process- 
ing of petroleum, market estimates, 
examples of costs of this equip- 
ment and a breakdown of specific 


No. 8020. Metalworking Market for 
Heat-Treating Equipment. 
This survey report published by 
American Machinist shows the 
number and sizes of plants using 
|heat-treating equipment and the 
‘types used. 
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56 Advertising Age, May 7, 1956 te 
ly No. 8021. Buying Influence for Re-, the marine market and ship con-, American Builder report contains, 
m sistance Welders. struction programs are counted information on numbers of homes Available Market Data—Industrial 
Number of plants using resist-|in this file prepared by Marine planned to have built-in refriger- To secure copies of data listed, use the handy coupons 
ance welders, types used and in-| Engineering/Log. lators and freezers, sizes most in 
ts fluence _of buying within the ‘ | demand and who installs the units. | gine Sales. tains expenditures for ten equip- 
plants is summarized in this | No. 8033. 1955 Railway Freight | 4 Diesel sales for 1956 are pro-|ment items in the power field 
e American Machinist survey report.) Traffic Polls. No. 8046. Window Study. _ |jected in this Diese] Publications| planned for the next two years. 
“ No. 8022. Metalworking Market f | reg = en ny oF oe ~s 1 ae ae sere Covers | eet, tnctaded are sales esti- 
. . g Mar or | conduc ast year ailway lation o : es covers ; : ae 
i- Electric Motors and Controls. | Freight Traffic, this aoart pre- trends and markets of residential — Sor the past five years Gnd! No. 060. Purenacing Magazine 
mie ; a market breakdown for the '56 and the Market It Serves. 
n Original equipment manufactur-| sents information on subjects per- | windows, doors and screens. estimate. Purchasing function in industry 
is ers, replacement and moderniza-|tinent to shippers’ interests. | i i at thi ket b klet 
tion uses of electric motors and/| |No. 8047. How to Sell Today’s No. 8056. Diesel Power Market and - ‘aed i ~ nna “i : eo 
controls are summarized in this | No. 8034. What’s Ahead in| Light Construction Market. Media Report. _ meng 6 ay ry pment ha 
n American Machinist booklet. | Freight Car Design. _ Building products distribution) Diesel Publications follows the cailee 
wns cae as | This Railway Freight Traffic | channels > oe atl coe rreton | NIAA-recommended outline in this : 
= o. 8023. imary Markets for reprint summarizes developments |™4rket ana an ysis of different | booklet, which includes an analy- ’ 
if Building Products. in 1985 construction and aie of types of builders are the subject of | sis of original equipment manu- Wo; 8060. Coverage of me Mee 
r This wall map and quglanateny | trciahe cars and accessories. this 64-page booklet published by facturer and other diesel engine Line Market. ae) 
- folder published by Konon-Eng-| American Builder. markets. BB Sipe _—S prong 4 
7 len-Noon, Adveftising, shows and/| No. 5. Centr outh Amer- | ; . . : 
s classifies 168 saloepellien and 67) "i eens eee 'No. 8048. American Builder’s An-|No. 8057. Diesel Engine Specifica-| mileage end 1996 construction 
n non-metropolitan areas according}! Basic data on Latin American | nual Survey of Builders. tions. | forecasts are subjects of this book- 
to the size of the building materi-|railways, including track gauge, 4 subscriber survey is the basis) Reprinted from the April issue|let of The Petroleum Engmecr. 
als market and climatological re-| number and types of locomotives |°f this American Builder review | of Diesel Power, this report in-| 
. gions. Building valuation by type|and rolling stock, track mileage, | °f 1959 construction activities. Re- | cludes all basic dimensions, ratings | No. 8061. Coverage of the Re- 
of building and location is in- car equipment is covered in this |Modeling and modernization are | and other data for diesel, dual fuel | fining-Petrochemical Market. 
5 cluded. Cost is $15 per copy. Selecciones del Railway Age re- covered in addition to residential and gas burning engines. Refinery and gasoline plant ca- 
. print. and non-residential building. ‘ : | pacity, construction forecasts and 
> No. 8024. Highway and Heavy : No. 8058. National Engineer Cen-|a listing of U.S. and Canadian 
t Construction Use of Compres- No. 8036. Essays on Traditional | N°- 8049. Built-In Equipment Sur- sus of Purchasing Trends. | petrochemical plants are summar- 
sors. Differentials in Railway Rate- vey. : Based upon a reader survey,|ized in this brochure issued by 
Gillette Publishing Co. issues) Making. This American Builder sub- | this National Engineer report con-| The Petroleum Engineer. 
this report of a survey covering This 48-page booklet contains | S¢riber survey underlines growing 


ownership of portable air com- 


the ten papers judged as the best | 


acceptance of built-in appliances) 


NEW! 


pressors by manufacturer size, received in a contest sponsored "°W offered in new homes. ° 
. brand of recent purchases and last year by Railway Age and the e 
major uses of the equipment. Data} Monon Railway. Cost is $1 per No. pe gg ea Record Steel Prod- * NEW! e 
> is tabulated separately for con-|copy with quantity discount. Pes ! reer the F e 
. tractors and by states, counties _ Meprinted from the Feb. &, 1966, | Our cost 
and cities. No. 8037. Let’s Look at the 1956 ‘ssue of American Metal Market.| ee NEW! + 
| Railway Market this four-page brochure reviews ° accountant 
3 | Outlook f ily 2 urchases, 1955 production of the steel in- 
No. 8025. State Highway Depart- uNook tor raliway PD ases, austry : shocked us with 
ment Truck Ownership. traffic estimates and cost-saving : his fi B 
Data on ownership of trucks by | 4¢velopments plus 1955 traffic fig- No. 8051. Market & Media Pre- e this figure. But 
44 state highway departments is Ures are compiled in this 12-page “*. 0 sation. F © — that is our cost to 
listed by type and size in this Gil- | Ratlway Age report. American Metal Morket ¢ ° 
lette Publishing Co. report | seri : ; : — gather, check and 
. : No. 8038. Market for Train Radios. |8°Tibes its market in this 20-page | ° 
; ; | Radio communications equip-|P°Klet prepared according to Raveae eae 
oa hm. 2g City Ownership of | nent on US. reltreats te covered | NIAA recommendations. DIRECTORY facts about the 
: a be i tabulated and cha f 
This Gillette Publishing Co. ~ Png AE Publishing |No- 8052 The Great Natural Gas e $74,000,000,000 
survey presents data on owner- : , ndustry. ’ 
ship of trucks, listed by type and Cony. 22 Os - — gas industry, from well- °o ° so: ee J 
size, by 493 cities. No. 8039. Survey of Diesel-Electric | ©? to burner, is described in WEEKLY bd markets for you. 
Ban each ts3bp4 Railway Serv. this 24-page illustrated brochure of . 
No. 8027. Southern Spinning and ice. Gas magazine. Construction oper- » 
Weaving Industry. : Installations of diesel-electric ations ts equipment used are EWSPAPE e 
Numbers of mills, spindles, locomotives in 1955 plus an inven- |“°V€T®@- 


looms, cards and slashers are tab- 
ulated by states in this study of | 
Textile Bulletin covering the 
southern states. Included are fig- 
ures on production of synthetic | 
fibers. 


the | 


No. 8028. Expenditures in 


New Home Market. 

This survey report, based on a| 
questionnaire sent to 3,000 real| 
estate builders by National Real | 
Estate & Building Journal, lists | 
totals spent on building materials | 
by items and number of houses | 
built. Prediction of future building | 
is included. 
No. 8029. Future of Residential | 

Construction. 

Predictions of activities by real 
estate builders, prefabricators and 
dealers and financial sources in 
residential construction are cov- 
ered in this National Real Estate 
& Building Journal booklet. 


No. 8030. The 1956 Bank Merger 
Story. 
This study of the current situa-| 
tion in banking mergers and their | 
effects on banking facilities and | 


tory of such equipment in service 
last year are covered in this Sim- 
mons-Boardman Publishing Corp. 
study. Price is $2 per copy. 


No. 8040. What Is the Modern 

Freight Car? 

This eight-page reprint contains 
information developed at Railway 
Age’s roundtable on what is re- 
quired in the design of modern 
freight cars. 


No. 8041. Review of 1955 Railway 

Operations. 

Eighteen tables and 12 two-color 
charts are included in this Railway 
Age review of 1955 railway op- 
erations, performance, equipment, 
legislation and regulation. Predic- 
tions for 1956 are included. 


No. 8042. Railway Statistical Re- 

view of 1955. 

This 16-page Railway Age book- 
let contains data on equipment, 
construction, signaling and com- 
munications and financial condi- 
tion of the railway industry. 


No. 8043. How Much Will You Sell 
Next Year? 
This annual forecast of house 


No. 8053. Forecast of Gas Industry| || 
Construction. 

Construction budgets of gas 

companies, showing amounts to be 


° 
This W. N. R. exclusive service is the 36th National Directory 
just off the press. It contains 8,547 weekly newspaper names, 


|spent for transmission, distribu- 
tion, storage and production are 
jreviewed in this Gas magazine 
forecast. The booklet shows maps 
of new pipelines, lists of new cum- 
pressor stations and names com- 
munities scheduled to receive nat- 
ural gas for the first time soon. 


No. 8054. Growing Market for 
Manufacturers. 
This eight-page booklet pre- 


describes the liquefied petroleum 
gas industry and its channels of 
distribution. 


pared by Butane-Propane News| _ 


addresses, county location circulation, national rates, population 
figures, state maps, mechanical requirements, market facts, pub- 
lishers names, etc. We are now the only source for this service 
unless you have $13,000 to produce it yourself. 


It costs only $10.00 to you. Order your copy now. 
Supply limited—no second edition. 


(f )h}\ Weekly Newspaper Representatives, mc. 


404 Fifth Avenue, Phone: Bryant 9-7300, New York 18, N.Y. 


Serving advertisers and agencies for all America’s Weekly Newspapers. 


No. 8055. Outlook for Diesel En- 


marketing of bank stocks has been | construction is reprinted from the 


THESE TOPEKA NEWSPAPERS ARE YOUR STRONGEST SALES-LINK TO THE 


merce, New York. 


| Builder and covers estimates of 


|} prepared by The Journal of Com-| November, 1955, issue of American 
f 
| 


| 1956 construction. 


No. 8031. Atomic Energy for Indus- | 


trial Power. 
The Journal of Commerce, New | 
York, compiled this booklet re-| 
viewing industrial activity in 
atomic power. Includes informa-_| 
tion on private atomic energy 


plants planned for construction in) 


the U. S., and marketing of atomic 
energy abroad. 


Loose-leaf sheets on phases of 


dia Data. 


No. 8044. Is Construction at Its 

Peak? 

A reprint of an article appearing 
in the January, 1956, American 
Builder, this four-page report re- 
| views effects of population growth, 
migration and replacement and 
|modernization of existing struc- 
|tures upon 1956 construction. 


Equipment Survey. 
Based on a subscriber poll, this 


PROSPERING TOPEKA AND TOPEKA’S 21-COUNTY DRIVE-IN MARKET! 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 8062. Coverage of the Oil & 
Gas Market. 
This report by The Petroleum 


8075. Retail Lumber and| 
Building Material Dealers. | 


Numbers of building materials} 


No. 


No. 8088. Freight Bill Survey. 

Percentage of shippers’ dollars 
spent on each form of transporta- 
tion and directly related services 
are tabulated in this booklet is- 
sued by Traffic World. 


Engineer reviews statistics of well|dealers in each region of the US. | no. 8089. Textile Market & Media 


drilling, refining, natural gasoline 

and petrochemical industries. 

No. 8063. Coverage of the Drilling | 
and Producing Market. 


In this report: The Petroleum | 


|No. 8076. Distribution of Automo- 


are charted in this Southern Build- | 
ing Supplies data sheet. 


tive Establishments. 
Number of new and used car! 


File. 

The textile market is described 
in this brochure prepared to NIAA 
specifications by Textile Indus- 
tries. 


Engineer presents specialized data | dealers, accessory outlets, service | No. 8090. Annual Review of Indus- 


on petroleum well drilling and pro- 
ducing industries. Forecasts of 


Stations and repair garages are | 
listed for southern and southwest- | 


try Progress. 
Bus Transportation presents de- 


wells to be drilled, costs and total|ern states in this Southern Auto-|tailed statistics of the bus indus- 


crude production for ‘56 are in- 
cluded. 


|motive Journal report. | 


No. 8077. Motor Vehicle Registra- 


try’s 1955 operations in this re- 
print from its February issue. 


No. 8091. Power Goes to College. 


No. 8102. Market Analysis of Off- 
set Plants. 

This Graphic Arts Monthly mar- 
ket analysis lists the number of 
lithographic plants by states with 
a notation showing the increase in 
plants from 1951 through 1955. 


No. 8103. Market Coverage Analy- 
sis Chart. 

State by state tabulations of 
productive equipment operated by 
every known private and commer- 
cial graphic arts plant is the sub- 
ject of this Graphic Arts Monthly 
report. 


No. 8104. NIAA Publisher’s Pres- 
entation. 

| Information on the heavy con- 

itruction and highway building 

business plus data on the publica- 


Advertising Age, May 7, 1956 


outline, provides information on 
the plant engineering field and 
data on Plant Information. 


No. 8118. Power Engineer Data 
File. 

Late statistics on the power en- 
gineering field are included in this 
presentation by Power Engineer- 
ing. 


No. 8119. Annual Progress and De- 
velopment Issue. 

Editorial coverage of recent de- 
velopments and future plans of all 
phases of Northwest business and 
industry is contained in this an- 
nual special issue of the Portland, 
Ore., Daily Journal of Commerce. 


No. 8120. Northwestern Miller Al- 
manack. 


No. 8064. The Rolling Market. tions. i ; 
Growth, structure and size of| Numbers of passenger cars,;| Future market of the power and tion is included in this Contractors Detailed statistical information 
the U.S. trucking industry are/trucks and buses registered in|plant service field in relation to) & Engineers report. on production, distribution, and 


topics of this booklet issued by 
Fleet Owner. 


No. 8065. Market Study on Electric 
Space Heating. 

Descriptions, installations, pric- 
ing policies and suggestions to 
manufacturers are detailed in this 
subscriber survey’ made of the 
electric space heating by Electrical 
Construction & Maintenance. 


No. 8066. Market Research Study 
on Sound Systems. 


each southern and southwestern | 
state are tabulated in this data 
sheet issued by Southern Automo- 
tive Journal. 


No. 8078. Automotive Sales Gains. 

This Southern Automotive Jour- 
nal report tabulates increases in 
automotive sales between 1948 and 
1954 in the South and Southwest. 


No. 8079. Gains in Residential and 
Rural Electric Customers. 
Electrical South compares 1952- 

56 increases in residential and ru- 


today’s college students is dis- 
cussed in this Power booklet. 


|No. 8105. Publisher’s Statement. 
Description of the wire industry 


No. 8092. Power for Consulting|by types of operations and prod- 


Engineers. 

Function of consulting engineers 
in power and plant services is out- 
lined in this booklet issued by 
Power. 


No. 8093. This is the Power Field. 

Detailed drawings of typical 
steam power plants and an inter- 
nal-combustion plant are included 
in this folder describing power 


ucts manufactured is included in 
this presentation of Wire & Wire 
Products. 


No. 8106. Industrial Finishing Mar- 
ket Data File. 

Market information on the fin- 
ishing industry is contained in this 
booklet issued by Industrial Fin- 
ishing. 


consumption of materials used in 
the manufacture of flour, feed and 
baking industries is contained in 
this publication of The Northwest- 
ern Miller. Newest complete cen- 
sus figures are included. Cost is 
$2 per copy. 


|No. 8121. American Brewer NIAA 
Outline. 

| Types of equipment and supplies 
|used by brewers are listed in this 
en of American Brewer. 


= 8122. Brewery Operations Map. 


Sh Ra mengen alliage actem tonne ral electric customers in the South |Plant executive jobs. It is pub-|No. 8107. Missile Progress Hand-| Number and locations of U.S. 
subscribers lists their comments|@nd Southwest with those of other lished by Power. book. a brewery plants are contained in 

ti rding instal-|Tegions in this report. This selection of missile prog-|this map issued by American 
and suggestions rega 8 No. 8094. Electric Utility Construc-|ress articles from American Avia-| Brewer. 


lation of sound systems. 


No. 8067. Brand Recognition Study. 

Brand preferences for a large 
number of components and equip- 
ment used by electrical contrac- 
tors, electrical department heads, 


No. 8080. Gain in Utility Custom- 
ers. 
This Electrical South data sheet | 
compares the 1952-56 increase a, 
number of utility company cus- 


tion Plans. 

Forecast of electric utility con- 
struction plans for 1956 and their 
relation to the industry’s growth 
is the topic of this Electric Light 


tomers in the South and South-|* Power brochure. Data includes 
west with those of other U.S. re-|¢Stimates of spending for generat- 


tion traces development of the 
weapons and components. 


No. 8108. 1954 Industrial Adver- 
tising Budgets. 


No. 8123. Millions for Moderniza- 
tion & Maintenance. 
Buying plans of owners and op- 
erators of multi-story buildings are 
subject of this survey by 


This study by National Indus-|the 
trial Advertisers Assn. covers in-| Buildings. Projected purchase of 


motor service shop owners and |dustrial advertising budgets, bud-|58 different products and services, 


electrical consultants are listed in 
this detailed study by Electrical 
Construction & Maintenance. 
No. 8068. Gains in Income Pay- 
ments to Individuals. 
Increases in income payments 
to individuals in the South and 
Southwest are compared with na- 
tional averages in this data sheet 
prepared by W.R.C. Smith Pub- 
lishing Co. from U.S, Department 
of Commerce data. 


gions. 
No. 8081. How to Prepare Catalog| 
Copy. 
This 40-page, illustrated book- 
let contains tips on writing catalog 
copy for the petroleum refining, 


ery Catalog. 


No. 8082. The Pipe Line Business. | 

Pipe Line Industry issues this 
illustrated booklet containing a list | 
of pipe line companies and a de-| 


No. 8069. Electric Power Genera- 
tion Increases 
Increases in generation of elec- | 
tric power in the South and South- | 
west are compared with that of | 


scription of the market. 


No. 8083. How to Sell the Oil 
Drilling-Producing Industry. | 
Market evaluation and informa- | 


| ing. transmission, distribution fa- 


cilities and general plant expan- 
sion. 


| 
No. 8095. Electric Utility Market|No. 8109. Handbook of Industrial | 


Guide. 


This detailed analysis of the 


projections of industry growth for 
the next ten years. Published by 
Electrical Light & Power, the 
booklet costs $5 per copy. 
No. 8096. How to Increase Sales 
Through Industrial Directory 
Advertising. 

This Conover-Mast Purchasing 
Directory 12-page booklet de- 


other regions in this Southern |tion on exploration, drilling and |S¢Tibes how to prepare advertise- 


Power & Industry data sheet. 


No. 8070. Textile Manufacturing. 

Numbers of spinning, el 
and other textile mills are tabu- 
lated by state in this Textile In- 
dustries folder. Numbers of spin-| 
dles, looms and knitting amass 
are also listed. 


No. 8071. Industrial Gains Multi-| 
ply. 

Industrial expansion in 
South and Southwest is compared 
with that of other parts of the 
U.S. in this four-page folder issued | 
by Southern Power & Industry. 


No. 8072. Cash Farm Incomes for | 
South and Southwest. 
Cash farm income in the South | 
and Southwest is tabulated and | 
charted for the past 16 years in| 
this Southern Hardware report. 


No. 8073. Retail Sales Increases, 

1939-54. 

This Southern Hardware data 
sheet lists U.S. retail sales in-| 
creases in the 1939-54 period for 
each state. 


No. 8074. Building Supplies Sur- 

vey. 

Percentages of dealers handling 
a number of building materials 
items, appliances and_ related 
equipment are tabulated in this 
Southern Building Supplies sur- 
vey. 


production activities plus a list of) 
equipment used in the petroleum | 
production industry is contained in 
this World Oil booklet. 

No. 8084. 
Equipment and Shipping Con- 
tainers. 

Participation of industrial traf- 
fic managers in selection of ma- 
terials handling equipment and 
shipping containers is outlined in 


Materials Handling | 


World. 


No. 8085. Selling Freight Trans- 
portation Services. 

Analysis of costs of personal | 
selling by freight transportation 
salesmen and industry averages| 
for costs and time spent on calls| 
are the subject of this Traffic 
World brochure. 

8086. Analysis of Business 
Publication Readership. 
This Traffic World survey 


No. 


is 


‘concerned with readership of busi- 


ness papers by industrial traffic 
executives, shippers and consign- 
ees. 


No. 8087. Future of Traffic Man- 
agement. 

Based on a speech by the assist- 
ant general traffic manager of 
Eastman Kodak Co., this booklet 
issued by Traffic World outlines 
the scope of the modern traffic 
department's function. 


ments for directories. 


No. 8097. You Get a Steady Flow 
of New Customers. 

Number of plants and employes 
in various manufacturing indus- 
tries are tabulated in this Con- 
over-Mast Purchasing Directory 
folder. 


No. 8098. Building Market Facts. 
This series of 35 data sheets 


the this brochure prepared by Traffic containing statistics on various as- 


pects of the home building indus- 
try is prepared by House & Home. 


Included are expenditures, distri- | 


bution of new dwellings, selected 
characteristics of new homes and 
mortgage-finance information. 


No. 8099. Selling the Home Build- 
ing Market Today. 
New methods of building, buy- 
ing and operations of architects, 


builders, prefabricators, architects, | 


realtors and finance men are cov- 
ered in this House & Home book- 
let. 


No. 8100. Original Equipment Mar- 
ket Facts. 

This description of the original 
|equipment market including a 73- 
|division breakdown is issued by 
‘damean Engineering. 


i. 8101. Who Buys Plastics? 


Based upon Product Engineer-. 


|ing subscribers, this report out- 
lines industrial purchasing practice 
jas it affects plastics. 


|geting policies and expenditures. 
Cost is $2 per copy. 


Direct Mail Advertising. 
This National Industrial Adver- 


natural gasoline and petrochemi-|U-S. electric utility industry con-| tisers Assn. publication lists meth- 
cal industry. It is issued by Refin- | ‘tains growth statistics for utilities | ods of making direct mail a better 
| divisions and geographic areas and 


|selling tool. Cost is $5 per copy. 


'No. 8110. Section II1I—Handbook 

‘Know’ 

National Industrial Advertisers 
Assn. describes a basic way of 
checking effectiveness and ac- 
ceptance of industrial advertising 
in this book. Cost is $4.50 per copy. 


No. 8111. Buying Power Survey. 

This newsletter, issued regular- 
ly by Electrical West, gives up-to- 
date market information on indus- 
trial conditions in the western 
states. 


No. 8112. The Soft Drink Industry. 

National Bottlers’ Gazette pre- 
sents statistics on soft drink sales, 
advertising, plant location and 
other information in this booklet. 


No. 8113. Report on the Soft Drink 
Industry. 
Published by Bottling Industry. 


|this brochure gives statistical in- 


formation on the soft drink market 
from use of raw materials through 
sale of the finished product. 


No. 8114. Modern Castings Fact | 


File. 

Information on foundry pur- 
chases and production are con- 
tained in this folder issued by 
Modern Castings. 


| No. 8115. Furniture Production In- 
dustries. 

Furniture manufacture industry 
is described and its production 
equipment and supplies described 
in this booklet issued by Furniture 


amounts to be spent, and types 
}and numbers of buildings involved 
|are listed. 
‘No. 8124. Distributor Survey. 
Comparison between purchasing 
power of electrical contractors and 
industrial customers of electrical 
distributors is the subject of this 
survey, conducted by an independ- 
ent research organization on be- 
| half of Qualified Contractor. 


No. 8125. Electrical Contractor. 
This booklet issued by Qualified 
Contractor describes operations of 
electrical contractors, and gives 
information on the number of con- 
tractors and annual volume. 


|No. 8126. Sound Approach to the 

Railroad Market. 

Size and changing characteris- 
tics of the railroad market, includ- 
ing rankings of 42 U.S. railroads 
|in terms of earnings and equip- 
ment, are contained in this booklet 
|of The Pocket List of Railroad Of- 
ficials. 


No. 8127. All That Glitters Isn't 
| Gold. 

| This four-page publication of 
Puree News shows location of 
furniture and fixture plants by 
state and by number of employes. 


|No. 8128. Horsepower on Inland 
| Waterways. 

The 2,130 U.S. inland waterways 
boats are tabulated according to 
| type of power and horsepower rat- 
|ing in this chart prepared by The 
| Waterways Journal. 

| 


|No. 8129. Revised Jobbers List. 

Latest listing of jobbers of metal 
|finishing equipment and supplies 
is contained in this folder issued 
fe Metal Finishing & Organic Fin- 
ishing. 


No. 8130. Firms Operating Electro- 


Production. 
{ plating Departments. 


No. 8116. Analysis of the Appli- | Companies with electroplating 
ance Manufacturing Market. departments are listed by cities in 
Manufacturing of appliances is| this report issued by Metal Finish- 


|outlined in this Appliance Manu-|ing & Organic Finishing. 


a | No. 8131. Instrument and Appara- 
No. 8117. NIAA Media Data File. | tus Applications. 
This booklet, based on the NIAA| This monthly publication of An- 


| 
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Advertising Age, May 7, 1956 


alytical Chemistry describes how | No. 8142. LP-Gas Motor Fuel Sta-|No. 8151. School Building Market. | 


and where instruments, equipment 
and apparatus are used in re- 
search, analysis, control and in- 
strumentation. 


No. 8132. Primer for a Prime In-| 


dustry. 

Description of the heavy clay 
products markets, future outlook, 
estimated capital investment per 


plant and buying and selling prac- | 


tices of the industry are contained 
in this brochure of Brick & Clay 
Record. 


No. 8133. Buying Power Survey 
No. 156. 


Purchasing intentions of electric | 


tion Directory. 


Issued by Liquefied Petroleum | 


This report, issued by Architec- | 
tural Forum, outlines school con- 


Gas Assn., this guide lists all ser-|struction needs of the immediate 


vice stations and bulk plants 
| where liquefied propane-butane is 


$1.25 per copy. 


No. 8143. Survey of the Automatic 
Laundry and Cleaning Indus- 
try. 

Data on number of plants, size, 
financial organization and equip- 
|ment requirements of automatic 
‘laundries are contained in this 
| survey reprinted by The Automat- 
ic Launderer & Cleaner from its 
Jan. 15, 1956, issue. 


utilities in 11 western states are| 


projected through 1960 in this re- 


port prepared by Electrical West. | 


No. 8134. Modern Railroads Media 
and Market File. 


This presentation, based on the | 


No. 8144. Market and Media Data 

Report. 

This 16-page booklet issued by 
|Western Meat Industry contains 
data on meat production, packing 
plant construction, population and 


sold for motor fuel use. Cost is 
| 


No. 8152. Hospital 


NIAA outline, contains informa-|meat consumption for 11 western 
tion on the railroad industry plus| states. 
data on the issuing publication, | 
Modern Railroads. |No. 8145. Municipal 
| Pools. 
Information on the number and 
increase of large outdoor swim-| 


ming pools is compiled in this 


Swimming 


No. 8135. Key Figures. 
Thirteen basic economic charts 
showing growth since 1929 are 


contained in this booklet issued by 
McGraw-Hill Publishing Co. 


No. 8136. Pulsebeat of Industry. 
Thirty-one articles reviewing 


achievements and trends in vari-| 


ous industries are included in this 
annual report by 
Publishing Co. 


No. 8137. Market and Media File. 


McGraw-Hill | 


booklet issued by Park Mainte- 
nance. Included is a breakdown of 
| pools in operation in 1955 and 1956 
|construction estimates. 


No. 8146. Park Maintenance Mar- 
ket. 

Data on the park and recreation 
|segment of the municipal market 
|are contained in this report issued 
|by Park Maintenance. 


Predicted growth of the plastics | 


industry through 1960 with break- 
downs for each of the leading res- 
ins is the subject of this booklet by 
Plastics Technology. 


No. 8138. Report to the Chemical 
Industry. 
Chemical & Engineering News 
has compiled a series of buying 


surveys tracing the influence of | 


advertising on _ distribution of 


chemicals and raw materials. 


No. 8139. Report to Process Equip- 
ment Manufacturers. 
This booklet, 


tribution of equipment used 
chemical and process ne Fag 


It is issued by Chemical & Engi-| 


neering News. 


No. 8140. Offshore Oil—a Special | 


Report. 

Capital expenditures involved 
in locating and drilling offshore oil 
wells are given in this report pre- 
pared by Petroleum Week. 


No. 8141. Facts and Figures About 
Scientific American. 


ment is outlined in this market 


and media presentation prepared tained in this report issued by cants is the subject of this booklet 


by Scientific American. 


based on buying) 
and readership surveys, charts -—< 


No. 8147. Construction 
Survey Report No. 2. 
This survey of American Society 

of Civil Engineers membership 

covers project activity and buying 
influence of engineers. It is issued 
by Civil Engineering. 


No. 8148. Facts About a $750,000,- 
000 Market. 

| The cotton ginning market is the 

| subject of this brochure, which in- 

| cludes information on number and 


Industry 


It is 
issued by Cotton Gin & Oil Mill 
Press. 


| ures and equipment used. 


8149. Industrial Market Anal- 
ysis. 

| This 44-page booklet issued by 
| Mill & Factory contains data on 
gain in manufacturing employ- 
ment, number of plants in each 
industry with employe size, indus- 
try and state breakdowns and oth- 
er statistics. 


"lo 


|No. 8150. Religious Building Mar- | No. 8160. Market for Power Trans- 


ket. 
Construction of 
|plus estimates for ’56 are con- 


| Architectural Forum. 


| location of plants, production fig- | 


|lated in this Paper Trade Journal 
— 


churches and| 
Influence of technical manage- other religious buildings in 1955| quantities of power transmission 


future and contains information 
on equipment needs and financing 
plans. 


and School 

Kitchen Equipment. 

This Architectural Forum re- 
port details equipment needs of 
schools and hospitals of varying | 
sizes. 

} 
No. 8153. The Window Market. 

Sales of industrial, commercial | 
and residential windows and re- 
lated equipment are tabulated in 
this report issued by Architectural 
Forum. 


No. 8154. How the Building Team 
Rates Public Address and In- 
tercommunication Systems. 
Preferences of architects, engi- 

neers, contractors and owners for 
types and brands of communica- 
tions equipment is the subject of 
this Architectural Forum reader 
survey. 


No. 8155. How the Building Team 
Rates Prefabricated Steel. 
Buildings. 
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Available Market Data—Industrial 


© secure copies of data listed, use the handy coupons 


No. 8161. Statistical Table. 
Number of companies owning 


| mills and the number of paper and 


pulp mills in the U.S. and Canada 
are tabulated in this data sheet 
prepared by Lockwood’s Directory 
of the Paper and Allied Trades. 
No. 8162. Electronic Market for) 
Component Parts. | 
Place of original ye. nar 
manufacturers in the electronic) 
component market is detailed in 
this report issued by Electronic 
Design. 


No. 8163. Audit of Brand Recogni- 
tion of the Electronic Original | 
Equipment Market. 
Preferences of design engineers | 

who specify electronic equipment! 

are outlined in this Electronic De- 


No. 8165. Why You Need PB&E 
Throughout the 1950s. 
Estimates of construction 

planned for 1956 are contained in 

this brochure issued by Pacific 

Builder & Engineer. 


| No. 8166. Fabrics, Industrial Fibers 


and Fibrous Materials Market 

Study. 

Use of industrial textile fibers, 
fabrics and fibrous materials as 
original equipment is the subject 
of this Materials & Methods report. 
Data on nine materials, their uses 
and engineering functions of fi- 
brous materials are included. 


No. 8167. Fabricated Materials and 
Parts Market Survey. 
Market for fabricated materials 
and parts in U.S. original equip- 
ment and other hard goods plants 


sign 48-page booklet. 
is the subject of this 576-company 

No. 8164. More Dams for the Far | Materials & Methods survey. Data 
Northwest. | are given for 24 ferrous and non- 
Data on 64 hydroelectric, flood| ferrous materials. 

control and multipurpose dams 

under construction or planned in| No. 8168. Nonferrous Metals and 

the Northwest are contained in| Parts Market Study. 


| this reprint from the August, 1955, | 


Survey of 643 plants provided 


This Architectural Forum sub-|issue of Pacific Builder & Engi-| information on this report on use 


scriber survey covers attitudes of 
architects, engineers, contractors 
and owners toward various types 
and brands of prefabricated steel 
buildings. 


| 
No. 8156. Report on Registered Ar- 

chitects. 

Background, activities and mag- | 
azine readership of architects sea! 
istered in the U.S. are the subject | 
of this 64-page booklet issued by} 
Architectural Forum. 


No. 8157. Forum Forecast. 

Predictions of 1956 construction 
activity are reprinted in this book- | 
let from the September, 1955, issue 
of Architectural Forum. 


No. 8158. Market for Process In- 
strumentation. | 
Information on the use of in-| 

strumentation in the paper and | 

pulp industries, including types | 
and numbers of instruments in- 
stalled, is contained in this bro- 
chure issued by Paper Trade 
Journal. 


No. 8159. Market for Pipe and Fit- 
tings. 
Use of pipe and fittings in the 


| 
| 
| 
paper and pulp industries is re-| 


mission Equipment. 
Information on the types and | 


equipment, accessories and lubri- 


issued by Paper Trade Journal. | 


Phone: 


AVIATION’S PROFESSIONAL ENGINEERING AND 


New York 21, N.Y. 


2 East 64th Street 


TEmpleton 8-3800 


DESIGN PUBLICATION 


“94 of every 100 
readers are 
engineers and 
science executives 
in the aviation 


industry.” 


SEND FOR 12-PAGE 
NIAA MEDIA FILE 


neer. 


|of nonferrous 


metals and parts 


unre = a ea 


BIG NEW 


Presented at a new earlier 


| Starring Films From: 
~ Columbia b, Package 
Associated With 


“HOLLYWOOD TELEVISION” 
| “GENERAL TELERADIO” 


now in its fifth year as Central Ohio's 


oldest, most successful TV Film Feature Theatre 


| 10:45 p.m. 


SEASON 


“TELE-PICTURES” 


time Offering You 
Choice A & B 


Time Availabilities § 


to be a sell-out, so call 


Here is the perfect spot offer for buyers seeking 
an established high-rated time slot on an even 


bigger and better Armchair Theatre. There's bound 


spot reservations in these excellent film shows. 


wbns-tv 


a “Blair’’ man now for 


channel 10 


7t ~ 


columbus, ohio 
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Available Market Data—Industrial 


To secure copies of data listed, 


use the handy coupons 


Materials & Methods. 
metals 


by 
nonferrous 


issued 
Fifteen 
covered. 


No. 8169. Iron and Steel Market 
Survey. 

This Materials & Methods study 
covers use of various types of iron 
and steel alloys as determined 
from a survey of 654 plants. 


No. 8170. Testing and Inspection 


Methods and Equipment Mar- | 


ket Survey. 

Market for materials testing and 
inspection equipment is outlined 
in this Materials & Methods re- 
port, based on a 634-plant survey. 


No. 8171. Market & Media Facts. 
Information on engineering ma- 


terials, parts, finishes and materi- | 


als processing equipment is in- 
cluded in this presentation by 
Materials & Methods. 


are 


...and of course the biggest 
bonanza in the West is the 


CALIFORNIA 
STATE 
PACKAGE 


To sell the West, buy the new 
transit advertising package — the 
CALIFORNIA STATE PACKAGE 

... large economy size! 
Reach more Californians! 
CALIFORNIA 
STATE PACKAGE 
covers transit systems serving 75% 
of the state’s population in the 
dominant market areas. ..includ- 
ing San Francisco, Oakland, 
Los Angeles and San Diego. 
Save 20%! 

Buyers of full showings in the 
CALIFORNIA 
STATE PACKAGE 
receive a 20% discount. 
Dominate the medium! 

Buy second full showings for 50% 
of the discounted rate. 


THIS 
TRANSIT ADVERTISING 
BUY OF THE YEAR 
1S OFFERED BY 


FIELDER, 
SORENSEN & DAViS 


130 Kearny Street, San Francisco 8, California 
376 17th Street, Oakland 12, California 
a 


HARWOOD 
HOYT FAWCETT 


235 Broadway, San Diege |, California 
7 


CALIFORNIA 
TRANSIT ADVERTISING, 
INC, 


2233 Beverly Bivd., Los Angeles 57, California 


ASK YOUR NEAREST MUTUAL OFFICE 


No. 8172. Market for Overhead 
Cranes & Hoists. 

Number of overhead cranes and 
hoists in use by type; planned 
purchases; attachments used; type 
of operation and depreciation and 
replacement practices are covered 
in this report issued by Flow Mag- 
azine, 


No. 8173. Market for Mobile Yard 
Handling Equipment. 
Industrial use of yard handling 
equipment, including data on 
number and types in use, planned 
purchases, accessories, work per- 
formed and replacement policies, 
is the subject of this report by 
| Flow Magazine. 
|No. 8174. Market for Conveyors. 
Use of bulk and package han- 
dling conveyors by types and work 
performed, plus information on 
|purchasing and replacement poli- 
|cies, is the subject of this Flow 
| Magazine report. 


| 
|No. 8175. Market for Industrial | 


Trucks. 
Statistics on use of all types of 


industrial trucks, types of power | 


and attachments used and replace- 
ment policies are covered in this 
report issued by Flow Magazine. 


No. 8176. Chemical Engineering 
NIAA Report. 
Information on 
process industries 


the chemical 
market plus 
publication data are contained in 
| this brochure issued by Chemical 
| Engineering. 


No. 8177. Chemical Week NIAA 
Report. 

Data on chemical process indus- 
tries and publication information 
are the subject of this Chemical 
Week brochure. 


No. 8178. Your Most Vital Mar- 
ket Today. 

History, composition and geog- 
|raphy of the chemical process in- 
| dustries plus volume figures are 
;}contained in this 20-page bro- 
|chure issued by Chemical Engi- 
neering and Chemical Week. 


j 

No. 8179. Summary of 18 Reader 

| Preference Studies Conducted 

by Raw Materials and Equip- 
ment Manufacturers. 


Results of readership § studies 
|done over lists of eight raw ma- 


issued by Chemical Engineering 


and Chemical Week. 


8181. Chemical Products 
Which Can Be Packed in Fiber 
Drums. 

This six-page folder issued by 
Chemical Engineering and Chem- 
ical Week lists products that can 
be packaged in fiber drums. 


No. 


No. 8182. Market for Mixing 
Equipment in Chemical Proc- 
ess Industries. 

This 28-page pamphlet de- 
scribes operations and applica- 
tions of various types of mixing 
equipment in chemical process in- 
dustries and includes survey re- 
sults of readership preferences in 
equipment. The report is issued 
by Chemical Engineering and 
Chemical Week. 

10,225 Worthwhile 


|No. 8183. 


Plants. 


Number of chemical process in- | 


dustries plants classified by prod- 
uct and number of employes is 
tabulated in this Chemical En- 
gineering and Chemical Week 
| brochure. 


8184. Multi-Billion Dollar 
Sales Target for Raw Mate- 
rials. 


No. 


equipment, chemicals, raw mate- 
irials and energy for 1953-55 by 
jvarious segments of the chemical 
process industries. The report is 
issued by Chemical Engineering 
and Chemical Week. 


| 


8185. Multi-Billion Dollar 
Sales Target for Capital Goods. 
This Chemical Engineering and 
|Chemical Week folder lists chem- 
ical process industry dollar out- 


No. 


llays for new plants and equip-| 


'ment plus estimates for 1956. 

| 

|No. 8186. Value of Output 
Chemical Process Industries. 

| This leaflet issued by Chemi- 


of 


| cal Engineering and Chemical | 
'No. 8195. Market Analysis. 


|Week shows annual dollar volume 
lof output of various segments of 
|chemical process industries 
1/1947 and 1952-55. 


| No. 8187. Market for Floor Clean- 

ing Machines. 

| Types of floor cleaning ma- 
chines, number in use and infor- 
mation on persons influencing 

lequipment purchasing are sub- 
jects of this subscriber survey 

| conducted by Occupational Haz- 


|ards. 


terials and ten equipment manu- | 


|facturers are contained in this 

Chemical Engineering and Chem- 

|ical Week brochure. 

No. 8180. Market for Electrical 
Equipment in Chemical Proc- 

ess Industries. 

| This 12-page booklet describes 

uses of electrical equipment and 

| money spent on it by chemical 

| process industries. The booklet is 


| 


No. 8188. Growing Market for In- 
dustrial Safety, Health and 
Fire Protection Equipment. 
State-by-state breakdown of 

major marketing areas for indus- 

trial safety, health and fire pro- 
|tection equipment is contained in 

[this 50-page booklet issued by 

| Ceoupationss Hazards. 

| 

No. 8189. Material Handling and 


This four-page folder describes | 
expenditures for new plants and | 


| resale, 


for | 


Packaging Market Analysis. 

This 16-page brochure issued 
by Material Handling Illustrated 
contains information on persons 
responsible for purchase of ma- 
terial handling and packaging 
equipment and supplies. Use of 
equipment and supplies is de- 
scribed. 


No. 8190. Market for Controls in 
the Fluid Power Field. 

Use of electrical controls in 
pneumatically and hydraulically 
operated machinery and equip- 
ment is the subject of this report 
issued by Applied Hydraulics. 


No. 8191. Market Analysis. 
Analysis of persons who pur- 
chase and specify hydraulic and 


pneumatic equipment and acces-| 


sories and a description of the 
market for those products are con- 
tained in this brochure prepared 
by Applied Hydraulics. 


No. 8192. Check List of Products 
in the Fluid Power Market. 
This sheet issued by Applied 

Hydraulics contains a check list 

of hydraulic, pneumatic and elec- 

trical products that can be sold 
in 30 major industries using fluid 
power equipment. 


No. 8193. Growing Market for Hy- 
draulic and Pneumatic Equip- 
ment. 

State-by-state breakdown of 
major marketing areas where hy- 
draulic and pneumatic equipment 
and accessories are purchased for 
maintenance or replace- 
ment is contained in this 50-page 
booklet issued by Applied Hy- 
draulics. 


No. 8194. Market Analysis. 

Analysis of persons who speci- 
fy and purchase commercial and 
industrial air conditioning and re- 
frigeration equipment is the sub- 
ject of this 16-page booklet issued 
by Commercial Refrigeration & 
Air Conditioning. 


Information on persons who 
purchase and specify use of weld- 
ing and cutting equipment and 
supplies and types of equipment 
used is contained in this booklet 
prepared by Industry & Welding. 


No. 8196. Growing Market for 
Welding, Cutting & Brazing 
Equipment. 

This 50-page booklet issued by 
Industry & Welding contains a 
state-by-state breakdown of ma- 
jor marketing areas where weld- 
ing, cutting and brazing supplies 
and equipment are purchased. 
8197. Distributors in the 

Welding Industry. 

More than 1,400 welding supply 
distributors handling welding, 


No. 


cutting, brazing and related sup- | 


ply and equipment are tabulated 
in this report issued by Industry 
& Welding. 


ROCHESTER, M 


ST IN 
THE 
STATE 


of Minnesota 


INNESOTA 


Sweeps Sales Management Figures for Minnesota 


Buying Power Per family $6.161 
County Sales Per family $4.991 
} Quality index—rank of 


IBM IS INVESTING $8,000,000 
FOR A NEW INSTALLATION HERE 


Circulation over 19,600 daily 


We feature the Outstanding merchandising of any paper our size 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


COLOR NOW AVAILABLE! 


A 35,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 80,000 
passengers yearly. 


Advertising Age, May 7, 1956 


No. 8198. Quick Picture of Heat- 
| ing, Piping & Air Conditioning. 

This illustrated booklet issued 
by Heating, Piping & Air Condi- 
tioning contains information on 
types of equipment, installation 
and dollar volume of commercial 
and industrial heating, cooling 
and ventilating products. 


No. 8199. Survey of Drycleaners’ 

Ownership of Trucks. 

Truck ownership in the dry- 
cleaning industry with proposed 
1956 purchases is the subject of 
this report issued by National 
Cleaner & Dyer. 


No. 8300. Survey of Commercial 
Power Laundries’ Ownership 
of Trucks. 

Truck ownership and use by 
commercial laundries, including 
preferences in types and 1956 pur- 
chasing plans are covered in this 
report prepared by Starchroom 
Laundry Journal. 


No. 8301. Field of Wastes Engi- 
neering. 

Description of the market for 
sewage and industrial wastes con- 
trol products plus publication are 
included in this folder, based up- 
on NIAA recommendations, is- 
sued by Wastes Engineering. 


No. 8302. Field of Water Supply. 

This NIAA-outline presentation 
by Water Works Engineering con- 
tains information on the market 
for goods used in water supply. 
No. 8303. Field of Commercial 
Power Laundry. 

Estimates of 1956 sales and 
equipment requirements of com- 
mercial laundries are listed in this 
report prepared by Starchroom 
Laundry Journal. 


No. 8304. Field of Drycleaning. 

Market information, including 
1956 sales predictions, is contained 
in this brochure issued by Na- 
tional Cleaner & Dyer. 


|No. 8305. National Rug Cleaner. 
Circulation plus figures on 1956 
sales predictions and equipment 
purchases are contained in this 
National Rug Cleaner booklet. 


No. 8306. Fire Engineering Report. 

Market potential predicted for 
1956 in fire prevention and pro- 
tection products is listed in this 
folder issued by Fire Engineering. 


No. 8307. Water Works Engineer- 
ing Report. 

This folder, issued by Water 
Works Engineering, contains es- 
timates of 1956 equipment and 
supply purchases in the field of 
water supply. 


|No. 8308. Wastes Engineering Re- 
port. 

Issued by Wastes Engineering, 
| this folder contains estimated 1956 
purchases of sewage and indus- 
{trial wastes control products. 


|No. 8309. Pipelining Is Every- 
body’s Business. 

This 16-page brochure outlines 
joperations of various pipelines, 
equipment requirements and who 
influences purchase of supplies. 
It is issued by The Oil & Gas 
Journal. 


No. 8310. Men Who Buy Process 
Equipment for the Oil and Gas 
Industry. 

| Plant capacities and equipment 

purchases of major oil refiners 

are included in this description 
of the market for process equip- 
|ment in petroleum refining. It is 
issued by The Oil & Gas Journal. 


No. 8311. Power Requirements in 
the U.S. Oil & Gas Industry. 
Annual horse-power purchases 

by the petroleum industry, equip- 

|ment and power requirements 
for replacement and new con- 
| struction needs for the next four 
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Advertising Age, May 7, 1956 143 
years are included in this report;No. 8325. Estimated Number of|this reports preferences of mason- | 
issued by The Oil & Gas Journal. | Machines Operating in Con-!|ry or concrete contractors in pur- Available Market Data—Industrial 
| struction. chase, use and installation of ma-| 10 secure copies of data listed, use the handy coupons 
No. 8312. How to Sell Effectively! Estimates of trucks, tractors,|sonry and related building prod- 
to Architectural Organizations. | loaders, shovels, asphalt plants and | ucts. In- 


isives details of an appraisal of the|No. 8353. Military-Industrial 
‘control field and its ramifications.| terchange Survey. 

This Control Engineering survey 
No. 8349. Variable Speed Drive & includes information on applica- 


This 44-page manual issued by | other equipment currently in con-| 
Progressive Architecture details|struction use are listed in this | No. 8339. Facts About Farm Chem-| 
functions of various parts of an folder issued by Construction! .icals. 
irchitectural organization and)| Methods & Equipment. This 16-page booklet analyzes Motor Survey. ‘tions of military control techniques 
proper methods to be used by purchasing policies of 1,500 ferti-| This Control Engineering sur- to civilian endeavor. 
ouilding products salesmen in No. 8326. Tractor & Loader Brand |lizer and pesticide manufacturers | yey reports on the extent to which 


making calls. Price is 50¢ per copy. | Recognition Study. and buying influence of specific) subscribers specify or select vari- No. 8354. A Preview of Future 

Results of a survey of subscrib-|job titles. It is issued by Farm! aple speed drives and motors. Construction Potentials with 

No. 8313. Architectural Market ers to determine familiarity with | Chemicals. | Particular Reference to the 
Audit No. 5. names of manufacturers of crawl- | No. 8350. Vacuum Tube Survey.| Year 1956. 

Fifth in a series, this report is-|er and wheel tractors and front-|No. 8340. Shipping Containers| The use of vacuum tubes, and) his booklet by Architectural 

sued by Progressive Architecture|end loaders are given in this re-| Survey. factors in design and performance | record compares construction in- 


gives latest figures on volume 
of architecturally-designed con- 
struction in 1954. Breakdowns are 
by building type. 


No. 8314. “Starch” and Architec- | 


tural Advertising. 

This examination of four 
Starch-researched issues of Pro- 
gressive Architecture contains 
information on types of advertise- 
ments that best reached an ar- 
chitectural audience. 


No. 8315. Selling with the Experts. 
Studies of selling techniques of 

outstanding building materials 

and equipment salesmen are com- 

piled in this report issued by Pro- 

gressive Architecture. 

No. 8316. Signposts Coal’s 
Greater Future. 

Uptrend of major markets for 
coal in 1955 is detailed in this 12- 
page brochure illustrated by 
charts, tables and photos. It is re- 
printed from the December, 1955, 
issue of Coal Utilization. 


to 


No. 8317. Electrical Industry Sta- 
tistics. 

The 52nd annual report on the 
electrical industry, this 56-page 
reprint from the Jan. 23, 1956, is- 
sue of Electrical World presents 
comprehensive statistics of capi- 
tal expenditures, budgets, operat- 
ing and financial data, produc- 
tion, capacity and manufacturer 
shipments of electrical products. 


No. 8318. The Industry and the 
Market. 
Data on pulp and paper manu- 
facturing is included in this book- 
let issued by Paper Mill News. 


8319. Construction Market 
Data. 

Mid-West Contractor issues this 
analysis of anticipated 1956 con- 
struction volume in five midwest 
states. Data are broken down into 
categories of highways, toll roads, 
municipal, public buildings, corps 
of engineers and miscellaneous. 


No. 


No. 8320. Drilling’s Market and 

Media Presentation. 

This 16-page presentation of 
Drilling contains information on 
oil well drilling and publishers’ 
data based on the NIAA-recom- 
mended outline. 


No. 8321. About Folks in the Drill- 
ing and Well Completion In- 
dustry. 

This booklet issued by Drilling 
describes jobs, job functions and 


buying influences of executives in | 


the petroleum well drilling field. 


No. 8322. Worldwide Drilling 
Boom Brightens 1956 Outlook. 
This four-page folder highlights 

1956 trends and predictions in pe- 

troleum exploration and produc- 

tion. It is issued by Drilling. 


No. 8323. Let’s Drill an Oil Well. 

This 36-page booklet published 
by Drilling describes day-to-day 
activities of drilling operators and 
crews. Price is $1.25 per copy, 
with quantity discounts. 


No. 8324. Brand Recognition 
Study. 

Contractor-subscribers’ brand | 
preferences of 14 maintenance 


items are tabulated in this book- 


let issued by Construction Meth- | 


ods & Equipment. 


|statistics on castings production, 


port prepared by Construction 
Methods & Equipment. 


| No. 8327. Contractor Buying Prac- 
tices on Maintenance Parts and 

Supplies. 

Practices of contractors in buy- 
ing maintenance items are given 
|in this survey report of Construc- 
tion Methods & Equipment sub- 
| scribers. 
|No. 8328. Inventory of Foundry 

Materials Handling Equip- 
ment. 

This report prepared by Foun- 
dry gives number of materials 
equipment in use by foundries, 
with breakdown by size of plant 
and type of equipment. 


No. 8329. 1955-56 Foundry Indus- 
try Marketing Guide. 
Data on foundry capacity by 
market areas, states and counties, 


capital investment and shipments 
of U.S. foundries, plus an evalua- 
|tion of European foundry capacity, 
comprise this 64-page booklet is- 
sued by Foundry. 


No. 8330. Electric Heating Units. 
Application and use of electri- 
cal heating units in metalwork- 
ing plants and source of heat are 
subjects of this survey report 
compiled by The Iron Age. 


No. 8331. Refractories in Metal- 
producing and Metalworking 
Plants. 

Types of plants using refracto- 
ries and types used are given in 
this survey of metalworking and 
production plants. The report is 
issued by The Iron Age. 


No. 8332. Trend in Use of Port- 
able Power Tools in Metal- 
working Plants. 

Use of electric vs. pneumatic 
portable power tools is tabulated 
in this survey report issued by 
The Iron Age. 


No. 8333. Machine Tool Survey. 
Effect of the 1947 Machine Tool 

Show in influencing machine tool 

purchases and replacement poli- 


cies is the subject of this survey 
conducted by The Iron Age. 


No. 8334. Tubing. 

Use of six types of tubing by 
metalworking plants having 100 
or more employes is tabulated in 
this report issued by The Iron 
Age. 


No. 8335. Conveyor Belting. 

This Iron Age survey was con- 
ducted to determine percentage 
relationship between use of con- 
veyor belting handling hot mate- 
rials and total conveyor belting 
used in metalworking plants. 


| No. 8336. Industrial TV. 

Extent of use of industrial tele- 
vision in metalworking plants and 
types of installations are covered 
in this survey report prepared by 
The Iron Age. 


No. 8337. Stainless Steel Wire Ap- 
plications. 
Also based upon an Iron Age 
survey, this report details current 


|uses of stainless steel wire in 
products of metalworking plants. 


|No. 8338. Practices and Prefer- 
ences Survey. 


Issued by Masonry Building, 


Results of a survey showing 
purchase and use of various ship- 
ping containers for 74 products 
are contained in this report pre- 
pared by Factory. 


No. 8341. Electric Motor and In- 
sulation Survey. 

Use of various types of motor 
insulation, reasons for use of spe- 
cific types and buying influences 
are tabulated in this booklet is- 
sued by Factory. 


No. 8342. Who Gets into the Buy- 
ing Act? 

Based on a study of 900 buying 
cases in manufacturing industries, 
this Factory report shows the in- 
fluence of various plant executives 
upon purchasing. 


No. 8343. Precision Metal Molding’s 

Market Analysis. 

Descriptions of various indus- 
trial equipment markets are part 
of this presentation of Precision 
Metal Molding. 


No. 8344. Survey by Western Un- 
ion. 

Here are the results of a survey 
made for Modern Office Proce- 
dures to determine which com- 
pany officials are responsible for 
systems and procedures in the 
general office and in the plant 
operations office. 


No. 8345. Market Data File. 

The history of Heating & Plumb- 
ing Merchandiser as well as a des- 
cription and classification of men 
in the industry are given in this 
report which follows the NIAA 
outline. 


No. 8346. Your Market in 

Plants. 

This brochure by Food Engi- 
neering describes the $68-billion 
food industry, and the needs of the 
plants which produce food and 
drink. 


Food 


No. 8347. Hydraulic/Pneumatic 
Components, Sub-Systems and 
Test Equipment Study. 

Results of a Control Engineer- 
ing survey on use of hydraulic and 
pneumatic components are pub- 
lished in this report. 


No. 8348. For Want of a Harness. 
A Control Engineering report 


|considered important by users are 
|described in this survey by Con- 
trol Engineering. 


No. 8351. Relay Survey. 

Statistics on the use of relays 
is the subject of this report by 
Control Engineering. 


No. 8352. Electronic Power Supply 

Study. 

Market levels, technical infor- 
mation, suggestions to manufac- 
turers are included in this report 
on electronic power supplies by 
Control Engineering. 


vestment and gross national pro- 
duct, gives immediate and long- 
range growth trends and includes 
a rundown on economists’ opin- 
|ions of economic activity. 


No. 8355. Analysis of Architect- 
| Engineer Planned Work. 

| A record sheet by Architectural 
|Record breaks down new and al- 
terations construction by type of 
building, and gives estimated dol- 
lar totals on work planned by 
|architects-engineers and _ others. 
Figures are based on contracts 


BETTER THAN EVER! 


BARRE’S RETAIL SALES 


5995” 


PER HOUSEHOLD 


Barre, ite center of 
the ok ant shopping 
center of booming Wash- 
ington County, has an 
exceptional sales volume 
that exceeds local income 
by more than one million 
dollars. The average fam- 
ily has an income well 
above both national and 
state averages, with the 
average family sales of 
$5995* even more impressive. 


of W 


BARRE 


BARRE, 


Penetrate this responsive and profitable market by using the ONLY 
newspaper that guarantees you complete coverage of Barre, plus that 
ington and Orange Counties. Buy the Barre Times! 


VERMONT'S LARGEST EVENING DAILY 
VERMONT 


Represented by Julius Mathews Special Agency, Inc. 


*Sales Management Figures 
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ALL THESE TESTS IN 2 MONTHS! 
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Sure, South Bend meets 


test here — and come 


Now you know why it’s called “Test Town, U.S.A.” Just 
look at the number and variety of tests conducted in 
South Bend, Indiana during the first 2 months of 1956! 


all the qualifications of a good 


test market. But, more important by far, companies 


back to test again and again. 


That's the acid test! To learn more, write for details. 


The South Bend, ind. Market: 
7 Counties, 1/2 Million People 


Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, 


INC. «© NATIONAL REPRESENTATIVES 
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You'll have to wait 
until June 4th... 
for the International 
Advertising Issue 


of Ad Age 


For a first class tour around the | 
world in advertising make your | 
reading-time reservations for 


the June 4 Ad Age. You'll find 


this issue an informed source | 


of what’s what, for now and the 
future, the 
and problems of international 


on ramifications 


advertising 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


| 
awarded in 37 eastern states for 
1955. 


|No. 8356. Analysis of Architect 
Activity. 

This is a study of the types of 
buildings designed by representa- 
tive architectural companies in 
the course of a 12-month period. 
It is published by Architectural 
Record. 


No. 8357. Pointers on Writing Ar- 
chitectural Copy. 

Here is a check list for adver- 
tisers, assembled and condensed 
by the staff of Architectural Rec- 
ord. 


No. 8358. Stand-By Power Study. 
This report tells the extent to 
| which architects specify stand-by 
| power units of 20 kw and larger 
and for what types of building. 
The facts were gathered by Ar- 
chitectural Record for Caterpillar 
— Co. 
|No. 8359. School Window Study. 
| This survey gives the findings 
on architects’ preferences on the 
| design of windows for use in school 
buildings and what features ar- 
| chitects would like to see incor- 
| porated in such designs. The sur- 
vey was made by Architectural 
Record for Fleet of America Sales 
| Corp. 
| 
|No. 8360. Corrugated Glass-Fiber 
& Resin Study. 

This report concerns the use of 
| glass-fiber and resin materials in 
| residential design and the applica- 
tions for which architects consider 
these materials best suited. Ar- 
chitectural Record secured the in- 
formation for American Panal Inc. 


No. 8361. Architectural Terra Cot- 
ta Study. 

Architectural Record made this 
survey for McCarty Co. (advertis- 
ing) in the interest of Federal 
Seaboard Terra Cotta Corp. to de- 
termine the opinions and specifi- 
cation practices of architects re- 
garding the use of and sources of 
technical information for archi- 
tectural terra cotta. 


No. 
Study. 


Engineering Co. tells the extent to 


specifications 
equipment used in the buildings 
they design. It is an Architectural 
Record study. 


No. 8363. Air Conditioning Study. 

The kind of information archi- 
tects want to help them in the 
specification of air conditioning 
equipment, and the influence of 
the cost factor in selection is the 
subject of this study by Architec- 


jand snow by heating, 


tural Record for Airtemp division, | 


Chrysler Corp. 


No. 8364. Garbage Disposer Study. 

This study summarizes. the 
views of architects on the selec- 
tion of garbage disposal equipment 
in the buildings they design. The 
survey was made by Architectural 
Record for Robert Christopher 
Agency on behalf of In-Sink-Era- 
tor Mfg. Co. 


No. 8365. Exterior Sign Study. 
Information in this report in- 
cludes the material architects 
most frequently specify for use 
in exterior signs, how architects 
think sign manufacturers can im- 
prove the services they offer to 
architects. The report was made 
for Texlite Inc. by Architectural 
Record. 
No. 8366. 
Study. 
Factors which determine the 
recommendation of removal of ice 
types of 
equipment to be used for this ap- 
plication, are covered in this sur- 
vey by Architectural Record for 
Nelson Electric Mfg. Co. 


De-Icing Equipment 


No. 8367. Power Roof Exhauster 

Study. 

This study was made for Jenn 
Air Products by Architectural Rec- 
ord to determine the extent to 
which architects and mechanical 
consulting engineers are responsi- 
ble for the specification of power 


|roof exhausters and the most im-| 


portant factors which influence 
their selection of this equipment. 


No. 8368. Glazing & Caulking Com- 
pounds Study. 
A study made for Dicks-Pontius 


Co. lists architects’ brand prefer- | 


ences and specifications in re- 
gard to glazing and caulking com- 
pounds. Architectural Record 


|made the survey. 


No. 8369. Air Filter Study. 
Information on who actually se- 
lects the brands of filters and 
frames used in forced air equip- 
ment plus information on where 
architects go for information on 


|air filters is included in this re- 
8362. Plumbing Equipment) port made for Evans Air Filter Co. 
| by Architectural Record. 
A survey made for Symmons | 

|No. 8370. Kitchen 
which architects write or review | 
for the plumbing | 


Appliances & 
Laundry Equipment Study. 
This study includes architects’ 

opinions on which manufacturers 


|of kitchen appliances and laundry 
/equipment give the best products, 


installation and service. The sur- 
vey questioned architects on prac- 
tices and preferences on the equip- 
ment for houses designed for 
individual clients, for operative 
builders and for apartment houses. 
Comparisons are made to results 
of similar survey made in 1950. 


| This study was made for Westing- 


/house Electric Corp. by Architec- | 


tural Record. 


No. 8371. Built-In Kitchen Appli- 
ances & Laundry Equipment 
Study. 


Architectural Record details ar-| 


chitects’ preferences and practices 
on the design and use of built-in 
kitchen appliances and laundry 
equipment. The report was made 
for Westinghouse Electric Corp. 


No. 8372. Buying Influences for 

Lighting. 

Architectural Record surveyed 
consulting engineers and discov- 
ered that the first choice of the 
group as most important to sell on 
the merits of lighting equipment 
was their own; second, owner’s 
|staff architects and engineers; 
other choices are listed. 
| No. 8373. Buying Influences for 
Lighting. 

Architectural Record discovered 
in a survey that staff architects 
and engineers consider their own 
group the most important to sell 
jon the merits of lighting equip- 
| ment. 


|No. 8374. Buying Influences on 
| Finishing Materials. 

Staff architects and engineers, 
according to this Architectural 
| Record survey, consider their own 
|group of greatest importance to 
| sell on the merits of finishing ma- 
terials; architectural companies 
|come second. 

No. 8375. Buying Influences on 

Finishing Materials. 

Consulting engineers 
|that the group most important to 
sell on the merits of finishing ma- 
|terials is architectural companies. 
|The survey was made by Archi- 
tectural Record. 


|No. 8376. A Study of Hardware 
Dealers. 

| Questionnaires answered by 438 
hardware dealers supplied the 
meat for this study of the field 
|offered by Nation’s Business. The 
| study covers type of business, an- 
nual sales volume and purchasing 
plans in respect to store equipment 
jand other materials needed in 
|store operation. 


No. 8377. A Study of Municipal 
Board Officials. 

Nation’s Business offers this re- 
|port on its study of municipal 
| board officials and municipal buy- 
jing plans in towns under 25,000 
population in respect to assessed 
valuation of property, size of oper- 
ating budget, money spent on ex- 
pansion and maintenance. It sum- 
marizes the characteristics of 
municipal operations and public 
utilities owned or operated by lo- 
cal governments. 


No. 8378. NPN Market Facts. 
National Petroleum News offers 

a monthly newsletter for advertis- 

ing, sales and management people 
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|covering oil, tires, batteries and 
accessories marketing. 


No. 8379. NPN Factbook Issue. 

| This is a statistical and refer- 
| ence yearbook for oil, tires, bat- 
teries and accessories marketers 
offered by National Petroleum 
| News at $1 per copy. It deals with 
the storage, transportation and 
| merchandising of petroleum prod- 
ucts and TBA. 

No. 8380. Educational Building in 

1955. 

American School Publishing 
|Corp. has issued its 7th annual 
|survey of educational building, 
| covering colleges and universities, 
| junior colleges, public schools, pri- 
|vate elementary and secondary 
|schools. Tabulations show number 
| of buildings, cost and region. 


SOON TO BE PUBLISHED 


No. 8200. Business Plans for New 
Plant and Equipment. 

Results of the McGraw-Hill Pub- 
lishing Co. survey of planned capi- 
tal expenditures of American in- 
dustry through 1959 will be given 
in this report. Available in June. 


No. 8201. 1957 Production Esti- 
mates for Rock Product Indus- 
tries. 

Forecasts of 1957 production and 
new data on 1956 rock production 
by dates will be contained in this 
report to be issued by Rock Pro- 
ducts. Available in October. 


No. 8202. Facts and Figures for 
the Chemical Industries. 

This 70-page booklet will in- 
clude comprehensive financial da- 
ta, information on sales, employ- 
ment, earnings, prices and an an- 
alysis of 100 leading companies in 
| the chemical process industries. It 
| will be issued by Industrial & En- 
gineering Chemistry in October. 
Cost will be $1.50 per copy. 


No. 8203. Drilling and Producing 
Markets in the Petroleum In- 
dustry. 

Now in production, this report 
by The Oil & Gas Journal will 
contain data on equipment pur- 
chased by petroleum producers, 
who specifies it and volume of 
purchases. 


No. 8204. Oil and Gas Industry, 
1956 and Beyond. 

Estimates of demands for petro- 
leum products during the next 
five years plus increased equip- 
ment predictions will be included 
in this booklet to be issued by 
The Oil & Gas Journal. 


No. 8205. Stainless Steel Market 

Survey. 

This report on the market for 
stainless steel products and 11 
|forms of stock in U.S. original 
equipment and other hard goods 
plants will be issued in August 
by Materials & Methods. 


| No. 8206. Tubing, Pipe and Tubu- 
lar Parts Market Study. 

Covering original equipment 
use of mechanical and structural 
pipe, tubing and tubular parts, 
this report will carry data for 16 
ferrous, nonferrous and nonmetal- 
lic pipe materials. It will be avail- 
|able in August from Materials & 
Methods. 


No. 8207. Study of 1,475 Welding 
Supply Distributors. 
Available by Sept. 1, this report 

| prepared by Industry & Welding 
jand Welding Illustrated will list 
|products carried by welding dis- 
tributors, with tabulations of 
manufacturers. 


8208. Market 
Valves. 
| Analyzes types and sizes of 
valves most in use among plants 
covered by Industry & Power. In- 
cludes data on valve manufactur- 
‘ers. The report is in process. 


No. Research on 
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NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 


which bears a price will be billed | 


by the publishers. 


No. 7500. Facts About the Southern 
Hospital Market. 
Statistics in this booklet issued 
by Southern Hospitals include to- 


No. 7507. The Industrial Nurse and | Stuart Cowan, 63, 


Nutrition. 


This study of the influence and Former Agency Head, 


| work of industrial nurses in the| 


| area of nutrition upon plant work- Commission Foe, Dies 


| ers is compiled by American Jour- 
|nal of Nursing. | New York, May 2—Stuart D. 
Cowan, 63, retired president of 
No. 7508. Uniform Buying Habits Cowan & Dengler, which was 
of Registered Nurses. |merged with Donahue & Coe a year 
This nationwide survey of buy- ago, died yesterday of a heart at- 
ing habits and preferences in| tack at his home in Rye, N.Y. 
brands, fabrics and styles of! Born in Mount Vernon, N.Y., Mr. 
|nurses’ uniforms includes data on Cowan was graduated from Prince- 
annual volume of purchases. It is|ton University in 1913. From the} 


| 


| basis. This is true of the majority 
‘of industrial accounts, and of a 
considerable number of consumer 
accounts.” 


THEODORE S. GARRETT 

New YorK, May 1—Theodore 
S. Garrett, 54, associate account 
supervisor for Young & Rubicam, 
|died April 29 in Bellevue Hospital 
of an intestinal hemorrhage. Born 
/in Pittsburgh, he was graduated 
|from Cornell University, and had 
been associated with Young & Ru-| 


145 


March 31 while visiting his broth- 
er. 

A graduate of the University of 
Missouri school of journalism, Mr. 
Foltz began his newspaper career 
with the Fort Worth Press in 1928. 
He joined the Memphis daily in 
1943, but in 1947 went to the 
Cleveland Press as business man- 
ager. He returned to the Memphis 
Publishing Co. in 1953. 


a . 
— = 5 

oa SEALS TIGHT 
? 


bicam for the past 19 years. CAN'T TIP 


tal facilities and professional per-| issued by American Journal of| year of his graduation until 1924,| jy, 1938, Mr. Garrett won a con-|' cawt stick ~~ =~ 76 By ay FINGER 
sonnel tabulations of | Nursing. he was associated with J. Walter | tact sponsored by the New York! can’t prip ta et PRESSURE 


by states, 
number of hospitals and beds and 
expenditures by hospitals in the 
South. 


No. 7501. How Hospitals Buy Food 
Products. 

Result of a survey of 500 hos- 
pitals, this report by Hospital 
Management shows general buying 
policies of hospitals, sizes of pack- 
ages preferred and who determines 
menus and buys food. 


No. 7502. How Hospitals Buy Food 
Service Equipment. 

This Hospital Management sur- 
vey relates what equipment is used 
in hospital kitchens, age of in- 
Stallations, preferred sources and 
who buys equipment. 


No. 7503. Between These Covers. 

Details of the school market with 
emphasis on new construction are 
contained in this booklet issued by 
The Education Digest. 


No. 7504. Facts About the School 
Shop Market. 
Information on industrial ed- 
ucation market is presented in this 
booklet prepared by School Shop. 


No. 7505. Marketing Data Sheet. 
This tabulation of the number 
of beauty shops, wholesalers and 
operators in the U.S. includes es- 
timates of the dollar volume of the 
market. It is issued by American 
Hairdresser & Beauty Culture. 


No. 7506. Beauty Shop Census. 

This map of the U.S. shows the 
number of licensed beauty shops 
in each state or estimates of the 
number of shops in states that do 
not require licenses. It is prepared 
by American Hairdressing & 
Beauty Culture. 


AMERICAN 
METAL MARKET 


the ONLY ABC-audited 
newspaper in its field 
with @ DAILY reoder- 
audience of 30,000 
buyers of 

metals. Ask for per- 
tinent facts & figures! 
18 Cliff St., New York 38 


Thompson Co. here. He resigned 


No. 7509. The School Nurse and from that agency in 1924 to be- 
Nutrition. |come a partner in the newly 


Sun for the best advertising copy | 
for use in newspaper promotion of | 


Based on a survey, this study de- 
tails the influence of school nurses 


| 


|issued by American Journal of 
Nursing. 


|ident 


No. 7510. Reading Habits of Regis- 
tered Nurses. 

Reading habits of registered 
nurses are tabulated for 402 pub- 
lications in this survey conducted 
by American Journal of Nursing. 


No. 7511. The Nurse and Nutrition. 
Influence of professional nurses 
upon nutrition of the public is the 
subject of this booklet prepared by 
American Journal of Nursing. 


|upon the nutrition of pupils. It is| 


|of the president, joined the D&C 


jagency field, Mr. Cowan was an 


formed agency organized as Co- 
wan, Dempsey & Dengler. 

In 1928, William Dempsey left 
the agency to enter the drug busi- 
ness; subsequently he became pres- 
of Sharpe & Dohme. In 
April, 1955, Cowan & Dengler was 
merged with Donahue & Coe. Most 
of its major accounts and 25 mem- 
bers of its staff, including Horace 
Dengler, one of the founders, and 
Stuart D. Cowan Jr., a vp and son 


organization, but the senior part- 
ner retired from active business. 


s During most of his years in the 


Father’s Day. 


JAMES A. FOLTZ JR. 

Fort SMITH, ARK., May 1— 
James A. Foltz Jr., 50, business 
manager of the Memphis Com- 
mercial Appeal & Press-Scimitar, 
died here April 29 at the home of 
his brother, Dr. Thomas Foltz. Mr. 
Foltz suffered a paralytic stroke 


| 
| 


HABERULE 


Rubber Cement 
DISPENSER 


The world's most modern dispenser. Handy grip- 
top. Large bristle brush alwoys reaches rubber 
cement—no odjustments necessary. At your artist 


supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AG-245 + WILTON, CONN 


active and outspoken exponent 


No. 7512. School Enrollment Score|Of two somewhat revolutionary 
Card. |ideas. He was a pioneer in: advo- 
Statistics on the educational cating the principle that an ad- 

market, including elementary and|Vertising agency should be pri- 

high school enrollment plus pro-|/™arily concerned with fostering 
jections to 1965, number of class-| the sale of a product by marketing 


rooms and number under construc- | Services as well as by creative ad- 


tion, are contained in this report|Vertising. In addition, he was a 
by The Instructor. | strong advocate of the theory that 
|the 15% commission system was 

No. 7513. Your Exceptional Cus-|>ad for advertisers and agencies 
ns | (AA, April 18, 1955). 


tomer. “e ; 
his eight- Ide Sicttees Instead of the commission basis, 
Tals cght-gage Suites |C&D operated on a fee system 


i buyi habits of) mee 
moreno vo Dental Daneel. | based on the 15% commission. The 


jagency evaluated an advertiser's 
problem and estimated the amount 


Size of the dental market, ratio|°f Money it would cost to work on 


of dentists to population and in- |" -g4 pn oe apg Bip 
come of dentists is covered in this| “"* ad = 


No. 7514. Oral Hygiene Data File. 


: . |}count would be. When the fee ex- 
report issued by Oral Hygiene. ceeded the commission, the client 


’ , |paid the difference. When the com- 
Linck Chosen Man of Year /mission exceeded the fee, the dif- 
Bruce F. Linck, director of ad-| ference was put into a special bank 
vertising of the Elastic Stop Nut/account from which the money 
Corp. of America, Union, N. J.,/could be drawn only by means of 
| has been chosen “Man of the Year” |the joint signatures of an execu- 


for 1955 by the New Jersey chap- tive of the client company and a 
ter of the National Industrial Ad-| C&D principal. 
| 


| vertisers Assn. 

/s Commenting on this theory at 
Forstmann Elects Yuill VP | the time of C&D’s merger, AA said 
| James Yuill, director of adver-|in an editorial (April 25, 1955), 
|tising and display of Forstmann |“A larger percentage of advertis- 
| Woolen Co., New York, has been|ing than most people would be- 
elected vp in charge of advertising |lieve is now placed on a fee basis 
and sales promotion. |rather than a straight commission 


Texas Harte-Hanks Newspapers 
TOTAL CIRCULATION—DAILY 242,783-SUNDAY 202,782 


ABILENE REPORTER-NEWS 
THE BIG SPRING HERALD 


CORPUS CHRISTI CALLER-TIMES 


THE PARIS NEWS 
SAN ANGELO STANDARD-TIMES 
THE SNYDER DAILY NEWS 


THE DENISON HERALD 
THE GREENVILLE BANNER 
MARSHALL NEWS MESSENGER 


SALES TOTALS FOR PRIMARY MARKET AREAS OF OUR NINE PAPERS 


(Counties in Which Papers Have 25% or Better Family Coverage) 


Face Value is 
True Value—when the charac- 


ter that lives in your advertising copy is 


etched mirror-true in the copper face of 
your original photo-engraving. The odds 
are all in your favor that this veracity of 
reproduction will increase the return 
value of your investments in white space 


... It’s a matter of record that more and 


Effective Total Retail . . . 
(00's omitted) Buying Income: es: Food Sales: | Automotive: Drug: more value discerning advertisers are 
Abilene Reporter-News ...... 287,801 223,132 50,852 58,393 6,819 res . 
Big Spring Herald .......... 71,434 61,086 12,352 18,707 1,567 specifying photo-engravings master- 
Corpus Christi Caller-Times.... 530,110 383,008 86,911 86,680 11,314 
| The Denison Herald ......... 93,926 83437 -21,296 = 21,623 2,342 crafted by ROGERS. 
| The Greenville Banner ....... 42,565 41,773 9,193 12,521 1,326 
Marshall News Messenger.... 97,267 82,881 20,336 8 =. 21,411 2,379 
| The Paris News ............ 70,803 54,844 13,842 12,184 2,082 
| San Angelo Standard-Times ... 250,819 190,550 39,075 47,745 5,899 R @ é. E R y 
The Snyder Daily News ....... 61,298 28,206 7,769 7,583 961 
| 1,506,023 1,148,917 261,626 286,847 34,689 engraving company 


TEXAS HARTE-HANKS NEWSPAPERS | 2001 calumet avenue « chicage 16 


HEADQUARTERS—National City Bidg., Dallas 1, Texas 


SE MASTER CRAFTSMEN OF PHOTO-ENGRAVING & 
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“Woman's Day,’ 
A&P Deny Violation 


of Anti-Trust Law 
(Continued from Page 2) 


Foods, Morton and other advertis- | 


ers have bought space in Woman’s 
Day solely on the basis of its ef- 
fectiveness as an advertising me- 
dium for the benefit of the adver- 
tisers. 

e For each of the past three 
years Woman’s Day’s total gross 
ad revenue has exceeded $9,000,- 
000. Half of the advertisers do not 
manufacture or supply grocery or 
other products sold by the retail 
stores of A&P or any of its affili- 
ated companies. None of the pay- 
ments to Woman’s Day for adver- 
tising ever has been made for or 
on behalf of A&P. Each of such 
payments has been made solely 
as compensation for publication 
of ads—the same procedure the 
advertisers use to pay for ads in 
other similar magazines. 

The grocers have charged that 
because of contracts and agree- 
ments between A&P and the other 
defendants, all of the defendants 
are engaged in a combination and 
conspiracy in restraint of trade 
and discriminatory practices—a 
violation of anti-trust laws. 


The grocers also have charged|merly was with NBC Spot Sales|# Probably no one was more frus- 
that General Foods, Morton and|and Mr. James was with NBC/trated than Mr. 


money for advertising in Woman’s 
Day but have made no discounts, 
rebates or similar benefits to com- 


|petitors of A&P. Competing stores 


have lost much traffic and busi- 
ness because of this 
tion,” the suit alleges. 


British TV Nears 3% 
of Total Ad Spending 


(Continued from Page 3) 
film made in the U.S. for McCall’s, 
the American publisher of the bi- 
ography. 

“ITV”—or 
sion, as commercial tv is known in 
Britain—also is becoming more 
and more popular with the man in 
the street. 


After six months, a Gallup sur-| 


vey found that 60% thought it bet- 
ter than British Broadcasting Corp. 
television, compared with 57% 
last November. Only 16% said it 
was not so good, while 19% said 
there was no difference, and the 
remainder were undecided. 


RAB Names Meyer, James 

The Radio Advertising Bureau, 
New York, has appointed Herbert 
N. Meyer a senior sales presenta- 
tion writer and Curtiss James a 
presentation writer in its promo- 
tion department. Mr. Meyer for- 


Hunt spend substantial sums of| Television Films. 


@ HUTCHINGS, INC. 


x 
letterpress @ gravure 


independent televi- 


This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, May 3—When the 
health and accident insurance in- 
dustry arrived at the Federal 
|Trade Commission Monday to 
/comment on the commission’s 
draft of an advertising code, Com- 
missioner Lowell Mason expected 
| trouble. 

Industry members were not like- 

ly to quarrel with the provisions 
of the code. After all, it is merely 
a verbose rewrite of the code the 
|}industry voluntarily drafted for 
|itself last winter. 
But most insurance companies 
|have taken the position that Con- 
| gress specifically barred FTC from 
|regulating the insurance business. 
They were sure to resist any ef- 
fort by the commission to move 
}into an area where they question 
its authority to act. 


As Commissioner Mason ex-| 


pected, the jurisdictional issue was 
| raised. Without hesitation he ruled 


|it out, contending that the insur-| 


lance people were invited to dis- 


| cuss the provisions of the code and 
|nothing else. 


Mason himself. 
|}Only last week he joined FTC 
{Chairman John Gwynne in a dis- 
sent arguing that Congress specif- 
ically vested state insurance com- 
missions with prime responsibility 
for regulating insurance advertis- 
ing. 
« . - 

Fee TV Man Is Network ‘Ally’: 
When NBC, CBS and ABC mar- 
shal their forces to fight S. 825, the 
Bricker bill, authorizing the Fed- 
j}eral Communications Commission 
| to license tv networks, they’ll find 
subscription tv advocate Paul Rai- 
burn, of International Telemeter 
Corp., fighting shoulder to shoul- 
der to achieve the same result. 
| Mr. Raiburn, of course, has dif- 
|ferent motives. In his testimony 
| before the Senate commerce com- 
|mittee last week, he contended that 
FCC’s approval of exclusive con- 
tracts, option time and “other arti- 
ficial restrictions” already “an 
“umbrella of government sanc- 
tion” protecting networks from 
anti-trust laws. He expressed fear 
networks would gain additional fa- 
vors once they were put officially 
under FCC’s care. 

+ 7 - 
Solon’s ‘Lemon’ Service: Having 
|trouble getting the bugs out of 
| your new car? Maybe you should 


Jurisdiction Still FTC-Insurer Issue 


“discrimina- | 


was nearly a full page, telling how 
Rep. E. L. Forrester (D., Ga.) 
helped a constituent who com- 
plained that he tried unsuccess- 
fully for four months to get his 
new Ford serviced properly. 

The congressman wrote Henry 
Ford II, as well as the Monroney 
committee investigating automo- 
bile marketing practices. In no 
time at all, Ford’s regional service 
manager went over the car and ap- 
parently fixed it to the owner’s 
satisfaction. 

Now, however, the constituent is 
back. He says the four-month ef- 
fort to get the car serviced in- 
volved 960 miles of travel to the 
dealer (30 miles away) and the 
loss of 41 hours of work. He thinks 
the Ford people ought to reimburse 
him $200 for expenses incurred 
“as a result of their mistakes.” 

* * e 

Support Sought for USIA ‘Idea 
Ship’: Rep. Walter Judd (R., 
Minn.) waged a losing fight on the 
House floor to salvage _ the 
Cinerama “idea ship” which the 
U.S. Information Agency wants to 
send to 104 ports in the Far East, 
Near East and Africa. 

Appropriations committee scut- 
tled the project after calculating 
that operating costs for the con- 
verted aircraft carrier might run 
$9 per Cinerama viewer. But Rep. | 
Judd questions the validity of the 
estimate, pointing out the ship will | 
produce tremendous benefits in 
terms of newspaper stories, and in 
terms of additional thousands of 
visitors who would see specially 
prepa~ed exhibits which would 
also be displayed. 

Expressing hope that the Senate 
will revive the proposal, he ex- 
claimed, “Even if $9 were an ac- 
curate figure, how does $9 per per- 
son for selling our ideas compare 
with the $50,000 per person cost 
incurred to kill an enemy in a 
war?” He said, “USIA has come up 
with a soundly imaginative idea, 
and I regret the committee has not 
seen fit to approve it.” 

> . . 

Housing Junketers Dissent: Man-. 
ufacturers of household appliances | 
are shocked over the opinions ex- | 
pressed by the select group of 
ladies who were brought here at 
public expense by housing chief Al 
Cole last week to talk about what 
women want in the modern home. 

The visitors contended they are 
interested in usable space in a 
house. They indicated considerable 
distrust of the luxury appliances 
which builders are installing in 


| write your congressman. 

In recent months the “Congres- | 
| sional Record” has reported nu-| 
|}merous instances of individuals 
who got satisfaction after bring- 
ing their car problems to Con- 
| gress. 
Tuesday, there 


for example, 


TO SERVE 


2 COLO 


You 


forms, etc. 


on high speed roll fed rotary presses is ALL PHONES 
the answer to your need for lower print- 
ing costs on package inserts, order blanks, Bishop 2-2170 
Phone or write today for 
money saving prices on quality printing. 


THE STRATHMORE CO., AURORA, 


CHICAGO 


AURORA 


ILL. 


increasing quantities; some of the 
ladies argued they preferred to buy 
the equipment themselves at dis- 
count houses. 

Are representative housewives 
really this cool toward appliances? 
Or did Mr. Cole’s letter-writing 
contest turn up a disproportionate 
number of professional critics who 
aren’t really representative of the 
people who are buying houses? 


‘House Beautiful’ Slates 
Changes in Sales Statts 

House Beautiful has announced 
the following changes in its sales | 
staff, effective with the August is- 
sue. Thomas L. Masson will set up 
his own sales representation for 
the monthly in Boston. He was for 
20 years advertising director of 
House Beautiful. Joseph J. Arcisz | 
and Bernard T. Maloney will be! 
associated with Mr. Masson. 

Calvin C. Herge will become 
sales manager of the magazine in 
New York. Jack A. Lederer be- 
comes manager of the Cleveland 
office and Fred M. Hodgdon be- 
comes Detroit manager. Recent ad- | 
ditions to the staff are Howard A. | 
Silsdorf, Richard W. Minnis, Mar- | 
tin L. Edelston and Walter A.| 
Peterson. Merchandising director | 
of the magazine will be Miss Alice} 


| Rydell. 
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Set Young Adman Contest 

The Assn. of Advertising Men & 
Women, New York, is seeking 
nominations for its Outstanding 
Young Advertising Man of the 
Year award. The winner, a man or 
woman not more than 45 years 
old, will receive a plaque. Nomi- 
nations should include data on the 
nominee’s general career and spe- 
cific achievements during the past 
year. Oversized and bulky entries 
will not be considered. A board of 
judges consisting of editors in the 
advertising business press will 
choose the winner. Further infor- 
mation may be obtained from, and 
all entries should be submitted to, 
Herbert Ahrend, Ahrend Asso- 
ciates, 254 W. 54th St., New York. 
Deadline is May 15. 


Fountain Joins Yakima Dailies 

R. H. Fountain, formerly assist- 
ant classified advertising manager 
of the Dallas Times-Herald, has 
been appointed classified advertis- 
ing manager of the Yakima dailies 
—the Republic and Herald. 
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with industry-wide coverag 
written exclusively for an 

about candy manufacturers, take 
your message direct to all o 
them in the billion-dolla 
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Pap 
i * or bottling, baking, ice cream, 


ol . 
meat packing, etc. 
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the leader, the best buy 
in its field 


CANDY 
INDUSTRY 


DON GUSSOW PUBLICATIONS, INC. 


18 East 49th Street 
NB P| New York 17, N.Y. 
Information headquarters for the billion- 
dollar industries they serve — 
®@ Candy Industry 
®@ Bottling Industry 


@ Candy Industry Catalog 
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THIS WAY TO 


CUSTOMETS 


IN WASHINGTON, D.C. 


There are many ways to determine the stature of 
a newspaper in any given city. But one of the 
most significant is by the families it serves. When 
advertisers consistently address the lion’s share of 
their advertising to the readers of one particular 
newspaper, it indicates that the city’s merchants 
look upon these readers with special favor. It is 
a deliberate choice dictated by experience and an 
intimate knowledge of the area. Today, as for 
generations, The Washington Star is the first choice 
of Washington advertisers by millions of lines a 
year. And remember... this is the richest mass 
market in the nation with the highest 
median income. 


It is a family habit in Washington to shop the ads at 
home in The Washington Evening Star. 


‘The Washington Star 


EVENING AND SUNDAY WASHINGTON, 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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WEEK 


house 


RANGES 


Westi 


S.tecTr: 


HEY, MOMI—This new Westinghouse 24-sheet poster will appear 
throughout the country within the next few weeks. The display is 
part of the cooperative advertising program being offered to deal- 
ers by the major appliance division of Westinghouse Electric Corp. 


Domen Kutida Vladimir Kidosoki Suzuki 


VLADIMIR IN JAPAN—Irwin Vladimir, president of 


Mrs. Michener Mrs.Domen Mrs. Viadimir 


reception given by T. Domen, president of Aji-no- 
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Hall Hughes Holmes Davis 


PIONEER—Frances Holmes, who opened her own advertising agency 
in Los Angeles in 1909 and was the first woman to head an agency, 
oversees plans for the 10th annual Frances Holmes Achievement 
Awards competition sponsored by Los Angeles Advertising Women 
Inc. With Miss Holmes are Helen Murray Hall, National Broadcast- 
ing Co., chairman of the planning committee; Claire Hughes, 
KWKW, LAAW president, and Dee Davis, Miracle Mile Assn., coor- 
dinator for the event. 


Michener 


Gotham-Vladimir Advertising, New York, visits 
Tokyo to discuss ad plans with one of his clients, 
Aji-no-moto Co., maker of monosodium glutamate 
seasoning. Mr. and Mrs. Vladimir are shown here at 


VanSant 


moto. Also present are author James Michener and 
his wife; Mrs. Domen; H. Kidosaki, foreign sales 
manager of Aji-no-moto; and T. Kutida and Fujio 
Suzuki, of the Japan Commercial Arbitration Assn. 


Little Tinker Adams Hickey 


Helbrook Havinden Wilkinson Oughton 


SPEAKERS & LISTENERS—Participants in the American Assn. of Advertising Agencies’ con- 
ference at White Sulphur Springs are Wilbur VanSant, president and treasurer of 
VanSant, Dugdale & Co., Baltimore; Carter B. Helton, treasurer, Kircher, Helton & 
Collett, Dayton, and governor of the Dayton Council of the Four A’s, and E. A. Smee, 
chairman and managing director of Smee’s Advertising Ltd., London. Among the prin- 
cipal speakers are Henry G. Little, chairman, advisory council, Four A’s, president 
and chairman of the board, Campbell-Ewald Co., Detroit; James R. Adams, chairman 
of the board of MacManus, John & Adams, Bloomfield Hills, Mich.; Robert D. Hol- 


Miller Walker Rechnitzer Johnson Freeman 


Nery 


FOOD & CONVERSATION—At the left are Canadian delegates to the American Assn. of 
Advertising Agencies’ conference in White Sulphur Springs, W. Va.: Alex M. Miller, 
consultant to the Canadian Assn. of Advertising Agencies, Toronto; Frank deBrisay 
Walker, exec vp, Ronalds Advertising Agency, Montreal; Einar V. Rechnitzer, presi- 
dent, MacLaren Advertising Co., Toronto, and president of CAAA; Elton Johnson, 
president, Locke, Johnson & Co., Toronto, and Pat Freeman, manager of CAAA, To- 
ronto. Two of the international delegates relax with some inter-session conversation: 


brook, chairman of the board, Compton Advertising, New York, and chairman of the 
board, Four A’s; John H. Tinker Jr., senior vp, McCann-Erickson, New York, and 
Margaret Hickey, editor, public affairs dept., Ladies’ Home Journal. Members of the 
British contingent are at the right: Ashley Havinden, O.B.E., head art director, W. S. 
Crawford Ltd., London; Lt. Col. A. M. Wilkinson, London Press Exchange Ltd., Lon- 
don, and president of the Institute of Practitioners in Advertising, and Hubert Ought- 
on, chairman and managing director, W. S. Crawford Ltd., London, and vp and fellow 
of the Institute of Practitioners in Advertising. 


J. J. Nery, managing partner of Publicitaria Uruguaya S.R.L., Montevideo, and past 
vp of the Argentine Advertising Managers’ Assn., and Alberto Blanco-Uribe, director 
of ARS Publicidad, S.A., Caracas, and president of the National Assn. of Advertising 
Agencies of Venezuela. At the right are Frederic R. Gamble, president, Four A’s; Ed- 
win Ebel, vp, General Foods Corp. and chairman of the board, Assn. of National Ad- 
vertisers; Henry G. Little, chairman, advisory council, Four A’s, and president of 
Campbell-Ewald Co., Detroit, and Paul West, president, Assn. of National Advertisers, 
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_ ANOTHER YEAR, © 
ANOTHER MILLION © 
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1954— 2,000,000 
1955—3,000,000 
1956—4,000,000 


Television is show business, and show business has 
made good copy for 2,000 years. Ever since 
Sophocles set Athens on its ear with his Oedipus Rex, 
citizens—and even barbarians—have hungered 
for news of the world of amphitheatron, coliseum, 
stage, screen, radio—and television. 


Since 1953, TV GUIDE has been bringing the news 
of television and its people to millions of American families — 
four million families at latest count. 


TV GUIDE is not a fan magazine. Its standards of editorial treatment 
are two: accuracy, authenticity. Together they have won for 
TV GUIDE the fastest growing magazine circulation in the world. 


America's Television Magazine... 
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Fellows Urges 


Broadcast Women 


to Help with PR 


Boston, May 1—Women broad- 


|either subscribe to or abide by the 
recommendations of the television 
|code and the radio standards of 
practice.” 

Mr. Fellows asked that AWRT 
members “voluntarily seek to as- 
| Sist the industry at large in the 
|solution of this major problem. 

“If you are a writer, you can 
|place before your management a 
|proposed series of announcements 


eet eee 


Advertising Age, May 7, 1956 


casters have special virtues and or programs which would be con- 
talents which “commend them for |trived to achieve the same objec- 


duty in the general area of public 
relations,” Harold E. Fellows, 
president and chairman of the 
board, National Assn. of Radio & 
Television Broadcasters, told the 
600 delegates to the fifth annual 
convention of American Women in 
Radio & Television at the opening 
banquet of their four-day meeting 
last week. 

“Women who have managed to 
advance themselves, through sheer 
determination and application and 
ability, to positions guch as those 
held by many of you, have acquired 
along the way, whether they rea- 
lize it or not, many of the arts and 


skills of the public relations prac- | 


titioner,” Mr. Fellows said. 
“These are arts and skills which 
are badly needed in the broadcast- 
ing business today,” he declared, 
“ .. for the need is great, and evi- 
dence of that need is all around us. 
“We find it in the incidence of 
criticism of radio and tv, which is 
rising at an alarming rate—criti- 
cism of the amount of ‘violence,’ 
in certain areas of programming; | 
criticism of ‘bait-switch’ advertis- | 
ing—which may exist in isolated | 
examples, but which has been in- 
flated to proportions that misrep- 
resent the actual condition.” 


e He added that there has also} 


been “criticism of over-frequency 
and over-length of commercial 
copy and criticism because too few 
of the nation’s television broad- 
casters and radio broadcasters 


the station 
that made 
ROANOKE 


VIRGINIA‘S 
NO. 1 
TV MARKET 


70.2% 


station share 
of sets... (ARB) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 


tive. 

“If you are identified with an 
jadvertising agency, you can re-| 
jnew your efforts—and inspire! 
| your colleagues to renew theirs—| 
|toward the preparation of better 
| selling copy, whether it is to be 


used in radio or in tv.” 


# Mr. Fellows pointed out: “Re- | 
|cently, there have been public ut- 
terances to the effect that there| George E. Kendall, 
should be a nationwide monitoring | ©!€cted president of the Interna- 
‘system sponsored by government | ional Advertising Assn., doesn’t 
‘to check up on the program and |'esemble—even slightly—the ster- 
|advertising content of radio and/| eotyped advertising man celebrated 
| television networks and stations. m movies and novels. , ? 
| “When responsible people in high} A ‘aciturn Missourian, with a 
|places make such proposals, I am|'@PUutation for candor, Mr. Kendall 
sure they do it with a sense of | bas never worked for any company 
alarm. So, in addition to telling the | Other than General Electric. 
positive story about broadcasting’s| More specifically, he has never 
great contributions, each of us|W°rked for any other GE division 
must bend every effort, day by day | but International General Electric 
|and hour by hour, toward making|©®» where he is now manager of 
lit a greater medium of informa- advertising and sales promotion. 
His entire working life, in other 
words, has been spent in inter- 


American people.” 


rs and entertainment for the! 


national advertising. 


You Ought toKuow . » G.E. Kendall 


since. He left the company for five 
years during the war, serving as a 
stateside Army staff officer in 
military intelligence and public 
relations. He rose to the rank of 
lieutenant colonel. 

Mr. Kendall’s Missouri-style 
fondness for understatement some- 
times masks the importance his 
job has taken on in the past 20 
years. International GE pioneered 
in marketing overseas—beginning 
|in the 1800s—and its foreign busi- 
| ness now makes a healthy con- 
| tribution to GE profits. 

Mr. Kendall oversees the promo- 
tion of GE products in 136 mar- 


“All business is local, even in international marketing.” 


|“ignorance of the rest of the 
world.” He believes Americans 
| have something to learn overseas. 

He makes the point that “all 


newly ment, a position he has held ever >USiness is local” and says it’s a 


case of “adapting our know-how to 
their needs.” 

| “We can’t be the know-it-alls,” 
he adds. 

International GE moved its ad- 
|vertising headquarters down to 
|New York in 1949, and the Ken- 
| dalls took a house in Hartsdale. 
Mr. Kendall says commuting life 
|has robbed him of free time. He 
jused to do more golfing and he 
jused to fool with photography 
much more than he can now. He 
does do “a little gardening,” and 
he also coaches a baseball team of 
12-year-olds, as part of the Dad’s 
'Club activity in Hartsdale. 


Safeway Combats 


Mr. Kendall is conservative by 
nature. He is known in the busi- 
ness for his steady, workmanlike 


Trading Stamps 
| . ’ * a 
With ‘Gift’ Program 

New York, May 1—Safeway 
Stores’ “new approach” to trading- 
stamp competition will bring “sub. 
stantial savings in legal and ad- 
vertising costs,” Milton L. Selby, 
Safeway president, told the New 
York Security Analysts last week. 

The company has decided on “an 
aggressive promotion and price 
program” to meet stamp competi- 
tors, he said, in place of the “di- 
rect approach” of all-out attack it 
used in the past. 

Another major change in the 
company’s merchandising policy, 
Mr. Selby said, involves “in- 
creasing the assortment of na- 


qualities. No one has ever accused 
|him of gilding the lily or flying 


|off the handle at the slightest pro- 


vocation. 
® “I’m probably the most uncolor- | 
ful person in advertising,” he says, 
with a wink of his eye. 
Mr. Kendall was born in Nap- 
ton, Mo., in 1908, went to high 
school in Hannibal and then at- 
tended the University of Missouri. | 
He was graduated from the school | 


‘lof journalism in 1934. 


He decided early what he 
wanted to do. He majored in ad- 


vertising and minored in Spanish, | 


and putting the two together he 
came up with international adver- 
| tising. 

| He landed a job with Interna- 


The Kendalls have two sons, a 
12-year-old boy and an 18-year- 
old who is now serving with the 
Army in Germany. 


ket areas. This includes promotion 
for both consumer and industrial 


TIRED OF 
DIGGING FOR 
MARKET DATA? 


“We can’t be know-it-alls.” 


(> SNe | 


tionally advertised brands carried | tional General Electric after his 
in our stores” and reducing the | graduation. (On graduation day he 
number of private or “sponsored” | married a girl who had been a fel- 
brands. |low student in journalism school.) 

Mr. Selby noted that Safeway is| Mr. and Mrs. Kendall went to 
now facing new trading 
competition in the New York area|department of International GE 
and that it is trying to meet it by| was then located. The department 
advertising free gifts. These are| had only six employes at that time, 
given to housewives who save 


}and Mr. Kendall handled a variety 
cash register receipts covering a| of assignments, ranging from writ- 
;specified dollar amount of pur-|ing sales promotion letters to edit- 
|chases. Asked whether this is not| ing a house organ. 

|similar to a stamp plan, Mr. Selby | 

said it is “less permanent. Once | s Two years after he arrived, Mr. 
you get into stamps,” he said, “you| Kendall was named head of Inter- 
;can’t get out.” ‘national GE’s advertising depart- 


|@ Safeway is currently running) 
| free gift advertising here in major | 
peng: we dailies every Thurs- 
day. The division office places the 
advertising direct. It broke for the 
first time yesterday. 

Mr. Selby said that Safeway’s| 
net in the 12 weeks ending March 
24 was $4,397,136, compared with 
$2,513,010 in the comparable period 
of 55. He said he “would be dis- 
appointed if the company doesn’t 
boost its profits in 1956 at least 
55% over last year’s $13,621,803.” 


‘Free Press’ Promotes 
‘America’s Motor Empire’ 

The Detroit Free Press has de- 
fined the Detroit area as “Ameri- 
ca’s $9% Billion Motor Empire” 
comprising 15 southeastern Michi- 
gan counties. The $9% billion is 
the estimated spendable income of 
the people in the area. The Free 
Press plans a campaign in trade 
| publications about this retail mar- 
ket for late April and May. 


stamp | Schenectady, where the advertising | 


—— 


“I’m probably the most uncolorful person 


products. International GE exports 
products made in this country and 
also supervises subsidiary manu- 
facturing operations in six coun- 
tries. There are now 27 employes 
in Mr. Kendall’s advertising de- 
partment. 


me There is at least one subject 
which will get George Kendall’s 
Missouri dander up—pompous ut- 
terances about how important it is 
for Americans to teach foreigners 
about advertising. 

Mr. Kendall feels there 
tendency to over-emphasize 


<< 


the 


NG 


in advertising.” 


No need to waste time 
and energy. The 556-page 
Annual Market Data & 
Directory Number of In- 
dustrial Marketing gives 
you all the basic market 
data about every major 
trade and industry in the 
U.S. and Canada. 
Delivered to all IM sub- 
scribers without extra 
charge on June 25th. One 
year trial includes monthly 
copy of IM plus MD&DN 
—only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 


OO 
COMPANY — 
a 
city 


= 
$3 enclosed 
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Latest Television and Radio Ratings 
National Nielsen Ranking of Radio Shows 


Nielsen Network TV Ratings 
Two Weeks Ending April 7, 1956 


All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 | Love Lucy (General Foods, Procter & Gamble, CBS) ............ccccccccccsneeceenee 15,900 
2 $64,000 Question (Revlon, CBS) .........ccccccccscesssssseseeseeeesseecessenees 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
4 Disneyland (American Dairy, Derby Foods, American Motors, ABC) ........ 15,269 
5 Greatest Show on Earth (General Foods, CBS) ........cccccccccccceccceeeeeececeeseceneeee 
6 December Bride (General Foods, CBS) ...........00000. , 
7 Jack Benny Show (Lucky Strike, CBS) .o.......cccccccccccccceeeeeee 
8 Perry Como Show (Several sponsors, NBC) .........c..cccccccccesseseeseeseenenee 
ee 
10 Ford Star Jubilee (Ford Motor Co., CBS) .......c.ccccccccssessssssserssssesserererersserees 
PROGRAM POPULARITY? 
Homes 
Rank Program (%) 
1 1 Love Lucy (General Foods, Procter & Gamble, CBS) o0...............cccccccceeeeeeseeee 46.9 
1 $64,000 Question (Revlon, CBS) 46.9 
2 =| Love Lucy (General Foods, Procter & Gamble, CBS) ................6ccccccceeee 46.8 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........ccccccccecseesceeeeseneeneenee 46.8 
4 Disneyland (American Dairy, Derby Foods, American Motors, ABC) ............ 45.0 
5 Greatest Show on Earth (General Foods, CBS) 2...........ccccccccceeeccceseseeeeeeeseenee 43.8 
6 December Bride (General Foods, CBS) ...... 
7 Jack Benny Show (Lucky Strike, CBS) .......... 
8 Perry Como (Several sponsors, NBC) .......... 
9 Ford Star Jubilee (Ford Motor Co., CBS) ooocccccccccccccccseee 
10 You Bet Your Life (DeSoto-Plymouth, NBC) 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 | Love Lucy (General Foods, Procter & Gamble, CBS) .........c..cccssesseseesnenee 15,198 
= © I I i sk cal caicaceslieacbeebninaecnindseaialentiohas 
3 December Bride (General Foods, CBS) 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) o............ccccccccsesseseeneseeneene 12,671 
S Jack Benmy Show (Lucky Strike, CBS) ......ccccccrccsrsecsccccccessccsccsenscessccssosecses 12,390 
6 Disneyland (American Dairy, Derby Foods, American Motors, ABC) . 12,180 
Fam GET, TEED screen evseenesvicntsceitcscccrninsevenscsntsscasincotantbosionsse 11,337 
8 You Bet Your Life (DeSoto-Plymouth, NBC) ............cccccseccessseeseseeeneneeneneeee 11,302 
9 Greatest Show on Earth (General Foods, CBS) .. 11,267 
10 Tm Gt A Gert GE 0 Gem, GID cccectsn nce cescesscevccnnsisicecnesccosserstensone 10,706 
PROGRAM POPULARITY? 
Homes| 
Rank Program (%) | 
1 1 Love Lucy (General Foods, Procter & Gamble, CBS) ..........-:.ccccesceseseeeeee 448) 
DS eee ae, CD ceccccrecceestinngrinensstensossnsnqasonssxe Biche ahd, A 43.7 
3 December Bride (General Foods, CBS) ..........ccccccccseeneensseeeeeeenne 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
§ Jack Benny Show (Lucky Strike, CBS) ......0....0....ccccccrrsssorerssecrsrcersessessessceseneese s 
6 Disneyland (American Dairy, Derby Foods, American Motors, ABC) 35.9 
7 Greatest Show on Earth (General Foods, CBS) 
mE SE. Te ccsesrsserie vn ccrittctrcecienensictcnsnesenisisinnessnsmsssnsacnnvenanersony 
9 You Bet Your Life (DeSoto-Plymouth, NBC) ... 
2 Peo Gat A Gioped GE A Bm, GOD), cccrnncmeiicmeenncninicitinmnmnn 
*Homes reached by all or ony part of the program, except for homes viewing only one 
to five minutes. 
**Homes reached during the average minute of the program. 
tPercented ratings are based on tv homes within reach of station facilities and by each 
program. 
Videodex Network TV Ratings | 
Week of April 1-7, 1956 
Copyright by Videodex Inc. 
Rating 
Rank Program (%) | 
1 $64,000 Question (Revion, 164 Cities, CBS) ....cc--cco-ssnoneemnsnennnneeennenenaneene 34.1 | 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, 157 Cities, CBS) .............cesee 34.0) 
3. Dragnet (Chesterfield, 163 Cities, NBC) ............cccsesessenernenennsrnennnnnneres 31.8 
4 1 Love Lucy (General Foods, Procter & Gamble, 153 Cities, CBS) 31.7 
5 George Gobel (Armour, Pet Milk, 159 Cities, NBC) .......:cccssesereeesenenees 30.5 
6 Perry Como (Several sponsors, 121 Cities, NBC) 29.4 
7 Red Skelton (S. C. Johnson, Pet Milk, 98 Cities, CBS) .....ccccccccsccccsssesessnues 29.3 
8 GE Theater (General Electric, 142 Cities, CBS) .......:ccccccccsseescreneeeereeeeeteenes 29.2 
9 Disneyland (American Dairy, Derby Foods, American Motors, 178 Cities, 
po NE OR OEE ES RES AS EE 29.1 
10 The Honeymooners—Jackie Gleason (Buick, 154 Cities, CBS)... ee 
Homes | 
Rank Program (000) | 
1 $64,000 Question (Revlon, 164 Cities, CBS) ........-s..cssssseesseesseeseesseeseesneensess 12,597 | 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, 157 Cities, CBS) ............0 12,231 
3 Disneyland (American Dairy, Derby Foods, American Motors, 178 Cities, 
DEIBED a cnccnsasnscisnievssonisniitsiencsiiigndasaiaassaiel tintin staiiaiaiviglisitincanenithiiniiate 10,906 | 
4 Dragnet (Chesterfield, 163 Cities, NBC) .......cccccccecseseesesensnsenennennssnanenennecnnnnes 10,902 
5 1 Love Lucy (General Foods, Procter & Gamble, 153 Cities, CBS) .. 10,901 
6 George Gobel (Armour, Pet Milk, 159 Cities, NBC) ......cccseeserencnceceeerenees 
7 The Honeymooners—Jackie Gleason (Buick, 154 Cities, CBS 
8 GE Theater (General Electric, 142 Cities, CBS) ..........ccccccecsersseeererenesneeeenneene 
9 December Bride (General Foods, 176 Cities, CBS) ...........ccccccccecceeeeeeeneeeee . 10,058 
10 You Bet Your Life (DeSoto-Plymouth, 154 Cities, NBC) ........:csrsereenne 9,971 | 


Two Weeks Ending March 24, 1956 


All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current Homes* 
Rank Program (000) 
EVENINGS, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (799) 
Tm Re iy BG, GD ea cacarcenersctiscescnttnetissiassanentccisenvisavssinn 1,974 
Dt, CR ernrrinttnncecicisnisscnensictnccnsssesinssntivensiciosinitsenstnanenitanesi 1,880 
is CI iaiectain di abartinieincensiteitincectiereiceesesientccidiieimnnintiinceie 1,786 
ime Derry GE Cr, CD iiss cccncecacccctscncccessssnsvenitoccasccesoonnse 1,645 
S Perms Avw Ferrey Crartlepatinm, PORG) onsecccccccccsccccscsssecscscscscssscssstscccssvessooses 1,598 
6 Gunsmoke (Liggett & Myers, Sunday, CBS) oo....o.ccccccccccccccccesseessessensenennees 1,551 
FP Fe Gy FO accesses ensecncscctensetnstnctsntcincentisntnsctesnstoonss 1,551 
Re ee SE 1,504 
9 News & Gene Autry (Wm. Wrigley Jr. Co., CBS) .....cccccccccccccccseeseseeeeneneene 1,504 
0 You Bet Your Life (DeSoto-Plymouth, NBC) ..........cccccccccscesesseseesessessesrenenenenees 1,457 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (752) 
1 News of the World (Miles Labs., NBC) ..........:c.ccccccccccccssssssceeseeeseensserarerenens 1,692 
2 One Man's Family (Participating, NBC) ............csssssesssessesensesseecneeneesneneeee 1,692 
SD a Ti Be ie I eiladiescncictecscanenicecicteieciinciteniiccennes 1,316 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,363) 
1 ~~ Helen Trent (Toni, Monday-Friday, CBS) .............ccccccceeeeeecees ; 2,209 
2 Helen Trent (Toni, Monday & Wednesday, CBS) 

3. = Arthur Godfrey (Corn Products, 10:45, CBS) ............ 

a EN en 

SB — arg Were CU Maral, GIR) caneresieteccccncscsencssccnscscccscccccccccnsessesenszscse 

6 Guiding Light (Procter & Gamble, CBS) 

7 Young Dr. Malone (Toni, Tuesday & Thursday, CBS) ...........:cccccceeeseeenenes 2,115 
8 Wendy Warren (Hazel Bishop, CBS) ...........ccccsssssessesseseseesenreeneeees ; 2,068 
9 Wendy Warren (Standard Brands, CBS) ...........cssssesesserseesenersereeneees 2,068 
10 = Arthur Godfrey (American Home Products, 10:45, CBS) ................ 2,021 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 

1 Woolworth Hour (F. W. Woolworth Co., CBS) .o...cccccccccccccccceeeesceseeeseeesneeees 

2 Your Nutrilite Theater (Mytinger & Casselberry, NBC) 

ane. To Sr Bs, GE ccechnactniiancitstnecsinatitinereetcintinecseinnte 987 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (752) 
0 @emamnahee Glatt &. Dapeng GIG) ccccrcessstossnvevccsotnccncsescesescesconctecpeonsbesss + censvece 1,833 
S —Matropeliten Grave (Reman Cony ABC) nccccccosemsscesvessscccssesscccstesccsccscsccscssovssccese 1,739 
3 Robert Q. Lewis (Milner, CBS) ........ 1,551 


*Number of homes reached is based on 47,000,000, the estimated March, 1956, total 


of U. S. radio homes. 


tHomes reached during all or any part of the program except for homes listening 


only one to five minutes (formerly designated the ‘Nielsen-Rating”). For five-minute 


programs, homes listening one minute or more are included. 


WELL, SHE'S MARRIED, MOTHER. 
NOTHING TO DO NOW EXCEPT SELL THE 
SUMMER PLACE TO PAY FOR THE THINGS 
SHE SAW IN BRIDES MAGAZINE. 


FIRST IN THIS MARKET 
OF HEAVY SPENDERS 
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THE $250 MILLION 
GIVE-AWAY SHOW! 


by 
John Pepper 
and 
Bert Ferguson 


A Quarter of a Billion Dollar 
Market is available in the Mem- 
phis Negro Trade Area! Natur- 
ally, the $250 Million Question 
is: HOW YOU can get in on the 
cash award? Here’s the answer. 
WDIA’s 50,000 watts and con- 
sistent top-ratings control, al- 
most to monopoly, Negro con- 
sumer contact in this section of 
the South. 


Specialized Market 


There is, within WDIA’s ra- 
dius, a total of 1,237,686 Negroes 
—nearly 10% of the entire Ne- 
gro population of the United 
States. They will earn in excess 
of a quarter of a billion dollars 
in 1956, and they will spend 
80% of their income on such 
commodities as coffee, -deter- 
gents, drug supplies, and soft 
goods. WDIA is meeting this 
specialized market with custom- 
ized sales promotion for name- 
brand merchandise, as: 


Carter’s Liver Pills . . Borden 
. « Maxwell House Coffee .. 
Cheer . . Kellogg . . and 
Colgate Dental Cream. 


Specialized Station 


WDIA can channel your sales 
messages directly to ready- 
made, loyal audiences. WDIA 
operates its 50,000 watt station, 
exclusively for Negroes. Pro- 
grams feature only Negro taient 
—announcers, MC’s, disc jock- 
eys, musicians, and home econ- 
omists. Listeners, with a quarter 
of a billion dollar pay check, 
feel that WDIA is their station. 
They respond to Negro stars 
with racial pride and support 
products, which they represent, 
with stout fidelity. 


Market Development 


Moreover, this market poten- 
tial is just developing. As in- 
dustry moves more and more 
rapidly to this section, Negroes 
become a stronger integral fac- 
tor in the expanding economy. 
They are evolving a social con- 
sciousness, elevating their stand- 
ard of living, constantly buying 
more and better goods. 


Market Foundation 


The market foundation is, al- 
ready, an established order. 
WDIA can sell your consumer 
goods over radio programs that 
offer more opportunities than a 
Give-Away Show. You ask the 
questions, we furnish the an- 
swers on how to win your share 
of a $250 Million Market. Send 
your name and address, on your 
letterhead, today. We will mail 
to you irrefutable facts and fig- 
ures, along with your bound 
copy of, “The Story of WDIA”! 


WDIA is represented nation- 
ally by John E. Pearson Com- 


pany. 


General Manager 


PPS Sa alee 


Commercial Manager 
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|homesickness for “the old place.”| vertising, the public tends to de- 
And all of them believed that their| preciate all advertising. 

|years at Biow had made them es- | “3. Enlarging the consumption 
pecially qualified for success in|of liquor undermines the health, 


The Voice of the Advertiser 


Motivational Diner Finds Logic Need 


Not Necessarily Interfere with Diagnosis 

To the Editor: In your April 9) article in which Dr. Ernest Dichter 
issue there appeared a fascinating! was quoted as saying that it’s pos- 
sible to gauge a person’s character 
—even his sexual tendencies—by 
'observing his preferences in food. 

The article was so fascinating 
that, at lunch one day this week, I | 
eavesdropped on a man sitting at) 
‘the next table. He started his meal | 
with sliced orange, which, accord- | 
ing to Dr. Dichter, tabs him as bi- 
sexual. | 


r 
HE CAN HELP YOU 


If you're looking for 
Nationol Distribution 


At first disturbed by the thought! the close of the Biow Co. (AA, | 


that I had run across a gastronom-| 
ical pervert, I was temporarily re-| 
assured by my subject’s choice of 
entree. He selected chopped steak 
and potatoes, both decidedly mas- 
culine dishes, so I realized I had 
misjudged the fellow. His orange 
jag was just a momentary aberra- 
tion—or perhaps the waiter had 
garbled his order. 

However, my relief was short- 
lived. No sooner had my man es- 
tablished his virility than he pro- 
|ceeded to lose it, through dainty 
|injections of cake—‘‘the most fem- 
inine of foods’”—and tea, also fem- 
inine. 

His behavior might have baffled 
some people, but I happen to be a 
jveteran of several expeditions 
|through the motivation research 
|morass. I am not easily bogged 
|down by logic. My subject obvi- 
|ously was a highly masculine in- 
dividual with pronounced feminis- 
tic traits and a slight tendency 
toward hermaphroditism. 

Reminds me of the time I saw a 
man driving a black-and-yellow 
|Packard convertible. Using my 


Barney Kingston 
Merchandising Director 


If you're a manufacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the inde- 
pendent direct selling field this may be 
the most important message you ever 
read. 

You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many foreign countries. 

The service of our experienced merchan- 
disinag stoff is available at no cost. 
They'li analyze your product, see if it 
has resultful direct selling possibilities. 
if your product qualifies they'll present 
a 32-year sales-tested plan for speedily 
giving 48-state distribution—a plan that 
starts over 50 new companies every 
month . . . many of which now do a 
multimillion dollar business. 

Don't lose another day's soies. Write 
now to Barney Kingston, Merchandising 
Director, Dept. A-199, Opportunity Mag- 
azine, 850 North Dearborn Street, Chi- 
cago 10, IIinois. “s 


This department is a reader’s forum. Letters are welcome. 


motivation research chart, I quick- 
ly identified the chap as a wealthy 
(Packard), middle-income (con- 
vertible), conventional (black), 
bohemian (yellow), conservative 
(Packard), liberal (convertible), 
youthful (yellow, convertible) old 
man (Packard, black). 

MEL GRAYSON, 

Metuchen, N.J. 


Biow Alumna Adds 
a Personnel Touch 
To the Editor: Your article on 


April 9), reported in truthful de- 
tail the “facts” of the recent, head- 
line-making history of the agency. 
But to one who spent nine years 
working for Mr. Biow and his ex- 
ecutives (in capacities ranging 
from clerical to “second-string”’ 
executive) some very important 
things were left unsaid. 

From the point of view of per- 
formance, the agency’s stature is 
best attested by the confidence of 
the Procter & Gamble Co.—a de- 
manding client—until the day of 
Mr. 
doors of his shop. But it is in the 
area of less tangible accomplish- 
ments that something needs to be 
said for a unique organization. 

In a business that traditionally 
attracts only superior personnel, 
the Biow agency further refined 
the process by employing the most 
able men and women within their 
profession. As advertising people, 
and as individuals, it was a pleas- 
ure to know and work with them. 

Mr. Biow was able to instill in 
his key executives, and they in 
turn were able to impart to the 
people under them an intense drive 
toward top performance that made 
each problem a personal challenge. 
(And this desire for perfection ap- 


plied equally to the execution of| morally outlaw business, and legal’ b. 


a new copy story and a statistical 
tabulation in the research depart- 
ment.) 

This respect and devotion to 


their work was “the Biow spirit.” | 


Biow’s decision to close the} 


their profession. 

I think that even those ex-Biow 
men whose departure was not vol-| 
untary would admit to such feel- 
ings on occasion. 
| In addition to the substantial} 
bank account you chose to men-| 
tion, the knowledge of what he 
contributed, either directly or in- 
directly, to these individuals, as 

well as to the advertising profes- 

sion, should be a source of con- 

tinuing satisfaction to Mr. Biow. 
HONEY FRIEDMAN GOLBY, 

Wilmington, Del. 

e 7 


Ad Agency Head Favors 
No-Liquor-Advertising Bill 

To the Editor: As a long-time! 
| subscriber I have noted that your| 
\“reader’s forum” page often con- 
tains letters expressing views 
quite at variance with the custom- 
ary viewpoints. 

This precedent encourages me to 
| believe that you may care to pub- 
|lish the text of the enclosed letter 
|which was sent to some of the | 
| members of the congressional com- | 

mittee that has such matters in 
hand. 
R. H. Byrum, 
Owner, Byrum Advertising 
Agency, Denver. 


Mr. Byrum’s letter urging pass- 
age of a bill banning advertising 
of alcoholic beverages reads: 

“Regarding the Siler Bill (HR) 
4627), I’m sure you will be glad) 
| to know that all advertising people 
are NOT opposed to the provisions | 
of this bill. 


power to get this needed legislation 
enacted into law. 

“The arguments of the adver- 
tising organizations in opposition 
jare faulty, in my opinion. 
| “Here’s my three big reasons for 
| favoring such restrictions as this 
proposed law provides: 
| “1. The liquor business 


is a 


in only a limited sense, It’s illegal | 
|for minors. It’s illegal on election | 
|days. It’s illegal in thousands of 


| local option communities. 


“2. Advertising of liquor is the 


“I urge you to do all in your | 


the morality and the well being 
of our nation. 

“I believe it is your obligation as 
a guardian of the public to support 
jsuch legislation as will restrain 
evil and protect the weak.” 


Miami Bank Ads 
Personalize the Logo 

To the Editor: It’s always dan- 
gerous to claim “a first.” How- 
ever— 

For years business men have 
closed their letters with a sign-off 
|such as “Very truly yours” or 
| somesuch. 
| Yet, for some reason, the use of 
a similar device (tied in with 
their name or logotype) in adver- 


HoMmE 
REPAIRS? 


Don’t delay—they may 
cost you much more 
later! Finance your 
home repairs through 
alow-costloan with us. 


RIVERSIDE 
BANK 


12th AVENUE NEAR FLAGLER 


Phone 82-5451 
MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


| tisements has not been in evidence. 
| Riverside Bank—progressive Mi- 
jami, Fla., institution—is launch- 
|ing a series of small-space news- 
paper advertisements which “per- 
sonalize” to some degree the 
| signature or logotype. 
We thought reproduction might 
newsworthy. 

ALLAN C. GOTTSCHALDT, 
President, Gottschaldt & Asso- 
ciates, Miami. 


I have talked to Biow alumni a| most deceptive of all advertising. | 
year after they left the agency for|If the end result of its use were 
positions of greater stature and) publicized, few would drink the 
much greater remuneration and| stuff. Because of the untruthful) 
every one of them confessed to a| implications inherent in liquor ad- 


Bank Ads Illustrate 
Leadership in Community 

To the Editor: Combining in- 
teresting historical information 


Jt will provide you with the sharpest, cleanest film or 
prints you have ever seen for the production of printed 
material. 


| 


It will afford you exceptional savings in such areas as 
the production of large display type or unusually small 
composition. 

. - . - . | 

It will favorably compete and give you a far superior | 
product in other areas. 


These are only a few of the many advantages of 
Warwick Photocomposition. For instance, if it will meet your | 
requirements, we can set type directly on photographic paper 
instead of film (one copy only) and effect exceptional savings 
in composition. 


If you haven’t investigated photo-typesetting by 
Warwick you have overlooked one of the most promising 
methods of saving money on many types of composition. 


Write or wire for complete information. 


*Intertype Fotosetters 


with direct selling of services was 


LAKE SHORE 


phone SEeley 8-1010 


the goal set when we first started 
to develop the enclosed series of 
newspaper advertisements for our 
|client, The First National Trust 
jand Savings Bank of San Diego. 
| Basic idea behind the series was 
jto tell the story of continuing 


“PROGRESS IS OUR BUSINESS 
i 


First Nationa! was the {ist bank on the 
Pacihe Coast to ‘mance sutomobeies 


leadership by San Diego County’s 
oldest bank—but we went into 
| the program determined to avoid 
the danger of coming out with ad- 
vertising that would be “merely in- 
| stitutional.” 

Extensive research went into 
preparation of the ads to be sure 
that illustrations would be accurate 
down to the last detail, and his- 


ELECTROTYPE DIV. 


1224 W.Van Buren St., Chicago 7, Ill. 
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torical facts were double-checked, ; what has he “spent”? To my mind, of strong coffee). rapidly. noyed The Creative Man 
too. nothing—any more than he had Caffeine is a stimulant. Caffeine The stimulant action of caffeine Rospert M. SHERMAN, 
Another interesting phase of the “spent” money in stocks in order sodium benzoate is used by the is the basis for the “lift” we get Madeleine de Martel Cosmet- 
campaign was the plan to keep pro- | to realize a gain—with, of course,| medical profession during some) from coffee and tea. All other ics, New York. 
duction costs to a minimum and at much less risk in the former. cases of shock. Studies have also| material in the beverages is im- ” 
the same time maintain maximum It amazes me how often in my shown that many people do better portant only to our sense of taste| 
quality. This was achieved partially own conferences with clients and|typing and similar work when |and smell. 
through the use of 65-screen Velox | prospects the whole complexion of | given 1% grains of caffeine. | Unfortunately, Lipton is afraid 
prints, enabling us to get line cuts|such talks changes for the better) The cola people know this, and/to say this, since caffeine has been 
instead of half-tones. after conveying to them this vast |Coca-Cola and other drinks con-| given a black name as a sleep- 
Just prior to the launching of the | difference between spending and tain caffeine as a stimulant. In-|robber by Sanka and other de- 
' campaign in the San Diego Union| investing-values. terestingly, caffeine is not retained | caffeinated beverages. Hence, the 


and San Diego Evening Tribune, 


This, of course, is not to imply|by the body, but excreted fairly| double talk in the ad, which an-| 


the ads were reproduced in the en-| justification of clients or agencies 
closed booklet, scaled down from| wasting certain appropriations due 
their actual size—6-columns x 16| to inept or incomplete work, or) 


inches. The booklets were distrib- | sheer 


indifference to a_ specific 


uted by the bank to its directors, | advertising requirement—in which 


officers and shareholders, as well 


as to key community leaders. Each | 


was personally signed by George 
W. Sears, vp in charge of adver- 
tising and public relations. 
CHARLES C. RAMSEY, 
The 
San Diego, Cal. 
© 7 . 


Considers ‘Invest’ More 
Accurate than ‘Spend’ 

To the Editor: I wonder if I 
couldn’t add my mite to the revi- 
sion of word-usage which seems 
to be prevalent these days. 

One important word that occurs 
to me is “spend,” as used in rela- 
tion to advertising appropriations. 

Almost invariably we read that 
a client “spends” so much in ad- 
vertising. Agencies also frequently 
misuse that word when asking a 
client to determine the budget he’s 
willing to “spend.” Each promo- 
tional piece is usually met with 
the warning that “we’ve got to 
watch what we spend on this 
piece.” So it goes all the way 
down the line. 

May I humbly suggest that we 
in the advertising business re- 
frain from using that word and 
substitute, instead, the more ac- 
curate connotation: INVEST. 

Let’s put it this way: 

If I buy a suit for, say, $35 to- 
day (assuming I can afford ap- 
preciably more), I may be spend- 
ing money for something to cover 
my body, but which by today’s 
price levels I know cannot serve 
me in wear or appearance. Spend- 
ing, therefore, can and often does 
connote poor quality buying. Con- 
versely, when I expend, say, $75 
for a suit, I know I am investing 
in personable appearance with as- 
surance of good long wear. 

To get back to advertising: 

We know that no business man 
simply “spends” money in adver- 


case both client and agency lose. 


I hope the effort taken to submit | 


this suggestion will itself prove to 
have been time well invested, 


|rather than time spent. 


| 


Phillips-Ramsey Co., | 


Lou KASHINs, 
Lou Kashins Advertising, New 
York. 
e + 


Feels a Close Bond 
with Model Wiggam 

To the Editor: It was a deep 
pleasure to read Lionel Wiggam’s 
little autobiography in the April 16 
issue of ADVERTISING AGE. 

Ever since I first saw Mr. Wig- 
gam modeling a white shirt in 
Spiegel’s catalog some years ago 
I have identified strongly with 
him. Right then I bought four of 
the shirts—but my mirror told me 
that somehow with me they didn’t 
have the degagé elegance Wiggam 
gave them. 

I have enjoyed Wiggam’s high 
life in Vogue, The New Yorker 
and other public prints. With him 
I have flown around the world, 
looked admiringly down the cleav- 
age of ladies wearing Dior suits, 
played golf with VIPs .. . in fact 
I have lived the life which I felt 
nature intended me for. 

Now I know all about him from 
the pages of ADVERTISING AGE. 
There, I say, there but for 50 too 
many pounds, 18 too many years, 
$50,000 too little annual income, 
goes 

GEOFFREY HIGGINs, 

Van Auken, Ragland & Ste- 

vens, Chicago. 

P.S. And what a strong common 
bond! We both have the ugly syl- 


|lable IGG in our names. 


2 e + 

Explains ‘Lift’ in Tea 
To the Editor: The Lipton’s tea 
ad discussed in AA March 12 by 
The Creative Man was criticized 
unfavorably, because of its “perk- 


tising because he likes an agency |ing up” claims, and no explanation 
or a particular A.E. He’s advanc-| for such action, but rather, fatuous 


ing certain monies to sell 
product ...to “whisper” 
“shout” to the market, commen- 


his | statements. For some people, how- 
or | ever, 


a cup of strong tea does 
“brighten up” their spirits. That’s 


surate with his outlay. He’s truly} because a cup of strong tea has 


investing X number of dollars to 
bring in XX amount of sales. So 


| 


approximately 1% grains of caf- 
feine (the same amount as a cup 


NOW IS THE TIME 
TO BUY -MEs 


Now is the time . . . because, by the time you get your Eastman color 
film commercials produced and release prints delivered, motion pic- 
ture theatre attendance will be exceeding 70,000,000 people per week. 
Just imagine! You can reach a substantial part of that captive audi- 
ence of seventy million people a week with a made-to-order Eastman 
color film commercial. 

Remember, according to the Sindlinger Study of Motion Picture ‘ 
Audiences, approximately 60% are people between the ages of 15 < 
and 35, the spending years. . 
Also, when you use MPA-Screen Broadcasts Advertising, you are 
in company with several of the Top 100 national advertisers, and, in 
addition, you get such advantages as .. . 


1. PROTECTION AGAINST COMPETITIVE ADVERTISING. 


Only one advertiser for each product classification in theatres 
selected. 


2. MINIMUM COMPETITION FOR ATTENTION. There is a 
limit of 3 to 5 non-competing advertisers in a theatre for a 
full week. 


3. FLEXIBILITY. You can use as little as one theatre a week 
or as many as 16,000 theatres a week. 


4. DRAMATIC USE OF COLOR. Made-to-order Eastman color 
films can be produced in our modern air-conditioned studios, 
or in a studio of your choice. 


5. COVERAGE. A yearly cumulative audience that equals 90% 
of the persons in a community over 15 years of age who are + 
mentally and physically able to attend theatres. 


More information furnished on request 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 70 E. 45th St. 
New Orleans, La. New York, N. Y. 


MEREDITH Radio aud Teleuiston STATIONS fF 
attitiated with Detter Homes and Gardens aa Successful Farming magazins = 


SYRACUSE 


KANSAS CITY 
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JOHN BLAIR & CO. BLAIR TV, INC, 
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Macleod Weir 


CATS JuMP—“The Jazz Battle of the Century” took place in New York as the “Many- 
Splendoured Stompers” and the “Oldest Established Permanent Floating Jazz Band,” 
two admen’s jazz combos, fought it out (to a tie). But there were winners—the New 
York Herald-Tribune Fresh Air fund and the rehabilitation fund of Advertising Men’s 
Post 209, American Legion, sponsors of the battle for charity. Here, giving their all, 


Mitchel! 


COOL DUEL—The Jazz Battle goes on as Bob Mitchell, national ad manager of All Flori- 
da Magazine, and John Pratt, counsel for Kudner Agency, toot for the “Floaters.” In 
the center, “Stompers” fight back: Hal Davis, promotion director, and Larry Varvaro, 


Magazine, of the 


“Stompers.” 


Varvaro 


Advertising Age, May 7, 1956 


Pound Out Mean Beat in Solid Jam Session 


Lieber 


are Peter Wells, Famous Artists School, with a lighted cigaret behind his ear; Sandy 
Macleod, Lawrence C. Gumbinner Advertising Agency; Jack Weir, John H. Perry As- 
sociates; Paul Smith, partner in Calkins & Holden, all “Floaters”; Ed Salvas, control- 
ler, special products, National Biscuit Co., and Les Lieber, tv editor of This Week 


Pratt 


account executive, Kenyon & Eckhardt. John Bucher, Life promotion, and John Pratt 
get in a last blast for the honor of the “Floaters.” Battle score: A $500 check for the 
Fresh Air fund; $200 for Post 209. 


Brewer Uses McLaglen to Personify 
Texas Saga in Buccaneer Beer Debut 


(Continued from Page 2) |mumbers instead of labels, in 
brewery. Mr. Wilhelm is also chief; brown bottles so they could not 
of the Houston branch of Foote,|remember the color of one long | 
Cone & Belding, which handles the | enough to compare or differentiate | 
account. | it from the others. Then we went) 

| back a week later, and collected 
8 Victor McLaglen not only judged | questionnaires from the drinkers. 
beauty contests and regattas, but “The consumer test survey 
also made appearances at long-| showed there was a definite pre- 
shoremen’s union halls and at) ferential trend, strong enough to 
maritime and veterans’ hospitals. | justify our marketing the beer.” 
The beer commercials, featuring} The next step was to find a re- 
Mr. McLaglen in newspaper pages gion in which to market the beer. 
and radio and tv spots, began satu-| Wilhelm chose markets in which 
rating Corpus Christi. |Grand Prize, the brewery’s main 
What is behind this unusual ap-| product, was relatively weak. Then 
proach to introducing a new beer?| he began seeking a community of 
“Beer and beer advertising have| interest among the “weak-spot” 
been pretty much the same, with | areas. 
no more than one exception,” said | The area selected runs along the 
Mr. Wilhelm. “And that includes | Gulf Coast from Lake Charles to 
ours. Testimonial type advertising| Corpus Christi. If the new beer 
in connection with an irresistible| went over well, the marketing dis- 
(we hope) picture of a glass of the tribution could easily be extended 
beer and the name of the brand. | along the coast, from Brownsville, 
“We decided that the best way to! Tex., to the Florida keys. 
get a bigger share of the market, 
in such a competitive field as beer,| ® “To fit my marketing formula I 
was to make a different product,| had to find a community of interest 
then find a different way to pro-| that would embrace all the inter- 
mote it. ests along the Gulf Coast,” Mr.| 
| Wilhelm said. 


| industrial area and is popular with; boxer who fought Jack Johnson 
| hunting and fishing sportsmen, Mr. (in 1909). He was a soldier in| for 12 to 15 brands of beer at 


“The tavern owner has space 


Wilhelm “decided to aim at the three wars, a big-game hunter in| most,” Mr. Wilhelm pointed out. 


leather-jacket trade.” 

(A few years ago Mr. Wilhelm 
conducted a weekly radio program 
on which he related tales of Texas 
history.) 

Buccaneer Days at Corpus Chris- 
ti would provide the perfect 
springboard, Mr. Wilhelm figured. 


| Besides, there is a Buccaneer hotel, 


motel or tavern in virtually every 
major city and resort up and down 
the Gulf Coast. 


|residents dressed as buccaneers 


® “Testimonial is the most effec-| 
tive advertising for an impulse 
product such as beer,” he pointed 
out. “You can do it inexpensively, 
as most breweries do, with an an- 
onymous figure who embodies the | 
sort of person you visualize your| 
average consumer to be, or to be 
interested in. 

“You can count on getting your 
share of the business that way,” he 
said. “To get more, you have to 
take it away from someone else— 
or he’ll take it away from you— 
since there is little addition to the 
consumer group from outside. 

“We decided to go all out for 
a really representative celebrity, 
symbolic of the kind of consumer 
we were trying to reach.” 

A former entertainer, Mr. Wil- 
helm sought a man whose public 


Africa, and a lover of boats and 
fishing. He has been in vaudeville, 
and in movies he usually has 
played an aggressive (but never 
bullying) man-in-the-ranks. 


| 


® Gulf Brewing Corp. also bought 
a boat—a 65-foot two-masted| 
schooner—which was renamed the 
“Buccaneer.” The boat is flagship 
of the Buccaneer Days regatta at 
Corpus Christi. From its decks! 


leaped to the docks and “overran” 
the town, to begin the week-long 
celebration. 

McLaglen appeared at the Cor- 
pus Christi naval air station, ad- 
dressed a Junior Chamber of 
Commerce convention, attended) 


“The off-premises-consumption 
market has room for more. There- 
fore we count it an achievement 
that within the first week of sell- 
ing, and before the campaign 
broke, we signed up 879 of the 1,- 
200 retail accounts in Corpus 
Christi.” 


s From Corpus Christi, the schoon- 
er “Buccaneer,” with Messrs. Mc- 
Laglen and Wilhelm aboard, sails 
up the coast for more appearances. 
Among them will be a stop at Gal- 
veston, which will coincide with 
that resort’s annual Splash Day. 
How successful the introduction 
of the new beer has been is indi- 
cated by the fact that Buccaneer 
captured 8% of the Corpus Christi 


meetings of longshoremen and ma-| market, Mr. Wilhelm reported. Re- 
ritime union groups and had his| peat sales reached 81% within the 
picture made with several beer| first few days and continued to 
retailers. hold firm. 


The brewer paid for Mr. McLag- 
len’s appearances in non-commer- 
cial activities. And in its advertis- 
ing of the new beer up and down 
the Gulf Coast, the brewer plugged 
Buccaneer Days at Corpus Christi. 
The sponsors of the celebration 
featured McLaglen as their star| 
during the introductory campaign | 
on Buccaneer beer. 

About two weeks before the 
opening of the drive, salesmen for 


“The retailer and consumer ac- 
ceptance of Buccaneer beer is far 
beyond my most optimistic expec- 
tations,” said Mr. Wilhelm. “We 
were shooting for some 4% of this 
market, but within less than three 
weeks the new beer hit 8%, even 
before our distribution was com- 
pleted.” 


Given Mfg. Names Oristano 
Given Mfg. Co., Los Angeles, has 


= “We started by producing a| 
heavier and darker beer. We con-| 
sumer-tested it among beer drink- 


Noting that the area has a com-| and private life included the kind 
mon historical tradition—that of| of activities that the leather-jacket 
Jean Lafitte and other pirates—|and outdoorsmen trade respected. 
He decided on Victor McLaglen. 


Gulf Brewing began bidding for | appointed Oristano Associates, New 


cooler space in the taverns and | York, as its public relations coun- 


|shelf space in the supermarkets|sel for the introduction of the new 


ers all over the state. They got a/and that it is a shipping area strong 
supply of the leading brands, with| on Jongshoremen and seamen, an 


Mr. McLaglen was a professional 


and drive-in groceries. 


Waste King automatic dishwasher, 
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200% between 1946 and 1955, 


$100,000,000 in Ads | while total output rose 85%. He 
Lifted Admiral Out of 2nticipates a continuation of this 


|relative rate of gain in the fore- 
4 + u's 7 seeable future. 
Obscuriiy 4 Siragusa | “We have learned that the more 
WASHINGTON, May 1—More than people have, the more they want,” 
$100,000,000 in advertising and) Mr. Siragusa said. “Top manage- 
promotion in the past 10 years has | ment is showing a growing aware- 
helped to put Admiral’s name in|ness of the importance of adver- 
the limelight, Ross D. Siragusa,|tising as one of the leading forces 
head of Admiral Corp., told the|to create the original spark of de- 
Advertising Club of Washington! sire which molds public tastes and 
yesterday. | brings prospective buyers into re-| 
He said that over one-half of| tail stores.” 
this sum has been spent in 1,500, Turning to the prospects for tv 
newspapers throughout the nation.|sets in the future, Mr. Siragusa 
“Our advertising investment in| predicted that 100,000,000 tv sets 
all media has played a leading part| will be sold in the next decade, 
in helping us to sell over $1.5 bil-| doubling the industry’s first 10- 


lion worth of electronic products 
and major appliances in a decade,” 


he said. “It also advanced the Ad-| 


miral brand from comparative 
obscurity to its present standing in 
this country as well as overseas.” 


® He said that the nation’s adver- 
tising budgets increased nearly 


a — 
5a aterest t0 you in (39g 


shopping centers 


>» 


ACB Newspaper Research Service 
brings you every advertisement 
you want to see that is published 
in daily or Sunday newspapers of 
the United States. You may have 
this service in complete tabulated 
and summarized report form; or 
you may make up your own reports 
from the full-page tearsheets we 
furnish you. 

With ACB Research Service, you 
know exactly what is being ad- 
vertised by your dealers; or your 
competitor's dealers; or the content 
and extent of releases by com- 
petitors in national advertising. 


ACB shows above how you can 
buy these services by markets; but 
you can order by your sales terri- 
tories; or even single towns. You 
may take these services continu- 
ously, or periodically. 

ACB Services are among the most 
useful tools in merchandising and 
distribution. They are so flexible 
that you can get exactly what you 
want in coverage—and in duration. 
Send today for catalog. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ewspaper 


ACB reads every advertisement in every daily 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. +* San Francisco 5 


ADVERTISING 
| CHECKING BUREAU 


year record. 
® He displayed before the adclub, | 
for the first time anywhere, Ad-| 
miral’s new 10” portable tv set 
which weighs 16% lbs and is 
|priced starting at $90. He credited 
automation and the printed circuit 
with making the new small set 
possible. 
| He forecast production of from 
| 1,500,000 to 2,000,000 personal sets 
| by the entire tv industry during 
the remainder of 1956, adding that 
| he anticipates a vast overseas mar- 
ket for the lightweight receivers 
because of their low cost. 
“Except in the U.S., Canada and 
|England, tv sales have barely 
|scratched the surface,” he said. 
| “The introduction of these new 
| personal models will enable prac- 
tically everyone with electrical 
|service in his home to own a tv 
|set. We have already rushed sam- 
ple personal receivers to our plants 
in Canada, Italy, Mexico and 
|Australia and plan to mass pro- 
duce them overseas as rapidly as 
possible.” 


More Ad Research 
Is Needed, Goodrich 
President Declares 


SEATTLE, May 1—Research in 
marketing has not kept pace with 
research in manufacturing, Wil- 
jliam §S. Richardson, president of 
B. F. Goodrich Co., told the Seattle 
Sales & Advertising Club last 
week. 

“When you consider the billions 
of dollars spent on product re- 
search and development and on 
engineering research and develop- 
ment, it is a sad commentary on 
our economy that we spend, by 
comparison, only a few cents on 
research in communications, sell- 
ing and distribution,” he main- 
tained. 

He acknowledged, however, that 
progress has been made on quanti- 
tative research in communica- 
tions. “For more than 40 years, the 
Audit Bureau of Circulations has 
given us a dependable measure- 
ment of our times at bat,” he said, 
“but the scoring of hits, runs and 
errors of advertising is a differ- 
ent matter. 

“One trouble with many adver- 
tising research operations is that 
they give the news—good or bad 
—too late,” he said. He advocated 
more pre-testing of advertising 
appeals, formats, methods and 
media. 


Fashion Features Formed 

Ben Ashell Associates, Kansas 
City, Mo., has formed a new 
company, Fashion Features, to 
publish and syndicate editorial 
type fashion advertisements for 
use by women’s apparel shops. 
The ads will be weekly fashion 
columns. 


|Jackson Heads ANA Unit 

John W. Jackson, manager of the 
advertising and sales promotion 
administration, Radio Corp. of 
America, has been named chair- 
man of the Assn. of National Ad- 
vertisers advertising budget con- 
‘trol task force. 


Donald 


WARM-UP—David M. Donald, of the market research staff of Young 
& Rubicam, New York, and Mr. and Mrs. Freeman Calkin, Calkin 


& Withenbury, Cincinnati agency, 


The occasion was the first meeting of the staff and all field repre- 
sentatives of Burgoyne Grocery & Drug Index, Cincinnati sales re- 


search organization. Mr. Don 


Mrs. Calkin 


Calkin 


gather for a pre-dinner discussion. 


ald was one of the speakers. 


Colgate’s Brisk 
Fluoride Toothpaste 
Gets National Push 


New York, May 1—A national 
advertising campaign broke last 
week for Brisk toothpaste, the 
Colgate-Palmolive Co. entry in the 
fluoride dentifrice market. 

Page ads ran in newspapers and 
four-color pages in magazines, 
headlined: “Colgate Brisk fluoride 
toothpaste hardens tooth enamel, 
makes teeth stronger, starts work- 
ing instantly to defeat decay.” The 
ads are virtually the same ones 
Colgate has been running in its 
West Coast test markets (AA, 
April 16). 

A sampling operation also is 
under way for the fluoride denti- 
frice. William Esty Co. is the agen- 
cy. 

Colgate thus becomes the third 
major toothpaste manufacturer to 
bring out a fluoride product—cause 
of considerable controversy across 
the country. While the heated con- 
versation has circulated more 
around the subject of fluoridated 
water supplies, antagonists of wa- 
ter fluoridation frequently point 
to the new dentifrices, saying they 
will fulfil the needs of those who| 
desire fluorides without imposing 
fluorides on people who are op- 
posed to the chemical. 

Dentifrice manufacturers have 


|resisted this reasoning, saying that 
their products cannot accomplish 
—particularly in the case of chil- 
dren—the same objective that 
fluorides in water can achieve. 
Also, some maintain, the toothpaste 
can do more for adults than the 
fluoridated water. 

Procter & Gamble’s Crest and 
Block Drug’s Super Amm-I-Dent 
are the two other fluorides now on 
the national market. Bristol-Myers | 
Co. is still testing its version 
called Sentry, in four markets. 


Oregon's Fair Trade Act 
Declared Unconstitutional 

The Oregon supreme court has 
ruled unanimously that the state’s 
Fair Trade Act of 1953 is uncon- 
stitutional and void as it applies) 
to non-signers of fair-trade con-| 
tracts. The opinion held that the 
act violated due process of law 
under the state and federal con- 
stitutions and constituted an un- 
lawful delegation of legislative 
power. 


Smolin to Associated Artists 

Jay Smolin has resigned as 
manager of advertising and pro- 
motion of NBC Television Films 
to take a similar position with 
Associated Artists Productions, 
New York, effective May 7. Mr. 
|Smolin, who has been with NBC 
for four years, will handle adver- 
tising, promotion and publicity in 
his new assignment. 


HIGHLY TRAIN 


are the key to engraving excellence, 
and we honestly believe that DOT 
men are the finest in the country. 

They are thoroughly familiar with 
the most complex engraving processes 
. .. aware of the printing methods that 
will be used . . . determined to produce 


not just a “plate,” but an engraving 


7, 
600 W KAN BU 


V4 
/ 


ba 


ED CRAFTSMEN 


that is precision itself—and produce it 
on-time to meet your schedules. 
Whether it’s a simple line cut, or a 
complicated color job... if it’s a DOT 
engraving, it’s as close to perfection as 
human skill and pride of workmanship 
can make it. So, next time, call DOT 
ENGRAVERS for complete satisfaction. 


>» 
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Names McLaughlin 
Rupert E. McLaughlin, formerly 


| executive secretary of the National 
| Assn. of Magazine Publishers, has 
| been named president of Downing 


Mail Advertising Co., New York. 
Edward L. Helmig, formerly gen- 
eral manager, has been appointed 
chairman of the board. Joseph 
Cavallero, production manager, has 
been named vp. The company re- 
cently was reorganized following 
the settlement of the estate of V. 
J. Smith, who died five years ago. 
Mr. Smith founded the company 
in 1910. 


Baker Publishes Rate Guide 

A. N. Baker Advertising Agency, 
189 W. Madison St., Chicago, has 
published the 56th edition of its 
annual “Advertisers Rate Guide.” 
This book lists display and clas- 
sified advertising rates and other 
data for magazines and newspa- 
pers through the U. S. and Canada. 
A free copy will be sent on re- 
quest. 


The Daily 


Newspaper, 
retains... a 


o>. 


advertising 
leadership in a 
changing world 


Ours has been an unique observa- 
tion post of advertising. 

For more than 30 years ACB has 
read every daily and Sunday news- 
paper advertisement published in 
the U. S. When ACB started this 
job, the headlines were telling of 
General Pershing’s appointment to 
high command in World War I 

Since that time electronic adver- 
tising media have been invented 
and come into common use. Com- 
petitive printed media has, during 
that time, made an impressive 
growth. But during all this time 
the daily and Sunday newspaper 
has grown still faster in ckodhdien 
and advertising, until now more 
advertising runs in the daily news- 
pepe than in all other media com- 

ined. There are 45 million families 
in the U. S., but 54 million news- 
papers are sold daily. More news- 
papers are sold than bottles of milk! 


Why Newspaper Linage Grows 


From ACB’s unique observation 
post we have seen some of the rea- 
sons why this growth in newspaper 
advertising . . . the ability to name 
the local store...the ability to 
step up dealer distribution and 
cooperation . . . the ability to select 
the most productive markets. 

Our reading in behalf of the daily 
newspaper publishers led us into 
Newspaper Research Services for 
merchandisers. See opposite column. 

These merchandisers usually ask 
us to take the jig-saw puzzle of 
newspaper advertising in 1,393 U.S. 
cities and put it into one sharp, co- 


herent picture so that they can tell 
‘“‘who”’ is advertising “‘what,’’ 
“where,”’ and just how their own 


efforts stand in the picture. 


be 
ACB furnishes a complete, accurate & dependable sérvice 


See opposite cofemm tor listing 
of ACB Service Offices 
<n and 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Late last month we concluded a 
highly successful meeting of the 
Busy Burgoyne Bunch—representa- 
tives from the 19 test cities on the 
roster as well as the office staff. We 
met in Cincinnati for three brisk 
days at the famed Hotel Gibson, a 
step from Burgoyne headquarters 
and the oldest hostelry in town. The 
resultant exchange of experience and 
ideas is bound to make each Bur- 
goyne audit even more powerful 
medicine. 


* 


These meetings are a regular p 
of our activities on behalf of our 
good clients, as enlightened and far- 
seeing a group as you can find any- 
where. The idea of getting the bunch 
together in one place at one time is 
a fine thing for all concerned—a two- 
way stretch, as you might say, which 
is good for management and staffers 
alike. We learn from them and they 
from us—and that’s as it ought to be. 


The idea of these meetings is, so far|the McCarran act accomplished | yertising and public relations for|™°Pths of test mailings, which 


as we know, unique in the field. We 
think it is a fine illustration of the 
loyalty of our crew. There is, nowa- 


days, great emphasis on the value of 


proper communications in business. 
Here is a practical and profitable 
application of the principle: all to 
the glory of Burgoyne clients and 
prospects. Selah! 


ce 


A canny toothpaste manufacturer, 
observing with interest the welter 


of claims made by everyone in the | 
field, including himself, had an idea | 


of surpassing excellence. He put to- 
gether a new product that tasted 
good, cleaned the teeth, and that was 
all. It wouldn’t cure spavin or ring- | 
bone, it wouldn’t mind the baby on | 
your nights out, and it wouldn't try 
to play the tuba in the big brass 
band. He brought this admirable ar- 
ticle to Burgoyne, who panel-tested | 
it in Tacoma, Omaha, Grand Rapids, | 
Harrisburg and Syracuse, found pub- 
lic acceptance very good in spite of | 
the heavy competition. Burgoyne | 
can tell you the sales-facts on your 
new product, your established 
brands, your promotion and adver- 
tising. So don’t hold out on yourself | 


er 


FTC Rules It Has 
Jurisdiction Over 


Insurance Advertising 


WasHINGTON, April 30—The un- 
easy truce between the Federal 
Trade Commission and the health 
insurance industry was shattered 
last week by a 3-2 ruling that FTC 
has full jurisdiction over the indus- 
try’s advertising. 

For the past two years FTC and 
the insurance industry have been 
at odds, and advertising complaints 
| have been issued against 41 indus- 
itry leaders. 

All but five of the companies 
entered protests, contending that 
the McCarran insurance act bars 
FTC from the insurance field, ex-| 
cept in those states which have 
no insurance commissions of their | 
own. 

Despite the jurisdictional argu- | 
ments, industry members were | 
to meet here today for “final” ap- | 
proval of a trade practice code} 
dealing with questionable advertis- 
ing practices. 


# In an effort to keep controversy 
to a minimum, FTC’s code merely 
rephrased the advertising stand- 
ards voluntarily drafted late last! 


SALES CURVE BOOST- 
Er—Pattie Reid, 
chosen “Miss 
Hardware Week” 


23,000 Independ- 
ent Retail Hard- 
waremen of 
America in their 
spring campaign. 


year by the companies, in coop-| 
eration with state insurance com- | sion carries far beyond advertis- 
missioners. | ing, and is “directly contrary to the 
However, FTC has issued its | express intent of Congress.” 
first final decision in an insurance The test case involves the 
case, with the three-member ma-| American Hospital and Life In- 
jority flatly holding that the Mc-/surance Co., San Antonio. 
Carran act does not preclude FTC | FTC said the fact that advertis- 
|from moving against questionable | ing pamphlets were mailed to 
jadvertising, even though states/agents rather than the general 
have similar authority. |public does not relieve the com- 
In its decision, which sets the| pany of responsibility. “Under the 
pattern for jurisdictional issues in| FTC act,” it said, “one who sells 


art | the 35 remaining cases, FTC re-|through agents in his home state | 


versed Hearing Examiner J. Earl 
Cox, who said the commission’s 
authority is confined to Mississip- 
pi and a handful of other states 


must answer for deceptive adver- 
tising which he supplies to his 
agents, even though such repre- 
sentations are by necessity con- 


with partial or no insurance laws) veyed to the public within a par- 
of other own. | ticular state.” 

| The minority, consisting of| 

‘Chairman John Gwynne and/DuFine-Kaufman Adds Five 

| Commissioner Lowell Mason, com- | DuFine-Kaufman, New York, 
plained “under the majority view,| ha; been appointed to handle ad- 


| nothing. Courts will not presume | Gaijstyn Co., New York, house- 
| that a statute was meant to have | wares and giftwares; Building 
ino effect. Products Co., Bronx, Kolor-Crete 
patio blocks; Colonial Park Build- 
|@ Health Insurance Assn. of ers, Harrison, N. Y., housing de- 
America, the American Life Con-| velopment; Pierre French Ice 
vention and the Life Insurance|/Cream Co., Brooklyn, and J. Bel- 
Assn. of America issued a joint|loch & Sons, New York, house 
|statement warning that the deci- furnishings. 


Youll never know 
how good we are 


Until we work for you, 


you tind 
Well een break par. 


4 


any longer—get the Burgoyne bunch 
busy now so you'll have a big push 
of fact-backed business. 


On every job we do !* 


(COLOR AND BLACK-AND-WHITE) 
D 


* 


* 


* 


| 


| 
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McGraw-Hill Adds 


Canada Newsletter 


New YorK, May 1—A Canadi- 
an edition of the “McGraw-Hill 
American Letter,” a fortnightly 
| business and economic newsletter, 
|/was launched April 28, McGraw- 
| Hill International Corp. has an- 
| nounced. 
| The Canadian edition, which 
will be airmailed to subscribers 
every second Friday, will be de- 
voted to business and economic 
developments of direct interest to 
Canadian-American trade and to 
reports on commodities moving 
between the two countries. 

Russell F. Anderson, publisher 
|of the “American Letter,” said the 
jdecision to launch the Canadian 


|edition was preceded by several 


|}demonstrated that there is a def- 
inite need for “this type of special- 
ized business reporting.” 


The Canadian edition is the 


}/llth in the series of McGraw- 
|Hill “American Letter” editions. 
[Others are published for the 


|'United Kingdom, India, Japan, the 
|Philippines, Brazil, Mexico, Co- 
|lombia, Venezuela and Peru, and 
a world edition is circulated to 
jthose countries without special 
| editions. 


Safeway Names Brown VP 
in PR Expansion 

Ralph D. Brown, for the past 
seven years public relations co- 
|ordinator of J. C. Penny Co., has 
/been named vp in charge of pub- 
lic relations of Safeway Stores 
| Inc., Oakland, effective May 15. 
|Mr. Brown is a former vp and 
| New York office manager of Braun 
|& Co., which will continue to 
handle the Safeway public rela- 
tions account on a national basis. 
Rupert Murray, with Braun since 
1947 and since December manager | 
of the agency’s San Francisco of- 
fice, is resigning to join Safeway 
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ming 
Conventions 


*Indicates first listing in this column 

May 6-8. Magazine Publishers Assn., 
| 37th annual meeting, The Greenbrier 
| White Sulphur Springs, W. Va. 

May 7-8. Outdoor Advertising Assn. of 
| America, painted display conference, Ho- 
tel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hote! 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 15-20. National Federation of Ad- 
| vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 

May 16-18. Catholic Press Assn., annual 

| convention, Statler Hilton Hotel, Dallas. 
May 20-23. National Industrial Advertis- 
ers Assn., 34th annual conference, Palmer 
| House, Chicago. 
May 21-22. Seventh annual Distribution 
and Advertising Forum, Chicago Tribune, 
main studio, Station WGN, Chicago. 


of 1956, helped} May 24-27. Associated Business Publica- 
: tions, annual spring conference, The 
tncrease (sales) Homestead, Hot Springs, Va. 

curves for the| May 25-26. Midwestern Advertising 


Agency Network, 2nd quarterly business 
meeting and advertising clinic, Hotel 
Schroeder, Milwaukee. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and Sales 
Equipment Fair, Conrad Hilton Hotel, 
Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 10-13. Poster Advertising Assn. of 
Canada, Thousand Islands Club, Alexan- 
dria Bay, N. Y. 

June 17-19. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Sebasco Lodge, Sebasco Estates. 
Me. 
June 17-22. National Advertising Agen- 
cy Network, 25th annual management 
conference, Oyster Harbors Club, Oster- 
ville, Cape Cod, Mass. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified 36th 
annual convention, Long Beach, Cal 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

*June 29-July 1. Northwest Daily Press 
Assn., summer meeting, Northernaire, 
Three Lakes, Wis. 

July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

Sept 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N. Y. 

Oct. 1-3. Direct Mail Advertising Assn., 


Advertising Managers Assn., 


annual convention, Hotel Statler, New 
York. 
Oct. 8-10. American Photoengravers 


Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 
Nov. 11-15. Outdoor Advertising Assn. of 
America, Hotel Ambassador, Los Angeles 


Gardner Named VP 


Leading National Advertisers, 


as assistant to Mr. Brown. Mr. 
Murray will soon open a regional 
pr office for Safeway in San 
Francisco. 

David Fulton, Mr. Murray’s as- 


San Francisco office, which is be- 
ing moved to 116 New Montgomery 
St. 


Curtis to Move Chicago Office 

Curtis Publishing Co., Philadel- 
phia, has leased 15,000 sq. ft. in 
the Prudential Bldg., Chicago, and 
plans to move its Chicago adver- 
tising sales office to the new quar- 
ters on Jan. 1, 1957. 


Norwalk, Conn., compiler of the 
“Publishers Information Bureau” 
|service and “National Advertising 
| Investments,” has appointed Law- 
| rence A. Gardner vp and director 


|sistant at Braun, has been promot-/|0f research. Mr. Gardner, with the 
‘ed to be manager of the agency’s| Company 10 years, accompanied it 


}in the recent move from Chicago, 
where he was production manager. 


AND ILLUSTRATIONS @ 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address... 


MULTI-AD SERVICES, INC 


Box 806M Peoria, Illinois 
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Ad Expenditures |"otens! Newspaper Ad Expenditures: 1908 
Source: Media Records 


in Newspapers 
Gained 17% in ‘55 


(Continued from Page 1) 
papers enjoyed the biggest dollar 
increase and a top percentage boost. 
Accounting for $199,438,000, this 
classification was up nearly $60,- 
000,000 over 1954, an advance of 
better than 42%. 

Other big classification gainers 
were amusements, up 31%; hous- 
ing equipment and supplies, 25%; 
industrial, 25%, jewelry and sil- 
verware, 61%, and transportation, 
22%. In the losing column were 
alcoholic beverages, down 2.7% 
(biggest drops were registered by 
wines, 23%, and beers, 12%); toi- 
let requisites, 3%; sporting goods, 
21%, and confections, 23%. 


Shake Off ‘Marxist’ 
Thinking, Dichter 


Tells Business Men 


(Continued from Page 1) 
like Marxists.” 

Mr. Dichter listed seven “mis- 
takes” which advertising makes in 
trying to sell products. Among 
these were that advertisers talk too 
much about their product instead 
of about the consumer; they try to 
take credit instead of giving it; 
they write advertisements that 
please the advertising profession, 
but not the consumer, and they 
insult the reader by copying some- 
one else’s advertising story. 


| ALCOHOLIC BEVERAGES TOTAL 


es He said that advertisers are 
sometimes unemotional in a dis- 
cussion of their product when the 
consumer wants to be excited, they 
use the wrong appeal at times be- 
cause the consumer's language is 
much less complicated than the 
advertising approach, and they 
sometimes use a static rather than 
a dynamic approach in trying to 
sell a public that ceased to exist 


| AMUSEMENTS 


10 or 15 years ago. 

William C. McKeehan Jr., vp of | 
J. Walter Thompson Co., ae 
on “The Dynamic American Mar- 
ket—Its Present and Future Di-| 
mensions,” listed ten “powerful, | 
but largely hidden, internal pres- 
sures that will greatly affect the) 
American market of tomorrow.” 
They are: 

1. Acceleration of our production | 
ability. 

2. Greater discretionary spend- 
ing power. 

3. Mass millions are climbing the 
income ladder. 

4. Debt has dropped in relation 
to production. 


s 5. The age make-up of the total 
population is changing, with more 
young and aged people than ever 
before. 

6. The educational level of the 
population has risen. 

7. There has been a 
ward more family life. 

8. Our dwellings are becoming 
progressively older, thus creating 
a new market for new buildings. 

9. There are 90% more motor 
vehicles today than in 1940. 

10. The trend toward the sub- 
urbs has accelerated. 


trend to- 


s “It is clear that the new needs | 
which are developing—and the 
great changes which are taking 
place—offer an opportunity for all | 
of us unparalleled in American} 
history,” he said. “It is also clear 
that we can produce more and that 
we can consume more. 

“What is needed is to raise our 
capacity to consume so that it 
matches our capacity to produce. 
The degree to which we can ac- 
complish this will determine the 


degree of our new markets and of 
our new marketing opportunities.” 


AGRICULTURE 


Beers 
Wines 
Liquors 


TOTAL 


AUTOMOTIVE 
Aviation 


Secuane te ae Vien OR Gears 
Tires & Tubes 


EDUCATIONAL 
GROCERIES 


Coffee & Tea 

Soft Drinks 

Miscellaneous Beverages 
Cereals & Breakfast Foods 
Condiments 
Dairy Products 
Disinfectants & Exterminators .. 
Laundry Soaps & Cleansers .... 
Meats, Fish & Poultry 
Miscellaneous Groceries 


HOTELS & RESORTS 


HOUSING EQUIPMENT & 
SUPPLIES 
Air Conditioning 
Automatic Heating 
Automatic Refrigeration 
Fixtures 
Fuel 
Furniture & Furnishings 
Heaters & Stoves 
Miscellaneous 


INDUSTRIAL 
INSURANCE 
JEWELRY & SILVERWARE 
MEDICAL 
MISCELLANEOUS 
PROFESSIONAL & SERVICE .... 


PUBLICATIONS 
Book Publishers 
Magazines 
Newspapers 


PUBLIC UTILITIES 
RADIO & TELEVISION 


Radio & Television Sets 
Stations 
Miscellaneous 


SPORTING GOODS 
TOBACCO 


TOTAL 


Antiseptics 
Dentifrices 
Perfumes & Cosmetics 
ee css kanewe Beak ond 4 
Miscellaneous 


TRANSPORTATION 


Steamships 
Tours 
Miscellaneous 


WEARING APPAREL 


TOTAL 


1955 1954 % Change 

$ 13,984,000 $ 11,208,000 + 24.8 
59,410,000 61,087,000 — 2.7 
17,021,000 19,370,000 — 12.1 
1,334,000 1,754,000 — 23.9 
41,055,000 39,963,000 4+ 2.7 
1,636,000 1,243,000 + 31.6 
199,438,000 139,861,000 + 42.6 
2,702,000 848,000 4218.6 
28,636,000 27,856,000 + 2.8 
975,000 519,000 + 87.9 
126,119,000 75,957,000 + 66.0 
4,918,000 4,813,000 4 2.2 
11,230,000 7,545,000 + 48.8 
24,858,000 22,323,000 + 11.4 
3,186,000 4,135,000 — 23.0 
1,799,000 1,686,000 4+ 6.7 
135,824,000 129,446,000 4+ 4.9 
20,229,000 14,793,000 + 36.7 
23,276,000 24,691,000 — 5.7 
10,393,000 12,478,000 — 16.7 
8,892,000 8,391,000 + 6.0 
3,991,000 3,822,000 + 4.4 
5,257,000 6,594,000 — 20.3 
8,781,000 6,289,000 + 39.6 
15,667,000 14,959,000 + 4.7 
1,738,000 1,051,000 +4 65.4 
28,886,000 28,012,000 + 3.1 
9,166,000 8,925,000 + 2.7 
22,824,000 24,132,000 — 5.4 
14,379,000 12,826,000 4 12.1 
33,049,000 26,278,000 + 25.8 
1,997,000 2,329,000 — 143 
1,315,000 867,000 + 51.7 
3,370,000 2,704,000 + 24.6 
327,000 404,000 — 19.1 
767,000 687,000 + 11.6 
11,968,000 10,895,000 4+ 9.8 
1,926,000 1,455,000 4 32.4 
11,379,000 6,937,000 + 64.0 
14,027,000 11,153,000 4 25.8 
13,359,000 10,952,000 + 22.0 
2,073,000 ‘1,287,000 + 61.1 
23,681,000 20,678,000 +4 14.5 
17,321,000 16,472,000 + 5.2 
756,000 803,000 — 5.9 
18,875,000 16,344,000 + 15.5 
8,668,000 8,536,000 + 1.5 
8,729,000 6,502,000 + 34.3 
1,478,000 1,306,000 + 13.2 
17,266,000 13,845,000 + 24.7 
18,882,000 17,072,000 + 10.6 
5,806,000 6,473,000 — 10.3 
12,252,000 9,819,000 +4 24.8 
824,000 780,000 + 5.6 
3,748,000 4,768,000 — 21.4 
19,586,000 16,702,000 +4 17.3 
2,033,000 1,892,000 + 7. 
17,259,000 14,107,000 + 22.3 
198,000 164,000 +4 20.7 
96,000 539,000 — 82.2 
38,630,000 39,980,000 — 3.4 
303,000 116,000 4161.2 
7,264,000 8,008,000 — 9.3 
14,748,000 16,095,000 — 8.4 
7,309,000 9,849,000 — 25.8 
9,006,000 5,912,000 + 52.3 
35,810,000 29,298,000 + 22.2 
18,764,000 14,994,000 + 25.1 
3,026,000 2,862,000 + 5.7 
7,555,000 5,817,000 + 29.9| 
2,848,000 2,648,000 + 7.6 
2,604,000 2,203,000 + 18.2! 
1,013,000 774,000 + 30.9 
8,603,000 6,996,000 + 23.0 
$695,322,000 $594,120,000 + 17.0 


Note: Figures do not include advertising production costs. 


Three Form Sales Creators | 

Sales Creators Inc., an organiza- | 
tion specializing in the origination | 
of packaged sales contests, includ-| 
ing the prizes, has been formed by 
Charles Haskell, Lee Wolfman and 
Julia Howard. All three have pub- 
lic relations and advertising back- 
grounds. Located at the Park- 
Sheraton Hotel, 870 Seventh Ave., 


New York, Sales Creators plans to 


particularly promote contests for 
magazines and television shows. 


Firestone-Goodman Moves 

Firestone-Goodman Advertising 
Agency, Minneapolis, is celebrating 
its 25th anniversary year by mov- 
ing to larger quarters at 1801 
Nicollet Ave. 


-2|domestic outlay went 


\JOHN P. KELLEY has been appointed 
president of Mumm, Mullay & 
| Nichols, Columbus and New York, 
_ succeeding Michael H. Sloman, 
|who moves to chairman of the 


board. Mr. Kelley, a member of 
the group that purchased the 
|agency two years ago, most re- 


cently has been vp and director of 
client service. 


World Ad Volume 
Hit $3 Billion in 
‘55, IAA Is Told 


(Continued from Page 1) 
estimate an over-all average in- 
crease of 8% in 1956 ad budgets 
over 1955, indicating “a growth 
of more than $225,000,000 in the 
22 countries surveyed.” 

Britain alone accounts for rough- 
ly one-third of the $2.7 billion to- 
tal for the 22 countries. British ad- 
vertising expenditures in 1955 were 
reported at $912,000,000, with a 
15% increase expected in 1956. 

The media breakdown for Bri- 
tain shows newspapers getting 
$259,350,000, magazines $103,850,- 
000, point of sale $99,750,000 and 
technical, trade and other publica- 
tions $99,650,000. Direct mail (in- 
cluding catalogs, manuals, calen- 
dars and novelties) accounts for 
$116,850,000. 

Commercial television, which be- 
gan in England only last Septem- 
ber, is reported at $5,700,000 for 
1955—but this is expected to in- 
crease by 400% this year. 

Lever is Britain’s largest adver- 
tiser, with its many associated com- 
panies spending a total of $12,825,- 
000 annually. Procter & Gamble 
and Nestle each spend more than 
$2,000,000, and Colgate, Kellogg’s, 
Ford, Gillette, Mars, Esso, Dun- 
lop, Shell, Rownstree and Max 
Factor each have budgets in ex- 


5 cess of $1,000,000. 


® Advertisers in West Germany 
spent $570,000,000 in 1955, with 
$20,000,000 for promotion of sales 
outside the country. Half of the 
to news- 
papers. Individual advertisers are 
not listed. 

| Advertising in France reached 
| $212,500,000, more than half going 
| to newspapers. Lever is the coun- 
|try’s largest advertiser, spending 
| $8,800,000. Colgate-Palmolive is 


|the leading U.S. advertiser in 
France. 
| Advertising expenditures in 


Switzerland totaled $192,000,000, 
with local U.S.-owned companies 
|}accounting for $6,000,000. News- 
| papers are the leading medium, 
getting $73,000,000. Colgate-Palm- 


| olive is listed as the leading adver- | 


| tiser in the country. 

Colgate also is reported as the 
leading U.S. advertiser in Sweden 
and Nicaragua. 

American-owned companies bulk 
| large in Denmark, accounting for 
$8,000,000 out of a total advertising 
expenditure of $40,000,000. 

In Japan, total advertising is re- 
ported at $168,665,800. The leading 
American advertiser is, interesting- 
ly enough, Paramount Pictures, 


157 
with an annual expenditure of 
$200,000. 
® Australia reports expenditures 
of between $200,000,000 and $300,- 
000,000—but there are no other 
breakdowns. 

Britain has more agencies than 


any other country—500 according 
to one report and 717 according to 
another. It is followed by France's 
333, Argentina’s 250 to 300, Ger- 
many’s 250 and Australia’s 150. 
Total advertising expenditures 


|reported for other countries are: 


Argentina, $86,000,000: Chile, $3,- 
333,333; Colombia, $20,000,000; 
Nicaragua, $993,000; Bermuda, $1,- 
700,000; Curacao, $680,834; Austria, 
$20,000,000; Belgium, $55,900,000; 
Netherlands, $85,000,000; Sweden, 
$101,500,000; Egypt, $3,000,000; 
Lebanon, $1,600,000; Pakistan, $1,- 
197,000, and Philippines, $9,700,000. 

The IAA cautions that the data 
in the survey should be regarded 
as “only a rough yardstick, since 
precise methods of collating the in- 
formation do not appear to be in 
existence in most of the respondent 
countries.” 


Nielsen Plans Canadian 
Measurement Service 

As a result of meetings held 
last week with representatives 
of Canadian advertisers, agencies, 
stations and networks, a plan is 
now being prepared to launch a 
Nielsen Canadian Broadcast Meas- 
urement Service, Dean Prather, 
president of A. C. Nielsen Co. of 
Canada Ltd., Toronto, has an- 
nounced. The Nielsen representa- 
tives agreed to prepare a detailed 
proposal for the first phase of the 
plan, consisting of radio and tele- 
vision audience measurements of 
the Toronto market, together with 
an outline of Nielsen’s approach 
to the measurement of additional 
markets and the eventual develop- 
ment of a national service for 
Canadian radio and tv  broad- 
casting. 

The proposed Toronto service 
would be based entirely on me- 
tered measurements, employing a 
combination of Audimeters, Re- 
cordimeters and Nielsen-developed 
techniques now in operation in 30 
markets in the U.S., Mr. Prather 
said. 


New Bulova Line Is Ultra-Thin 


In reporting that Bulova Watch 
Co. is introducing a new line of 
watches (AA, April 23), AA de- 
scribed the new President line as 
“ultra-thick.” Actually, the ads de- 
scribe the line as a “miracle of 
thin, thin, watch design,” and AA’s 


report should have said “ultra- 
thin.” 
2 Vespent beans omeuni 


~~ 


hig New Liquid for !aundry! 


~ Instantly generates 
a new world of Washirg Power 


test wa 


ere 


and you'll never go back to powdered dotergen>' 


| NEW BIZ—Procter & Gamble is tesi- 
ling its new Biz detergent and used 
| this two-coior ad in tie Leader- 
Press to introduce it in Springfield, 
| Mo., April 26. (The product’s name 
|was given as Viz in AA last wee’: 
through a_ transmission error.) 
| Dancer-Fitzgerald-Sample is the 
agency. 
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Newspaper Execs Relax at Close of ANPA Sessions 


12 13 


ANPA HIGHLIGHTS—The reception preceding the dinner given by the Bureau of Adver- 
tising, which traditionally closes out the American Newspaper Publishers Assn. annual 
meeting, saw groupings like these at New York sessions. 1. This quartet includes Andy 
Flanagan, national ad manager of the Newark News; Lloyd Taft, Cincinnati Times- 
Star, and Mrs. Taft, and Ben Foley, business manager of the Newark News. 2. Joyce 
Swan, vp and general manager of the Minneapolis Star & Tribune and retiring BofA 
board chairman; Crawford H. Greenewalt, president, E. I. du Pont de Nemours & Co.; 
William Dwight, president, Holyoke Transcript Telegram, and newly elected ANPA 
president, and Richard W. Slocum, exec vp of the Philadelphia Bulletin, outgoing 
ANPA head. 3. P. B. Stephens, general manager of the New York News, snapped as 
he listens to story. 4. M. M. Oppegard, publisher and general manager of the Herald, 
Grand Forks, N. D.; Peter Benziger, Ridder-Johns, New York; Henry Schmitt, pub- 
lisher of the American-News, Aberdeen, S. D., and Eric Ridder, publisher of the Jour- 
nal of Commerce, New York. 5. Conversationalists Jim Moroney, treasurer of the Dallas 
News, and John Sterling, publisher of This Week Magazine, get laughs from Mrs. 
Sterling (left) and Mrs. Moroney. 6. James L. Knight, exec vp of Knight Newspapers 
and general manager of the Miami Herald. 7. This group includes Mrs. Joseph Far- 
rington, and Riley Allen, editor, of the Honolulu Star-Bulletin; Mrs. W. K. Blethen, 


wife of the publisher of the Seattle Times; and J. Rufus Doig, of O’Mara & Ormsbee. 
8. George Benneyan, of Look; H. J. Davern, merchandising vp for Grand Union, and 
Jim Gediman, assistant general manager of Hearst Advertising Service, form this 
trio. 9. Frank Morrison, business manager of the Pittsburgh Press, chats with Monroe 
Roberts, labor relations attorney, St. Louis Post-Dispatch. 10. Bill O’Donnell, of Batten, 
Barton, Durstine & Osborn, is shown with Roy Newmyer, vp and ad director of the 
Toledo Blade, and William Schmitt, of Moloney, Regan & Schmitt. 11. Flanking Mr. 
and Mrs. Ted Dealey, of the Dallas News, are Del Worthington (left) of the Chicago 
office of Cunningham & Walsh, and William T. Cresmer, of Cresmer & Woodward. 
12. Robert McLean, president of the Philadelphia Bulletin and of the Associated Press, 
and Richard L. Jones Jr., of the Tulsa World and Tribune and new BofA chairman. 
13. Hearst Advertising Service reception attracts William Ritter (left), of Ritter Pack- 
ing Co., shown here with Herb Beyea, head man at HAS. 14. Chatting with Mrs. Rob- 
ert McLean, wife of the Philadelphia Bulletin’s president, is Arthur Hays Sulzberger, 
president and publisher of the New York Times. 15. Stephen P. Mahoney, of Burke, 
Kuipers & Mahoney, talks with Pat Taggart, general manager of the Fentress Papers, 
Waco, Tex. These candid photographs were made by Syd Schonbrunn, Schonbrunn- 
Ives, New York. 
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CBC Proposes 
New $15-a-Set 
TV License 


(Continued from Page 3) 
ecting it. 


Meanwhile, Canada’s 


Canadian-produced; to add more 
anadian evening shows and to 
extend daytime programming 
would cost another $4 per year. 

5. To provide a national service 
without commercial programs— 
like BBC—the cost would be $30 


ie 


|to $35, depending on whether it 


had to use only its own stations. 


® The question of alternate pro- 
| gramming—letting private stations 


private battle for the audience with the 


sroadcasters asked for immediate) cRC—came up quickly. CBC had 


icensing of independent tv sta-| 


| this to say, while unenthusiastical- 


tions in major centers such as | ty conceding that it “is not op- 


Toronto. 


# Ina brief submitted to the Fow- |petition from non-Canadian ma-|ead of advertising and sales pro-| 
ler commission, the Canadian Assn.| teria] for the attention of Canadian | motion for Goodyear Aircraft Corp.| 


of Radio & Television Broadcasters 
called for two basic changes: (1) 
An end to the present 
channel policy of the CBC and (2) 
establishment of an 
regulatory board under the trans- 


port minister to supervise radio 


and tv. 

The brief said licensing private 
tv stations in centers such as To- 
ronto, Montreal, Ottawa, Halifax, 


Winnipeg and Vancouver would be) 


consistent with the recommenda- 
tions of the Massey commission 
and previous government policy, 
which stated that the single chan- 
nel policy was to apply only until 
an adequate national tv service 
was developed. 

By any practical standard, the 
objective of national coverage has 
been amply attained, the brief 
said, adding that 75% of Canadians 
now are within tv range. 

Competitive television would 
provide better and more effective 
service and reduce the number of 
Canadians listening to U. S. broad- 
casts, the brief asserted. 


® The CBC made its position clear 
in a 70-page brief, which, along 
with asking for the license, also 
said: 

1. To operate color tv, the $15 
fee would have to be increased by 
about $3.75. 

2. Its programs now reach about 
80% of Canada’s population, and 
to extend service to another 12- 
13% would cost another $1.50 per 
tv household. 

3. If the broadcasting system 
were changed, and CBC had to 
provide national coverage through 
its own stations (private stations 
now fill out the network), $1 to $2 
per tv household would have to 
be added to the basic $15. 

4. About 50% of the English- 
language network shows now are 


they all know the 
best place in Cleveland 
“Hotel Cleveland, sir?” 
Whether you arrive by 
car, train or plane, 
the friendliest place to 
stay is Hotel Cleveland, 


Se ) 
L 
directly connected 


JI 
Ee 
with Union Passenger 
/ Terminal . . . on Public 
Square, convenient 
to everywhere. 
No room charge for children 


under 14 when registered 
with an adult. 


ae 


SONNABEND OPERATED HOTELS 
Distinguished American Landmarks 
CHICAGO: Edgewater Beach Hotel” 
BOSTON: Hotel Somerset 

NEW YORK CITY: Ruz Tower Hotel 
CLEVELAND: Hotel Cleveland 


single 


independent 


| choice of stations.” 


| pendently if Parliament scraps the 


| posed to alternate service as such”: 
| There will be still further com-| 


| viewers. “Inevitably the difficulty 
|of attracting Canadian advertising 
money to Canadian programs will 
be increased.” 

CBC was arguing here that pri- 
| vate second stations would carry 
|}mostly U.S. programs, which can 
|be bought cheaply. This has the 
| double effect of luring advertising 
|dollars from the CBC and of add- 
ing to the imported content of the 
| total programs on Canadian chan- 
| nels. 
| Mr. Fowler asked the CBC 
chairman why it would not be pos- 
sible to have alternate private 
stations which could be charged a 
large enough franchise fee to com- 
pensate CBC for any loss of com- 
mercial advertising revenue. This 
method, he said, would leave CBC 
“no worse off, and the public 
would have the advantage of a 


| Mr. Dunton said CBC had not 
| considered the possibility; the de- 
|partment of transport just didn’t 
accept applications for licenses for | 
non-network stations. He went on 
to note that all private stations 
have so far asked CBC to supply 
them with some network programs. 


® He conceded that it might be 
possible to set up an alternate net- 
work in tv similar to the radio 
Dominion Network, in which pri- 
vate stations carry aé_ certain 
amount of national programs and} 
CBC has a degree of control over | 
programming. 

Mr. Dunton said further that 
CBC is prepared to proceed inde- 


present Canadian broadcasting set- 
up to allow open competition be- 
tween public and private broad- 
casting. He also denied there is 
now any real competition between 
CBC and private stations. CBC, he 
said, performs a national function 
by supplying Canadian programs 
to the public through private sta- 
tions. 

CBC could, however, point to 
the fact that Canada’s television 
growth has been the fastest of any 
country in the world. It began in 
September, 1952. Now, about 82% 
of 11,000,000 English-speaking 
Canadians and 80% out of 5,000,- 
000 French-speaking Canadians are 
within range of 33 stations, 25 of 
them privately owned. Some 2,- 
000,000 families have tv sets, and 
CBC provides national tv service 
of from 40 to 45 hours a week. 
About 55% is Canadian-produced, 
he said; the remainder is imported, 
mainly from the U.S. 


® One quick reaction to the license 
proposal came in Toronto, where 
the Ontario Assn. of Radio, Tv & 
| Appliance Dealers was in session. 
Wilfred Hodgins, secretary of the} 
|group, snapped: “We've already | 
| sent in a wire approving a brief 
| presented by the Canadian Retail 
|Federation last week advocating! 
| removal of the excise tax on radio | 
‘and tv sets.” 


BERNARD A. MISKE has been named 


and the aviation products division 
of Goodyear Tire & Rubber Co. He 
joined Goodyear last July and was 
formerly an account executive with 
Fuller & Smith & Ross, Cleveland. 


Agencies Increased 
51% Between 1948, 
1954, Census Finds 


(Continued from Page 2) 
til some time this summer, when 
more detailed breakdowns will be 
available. 


@ Again in 1954, as in 1948 and 
1939, New York and Illinois ac- 
counted for the largest percentage 
of establishments, payrolls and 
receipts. 

Between them, New York and 
Illinois accounted for 62% of the 
industry payroll, 31% of the estab- 
lishments and 63% of the receipts. 
In 1948 they accounted for 63% 
of payroll, 37% of establishments, 
and 57% of fees and commissions. 

The 1939 census credited them 
with 64% of payroll, 37% of estab- 
lishments and 61% of fees and 
commissions. 

Final figures for advertising 
agencies for the preceding census, 
covering 1948, showed 3,279 agen- 
cies, with receipts (fees and com- 
missions) totaling $394,872,000; 
payrolls amounting to $194,342,- 


100; 38,739 employes, and 2,469 
active proprietors of unincorpo- 
rated businesses. 


@ In the 1954 census, the bureau 
tabbed all agencies with employ- 
es by using the social security 
lists. In addition, it picked up one- 
man agencies, with no employes, 
by checking the income tax re- 
ports. 

As a result, the preliminary fig- 
ures for 1954 show 5,077 agencies, 
including 1,809 which had no 
employes. Total employment of 
the 3,268 agencies with employes 
was 46,046, and payrolls totaled 
$311,834,000. There were 4,231 ac- 
tive proprietors of unincorporated 
businesses. In 1948, the bureau 
found only 373 agencies without 
employes. 


Chicago Ad Execs Will 
Honor Past Presidents 

The Chicago Advertising Execu- 
tives Club will honor its past pres- 
idents at the club’s annual meeting 
May 8 in the Chicago Bar Assn. 
headquarters. Past presidents who 
will be honored include Helen 
Laycock, George Bills, W. A. Jim- 
ison, Henry Henke, Daniel H. 
Boone, Mac Bennett, Dick Drake, 
James B. Kiethly, Chas. Lilien- 
feld, Ray Phelps, Ed Grossfeld, 
Ken Laird and Ear! Heffley. 


GOA Elects Olson, May 
General Outdoor Advertising 
Co., Chicago, has elected Donovan 


|M. Olson treasurer and secretary. 
, |Mr. Olson, who has been treasurer 
a Names Ad Adviser of the company since October, 

Dr. Joseph D. Cuono, New Jer-| 1953, also is a director of the com- 
sey chest specialist, has been ap-|pany and a member of its execu- 
pointed director of the copy de-|tive committee. GOA also has 
|partment and medical advisor to|elected Donald W. May assistant 
the advertising division of Scher-| secretary. Mr. May joined General 
ing Corp., Bloomfield, N.J. Outdoor in 1954 as legal counsel. 


‘Include Us Out,’ 
Says Westinghouse 
on Nance’s Plans 


Detroit, May 1—Rumors are 
still afloat about the possibilities 
of Jim Nance leaving his job as 
president of Studebaker-Packard 
Corp.—but there was vigorous de- 
nial this week ft'.at he would be 
moving in the direction of West- 


;| inghouse. 


In answer to a suggestion to that 


|effect in ADVERTISING AGE (April 


|30), Gwilym A. Price, chairman 
and president of Westinghouse 
Electric Corp., declared that his 
‘company has “no plans whatso- 
ever” to make further changes in 
|its “first-rate management team.” 
| Mr. Price’s statement to AA ran 
as follows: 


® “Concerning the rumor about 
the future plans of Mr. James J. 
Nance. .. printed on Page 4 of your 
issue of April 30, we wish to deny 
again your report that Mr. Nance 
will join the Westinghouse organ- 
ization. This is definitely not con- 
templated. We denied this rumor 
before it was published, and we 
understand that Mr. Nance has 
subsequently denied it. 

“During the past year, we have 
made several important changes in 
executive organization. We feel we 


| have a first-rate management | 
| team, and we have no plans what- | 


} 
| 


soever to make further changes in 
it.” 

Mr. Nance also protested, though 
not quite in the same vein. 

“The only concern I have at the 
present time is working out a solu- 
tion to Studebaker-Packard’s fi- 
nancial and operating problems,” 
|he told AA. “I am not in negotia- 
tion with anyone with respect to 
another job, nor have I made any 
commitments as to my future 
plans.” 


s This statement was very much 
like one which appeared in AA’s 
story last week, where it was re- 
ported: 

1. That Mr. Nance had lately re- 
ceived a number of offers from 
other companies (including, it was 
| said, Westinghouse). 
| 2. That in reply, he had told one 
land all that he can’t discuss job 
|offers now, being busily engaged 
in working out a new finance 
scheme for his company. 

3. That if the new scheme fell 
through, Mr. Nance might be ready 
to look elsewhere. 


The new Nance statement still | 


left his “future plans” an open 
| question, nor did it exclude the 
|possibility of job soundings by 
| other companies. It mainly seemed 
to table the matter until it became 
| apparent what would come out of 
financial negotiations now being 
conducted by the Studebaker- 
Packard board. 


Anderson, Clayton 
Expands, Seeks a 


Successor to Crook 


Cuicaco, May i1—The latest 
expansion move on behalf of the 
foods division of Anderson, Clay- 
ton & Co. (formerly Mrs. Tucker’s 
products division) occurred last 
week when a sales office was 
opened here at 360 N. Michigan 
Ave. 

William Roper, division sales 
manager, who heads up the new 
office, told AA that the new office 
was opened to provide better serv- 
| ice to customers. He said 11 mid- 
| west states will be serviced from 


Leave some freedom 


«+efo your movements 
> 


in case something should happen. 
Getting everything-under-one- roof 
JAY P. sometimes limits those movements 


WALK aovertisinc trpocrapny 


Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 11 


159 


the office. This area formerly was 
handled through Jacksonville, Il, 
and Dallas. 

Mr. Roper said Mrs. Tucker's 
| products are now sold in most of 
jthe major midwest markets with 
the exception of Chicago. He said 
the company is not yet ready to 
tackle this market. The company’s 
|products are not distributed east 
|of here, except in Indiana. The 
|company has strong distribution in 


20 states in the Midwest and 
| Southwest. 
® Meanwhile, in Dallas, division 


officials announced that as of July 
31, Crook Advertising will no 
| longer represent the company. The 
|Dallas agency has handled Mrs 
Tucker’s shortening since 1933 and 
Meadolake margarine since 1938 
Claude T. Fuqua Jr., president 
of Anderson, Clayton & Co., said 
several agencies are being inter- 
viewed to replace Crook on the 
shortening and margarine ac- 
counts, and that he expected a 
successor to be named in the near 
future. 

Last month, the company ap- 
| pointed McCann-Erickson, D’Arcy 
Advertising Co. and Paris & 
|Peart to work on the development 
land marketing of several new food 
| products (AA, March 5). Mr. Rop- 
er said none of the new products 
has been test marketed as yet. 


In the Shreveport Area 


According to February, 1956 
ARB Shreveport Area 
Rating Survey 


55% 


| to 12 noon. 


82% 


72% 


TV 7 days a week. 


¢ 200,000 TV SETS 
* MAXIMUM POWER 
| * 1153-FT. TOWER 


KTBS-/ 


‘CHANNEL @@ 


SHREVEPORT 
LOUISIANA 


E. NEWTON WRAY, President & Gen. Mar. 


NBC and ASC 


Represented by 


Edward Petry &Co., 


Ine. 


KTBS-TV 


\CHANNEL 3 


of the viewing audience 
watches Channel 3 from 
sign-on time at 10 A.M. 


of the weekday after- 
noon audience prefers 
Channel 3—leading in 
49 out of 60 quarter-hours from 1 P.M. 
to 4 P.M. Saturdays KTBS-TV accumu- 
lates a total of 322 rating points com- 
| pared to 254 for Station B. 


of the nighttime NBC 
Audience in the Shreve- 
port Area watch KTBS- 
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Whitehead Breithaupt 


TIME FOR TALK—In Toronto last week for the Assn. of Canadian Advertisers meeting 
were John Whitehead, Willis Advertising; D. E. Breithaupt, Douglas L. Breithaupt & 
Co.; Robert Maddock, Needham, Louis & Brorby of Canada; Jack Bannan, Montreal 


Maddock Bannan 


Boost Ads 50 Cents a Week per Capita 
to Enter U.S. Market, ACA Is Told 


(Continued from Page 1) 


something more than $11 billion 
dollars annually go into advertis- 
ing—more than the net Canadian 
national debt over an 89-year pe- 
riod. 

Among the advantages he 
claimed for advertising are: (1) It 
makes a better corporate citizen, 
(2) it doesn’t cost money—it saves 
it, (3) it is a never-ending process 
—must be repeated constantly 
and (4) it may not represent an 
answer to business problems, but 
it will help to get the product on 
the way to the consumer. 


s He also noted that in Canada 
about $28 per capita is spent on 


advertising, against $53 in the U.S. | 


—or about 50¢ more per head per 
week. “I’m not implying that ad- 
vertising is not understood and 
appreciated in Canada, but I be- 
lieve that a great deal more ex- 
citement could be generated to the 
good of the Canadian economy. 
“Canadian companies can sell not 
only in our own home market, but 


in the one below the border, but! 


they are going to have to spend 
some money to do it. A simple 50¢ 
per capita increase in advertising 
expenditures would not only im- 
prove the over-all position of the 
Canadian economy, but also would 


be effectual in improving the op-| 


portunity to increase business vol- 
ume to the south.” 
e A similar view 
D. W. Ambridzge, 


came from 
president and 


general manager, Abitibi Power &| 
Paper Co., who asserted that the) 


paper and pulp industry is fore- 
most among Canadian industries 
and that its stake in advertising is 
tremendous—the “cement that 
holds the keystone of our econ- 
omy.” 

e The ACA heard three market- 
ing success stories from widely 
varied sources. Boulton Hall, as- 


Chown Vanderburgh 


WELLMET—Here are several of those attending the Assn. of Canadian Advertisers meet- 
ing in Toronto last week: E. R. Chown, French Commercial Publishers; W. W. Van- 
derburgh, Coca-Cola Ltd.; W. S. (Si) Mowat, McCann-Erickson (Canada); G. Warren 


|sistant manager of Toni Co. divi-| 
all North America, he estimated, | Sion of Gillette of Canada, told the Co. of Canada, reported on an in- 


|group about Toni’s introduction 
into Canada with the “Toni Twin” 
;}campaign in 1947. He described 
how the company had launched 
product after product to serve 
various segments of the market. 
It led in 1948 and still is the lead- 
er, he said, while the home per- 
manent market has grown 300% 
and two major competitors have 
entered and withdrawn from the 
stiff competition. 


e S. W. Numann, general adver- 

tising manager of N. V. Philips’ 
| Gloeilam-penfabrieken, Eindhov- 
en, the Netherlands, described how 
Philips cut its way into the Ger- 
man lamp business. Mr. Numann 
supervises 43 advertising depart- 
ments in as many countries. The 
German problem was this: Prewar 
Germany’s lamp business was 
locked up by a cartel, and Philips 
was unable to crack it. In the post- 
war period it was decided to go for 
| the German lamp market, and also 

to introduce other Philips prod- 
| ucts. 

The medium used was a gigantic 
contest. It was held the first year 
and did fairly well. The company 
believed that lamps are hard to sell 
as brand items, that availability 
and display are all-important; so 


the dealers were as important as| 


the consuming public. The second 
| year a huge contest—the biggest in 
Europe—was conducted. Some 4,- 
000,000 marks—about $1,000,000— 
was spent in promoting the contest 
and in prizes. 

The contest was broken down 
into five—two for dealers (one on 
window displays only), two for 
children and one for the general 
public. They drew 8,500 entries 
from dealers; 1,400 dealers used 
windows; 800,000 entries came 
from children, and 50,000 entered 
the youngsters’ drawing contest. 

But the public contest was the 
surprise—it drew 8,500,000 returns 


Mowot 


Brown 


Reeve Wallace 


—four times the most optimistic 
predictions. The advertising de- 
partment had to borrow 25 people 
'from elsewhere in the company to 
handle returns. 


| 

|e C. R. Payan, advertising man-| 
lager of textile fibres for Du Pont | 
tegrated campaign his company is 
|}using to sell nylon by selling 
|branded nylon products to dealers 
and consumers. 

| (Canada’s textile industry is in 
trouble, he said. From 1950 to 
| 1956, the total supply of fabric in 
Canada mills dropped from 690,- 
000,000 yards to 657,000,000 yards. 
The domestic share of this shrink- 
ing market fell from 67% to 57%. 
Synthetics did better than natural 
fibers, but Canada’s share in syn- 
thetics dropped from 91.3% in 
1950 to 73.4% in 1955.) 

Du Pont’s drive centers on a na- 
tional tv show and is keyed to a 
tag promotion; the tag is given to 
manufacturers who identify their 
garments selected for promotion; 
the company made 60 separate tv 
commercials to feature them this 
year. Manufacturers cooperate with 
trade advertising and in encourag- 
ing dealers to do retail advertising 
in local media. Retail tie-ins have 


been excellent. (In March there 
were 177 external displays in| 
stores; 75 stores agreed to men- | 
tion Du Pont nylon tv features in| 
newspaper advertising, seven on 
radio, five on tv and eight in 
mailings.) 


| 


s Ina series of media sessions, the | 
ACA heard: 


e Charles W. Fenton, sales direc- 
|tor of Broadcast Advertising Bu- 
jreau’s radio division, show how 
radio has grown in Canada (more 
than 6,000,000 sets now, with 684,- 
/000 sets due to be sold this year) | 
and emphasize continued radio | 
listening in tv homes. 


@ David S. Catton, president and | 
manager of Magazine Advertising 
Bureau of Canada, report on the 
close correlation of magazine cir- 
culations with retail sales figures. 
He stressed that during the past 
decade, while other costs have 
risen sharply, magazine cost-per- 


Schneckenburger 
Brown, Cockfield, Brown & Co., who is shown receiving the ACA Gold Medal award 
for 1955; M. M. Schneckenburger, House of Seagram; Hall Linton, Maclean’s Maga- 
zine; John A. Venner, and Peter Percival, both of MacLaren Advertising. 


Ferris 


|thousand rates are up only 11%. 


Magazines, in the decade, added 
41% more advertisers (up to 1,258 
in 1955) and added 15% in linage, 
52% in pages, and 220% in rev- 
enue, he said. 

s Otherwise, ACA: 


president; R. E. Sewell, vp and 
managing director of Coca-Cola 
Ltd., exec vp; and three vps— 
T. M. Atkinson, advertising de- 
partment manager of Du Pont of 
Canada; G. C. Clarke, vp-advertis- 
ing, Standard Brands Ltd., and 
J. J. McGill, advertising manager 
of Imperial Tobacco Co. of Canada. 
H. E. Whitehead, vp of Kimberly- 
Clark Products, was elected vp and 


treasurer; Frank A. Healy was re-| 


elected secretary and _ general 
manager. The ACA also elected 
11 directors. 

e G. Warren Brown, founder and 
chairman of the board of Cock- 
field, Brown & Co., was awarded 
ACA’s gold medal, in recognition 
of “his efforts, which have helped 


to raise the standards of Canadian | 
advertising and brought to man-| 


agement a greater appreciation of 
advertising as a business force.” 


House Votes Million 
Dollars for Housing 
Survey by Census 


WASHINGTON, May 3—The House 
has voted $1,000,000 for a special 
1956 survey of housing, and $150,- 
000 for a start on censuses of busi- 
ness and manufacturing covering 
1958. 

The housing survey will give 
data on housing characteristics for 
the nation, and for large metro- 
politan areas. 

The running start on the 1958 
censuses of business and manu- 
factures was approved after of- 
ficials warned that the 1954 cen- 
suses are months behind schedule 
because of a late start on advance 
planning. Officials told Congress 
any delay in the 1958 censuses 
would result in conflict with the 
1960 census of population. 


Freeman 


McConnell 


Star; J. M. Reeve, Kraft Foods Ltd.; William Wallace, J. Walter Thompson Co. of 
Canada; Gordon Ferris, Radio Representatives; Patrick Freeman, Canadian Assn. of 
Advertising Agencies, and J. E. McConnell, McConnell, Eastman & Co. 


'SMI's Mott Calls 
Grocery Coupons 
| ‘$150,000,000 Waste’ 


(Continued from Page 1) 


|@ Elected R. R. McIntosh, vp of manufacturers now using coupons 
|General Foods Ltd., as 1956-57|makes it increasingly impossible 


|for checkers to take the time to 
match each coupon against each 
| item purchased. 

ls “The day has gone by when 
| coupons can be related to the sale 
|of a specific product,” Mr. Mott 
| says. “So why continue a practice 
|which does not benefit the indi- 
vidual manufacturer? Why contin- 
ue a practice that can no longer 
be observed because of the de- 
|mands of self-service merchandis- 
ing? 

“That 2¢ handling charge, plus 
the cost of printing and distribut- 
ing coupons, plus all the other 
expenses that go into such a pro- 
motion,” Mr. Mott says, “could 
well be spent in reducing the cost 
of the merchandise itself to the 
consumer. Or it might well be used 
to increase the distributors’ all- 
too-narrow margin on many items. 

“By eliminating coupons, the 
manufacturer, the distributor and 
the consumer would all benefit.” 

Mr. Mott stresses that the prob- 
lem of coupon handling “is no 
longer a matter of 2¢ or 24%¢ per 
coupon for handling costs. 

“The entire problem has become 
a major consumer complaint of 
delay and inconvenience at the 
checkout—the expense of which 
cannot be counted in its direct cost, 
or in customer aggravation,” he 
says. 


® Virtually every supermarket 
operator in the country, Mr. Mott 
declares, would be happy if man- 
ufacturers were to abolish coupons. 

More than 13,000 retail and 
manufacturing executives in the 
food industry are expected here 
for the institute’s four-day session, 
and 500 companies will have ex- 
hibits of food products, equipment 
and supplies for supermarkets at 
the Cleveland Public Auditorium. 


Linton 


Venner Percival 
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Advertising Age, May 7, 1956 


ANPA Decree Makes || 


‘Recognition’ More 
Nearly ‘Automatic’ 


(Continued from Page 1) 
mum of 25% of its average 
nonthly billing in liquid capital 
nd assets. 


« The decree specifies that ANPA 
an continue disseminating infor- 
nation about the background, 
unctions and activities of media, 
idvertisers and agencies, so long 
is this is not part of a plan to 
prevent them from dealing with 
ANPA members, and so long as 
there is no reference to rebating 
or cutting commissions. 

With free access to ANPA rat- 
ings assured for all agencies 
meeting minimum standards, the 
government in turn made conces- 
ions to ANPA. One of the most 
mportant was the omission of the 
urveillance clause, the first time 
such a provision has been omitted 
from a consent decree in about 17 
years. 


s From the beginning, ANPA had 
taken the position that the opera- 
tion of a free press might be en- 
dangered if newspapers were in a 
position where the government 
could apply pressure on them by 
sending its agents into their of- 
fices at any time. 

Anti-trust Chief Stanley N. 
Barnes insisted, in turn, that noth- 
ing short of a formal decree could 
be considered. When negotiations 
got under way ‘in earnest, how- 
ever, attorneys from both sides 
found they could agree on drop- 
ping the surveillance clause. The 
Justice Department concurred in 
part, it is believed, because 
ANPA’s forthrightness throughout 
the negotiations created confidence 
that similar cooperation would be 
forthcoming in the event future 
questions arose regarding the op- 
eration of the decree. 


While the department has had no 


comment on the ANPA settlement 
or the outlook for settling the re- 
maining cases, negotiations are 
known to be under way with ABP 
and the Agricultural Publishers 
Assn. There has been no word of 


negotiations with the Periodical) 


Publishers Assn., the remaining 
defendant in the case. 


HENRY W. MARKS 


New York, May 4—Henry Wil-| 2 new package, it becomes clear | 
liams Marks, 56, assistant publish-| that the creative man must develop | 


er of Printers’ Ink, died yesterday 


of leukemia at White Plains Hos-| 


pital. 

Born here, Mr. Marks began his 
career with Printers’ Ink in 1917 
as an office boy. In 1925 he was 
made manager of the publication’s 
reader service department and 
was credited with a number of in- 
novations in classifying and mak- 
ing important advertising data 
readily available for market re- 
search. During this period he also 
did extensive traveling for the 
former Printers’ Ink Monthly. In 


1941, Mr. Marks was appointed ad- | 


vertising manager and held that 
position for nine years until, in 
1950, he was made assistant pub- 
lisher. 

He was a member of the Cana- 
dian Club, National Sales Execu- 
tives Club, American Marketing 
Assn., the Sales Executives Club 
of New York, and the National In- 
dustrial Advertisers Assn. 

His son, Henry Marks Jr., is Cin- 
cinnati manager of the Wall Street 
Journal. 


JOHN C. DYE 
New York, May 1—John C. 
Dye, 66, assistant to the general 


manager of the Worcester Tele-| 


ELDON E. FOX has been named ad- 
vertising manager of the new spe- 
cial products division of Ford Motor 


Co., Dearborn, Mich. He for- 

merly was director of advertising 

and sales promotion of Minnea- 

polis-Honeywell Regulator Co. and 

also has been with Young & Rubi- 
cam. 


Research Is Aid 
to Creative Men, 
Nielsen Asserts 


MILWAUKEE, May 2—Arthur C. 
Nielsen Sr., head of A. C. Nielsen 
Co., Chicago, came to the defense 
of advertising research today. 

Speaking at a Marquette Uni- 
versity advertising conference, Mr. 
Nielsen took cognizance of the 
fact that “some creative people” 
consider research to be a “definite 
handicap, that it hamstrings them 
and hems them in.” 


= Mr. Nielsen cited four ways in 
which the process works: 

1. Research minimizes wasteful 
and futile efforts by enabling the 
creative man to see that a certain 
creative idea has already been 
conceived by a competitor, given a 
thorough trial and found to be a 
failure. 

2. Research increases the chance 
that the creative man can persuade 
management to adopt his brain 
child, because management knows 
that with the aid of good research 
it can test the idea—and take cor- 
|rective action if necessary—before 
|losses have become prohibitive. 

3. Research is useful in suggest- 
ing the most profitable direction 


| Thus, if a competitor is found to 
have greatly increased sales with 


one equally good or still better. 

4. Research can solve “the se- 
rious problem which arises when 
creative men generate more ideas 
| than it is physically and financial- 
|\ly practicable to carry out in the 
|market place. This is a very com- 
}mon situation.” 


‘Chicago Tribune’ 
Slates June 2 
‘TV Week’ Debut 


Cuicaco, May 1—Beginning June 
|2, Saturday editions of the Chica- 
|\go Tribune will carry a new 
|24-page television magazine, “TV 
| Week.” The new “slick” supple- 
ment will succeed an eight-page 
|tabloid newsprint section, which 
|the Tribune now carries on Satur- 
|days (AA, April 23). 

| The new supplement, to be 
|printed on high-gloss enamel pa- 
| per, will be 8%”x11” and will in- 
clude complete program listings, tv 
'feature stories, separate listings 
of tv movies and sports events and 
ja weekly preview of outstanding 
| programs and personalities. 


| 
‘Hoover Advances Spitler 
Hoover Co., North Canton, O., 
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Last Minute News Flashes (kie Is President, 


Goetz Introduces New Beer in Midwest 
St. JosepH, Mo., May 4—M. K. Goetz Brewing Co. will introduce its 
new Goetz beer in five midwestern states on May 14. The five states 


are Kansas, Nebraska, Oklahoma, Iowa and Missouri. Outdoor will | 


be used primarily, with newspapers, radio, television and point of sale 
backing the introduction, which will have the theme: “Wet ‘n’ Won- 
derful.” This is the first time Goetz has used the family name on a 
beer brand. The company heretofore has marketed Country Club beer 
only. Compton Advertising is handling the advertising. 


Soundscriber Shifts Account to F&S&R 


New Haven, May 4—Soundscriber Corp. has named Fuller & Smith 
& Ross, New York, as its advertising agency. The announcement coin- 


cides with the introduction of the company’s new portable “Sound-| 


scriber 200.” H. B. Humphrey, Alley & Richards is the previous agency 
of record. In addition, F&S&R, Chicago, has been awarded the accounts 


of Futorian Mfg. Co. and its divisions, Stratford Furniture Corp. and | 


Stratolounger Inc. 


Needham, Louis Gets Canadian Pepsodent Products 

Toronto, May 4—Pepsodent Sales Ltd. today announced the ap- 
pointment of Needham, Louis & Brorby of Canada Ltd. to handle Life- 
buoy shave cream and Lypsyll lip salve, effective July 1. This just 


about completes the disposition of the Lever Bros. end of the business | 


Ruthrauff & Ryan has been handling in Canada. 


Hughes Succeeds Bassett as ‘Sentinel’ Publisher 


MILWAUKEE, May 4—Wallace M. Hughes, formerly vp and assistant 
general manager of Hearst Advertising Service, has been named pub- 
lisher of the Milwaukee Sentinel. He succeeds Robert C. Bassett, who; . - ; 
has resigned to join Joseph Schlitz Brewing Co. as a vp handling labor | ivision of Union Carbide & Car- 


relations and community affairs. Before becoming publisher of the) 


Sentinel in 1954 Mr. Bassett was labor counsel for Hearst Corp. 


Crider Leaves K&E as TV-Radio Director 


New York, May 4—Wickliffe W. 


Crider has resigned as vp and tv- 


radio director of Kenyon & Eckhardt effective June 1. Mr. Crider, who 


was a member of the agency’s plans board and board of directors, | 
could not be reached for comment. The unexpected announcement | 
came a few days after the tv-radio department had been put under | 


newly appointed senior vp G. Maxwell Ule, former research vp, whose 
responsibility now covers research, promotion, media and the tv-radio|~ “LE tn . 
department. (See separate story on Page 20.) | joined Mathes, bringing along six 


‘Herman Miller Furniture Moves to Mathes 


New York, May 4—Herman Miller Furniture Co., Zeeland, Mich., 
will appoint J. M. Mathes Inc. to handle its account, effective June 1. 
Earlier this week, Alfred Auerbach Associates resigned the account 
due to a conflict between Miller and B. G. Mesberg, national distrib- 


utor for Paul McCobb. 


Metzger Joins Donahue & Coe; Other Late News 
e Albert W. Metzger, formerly advertising director of Alexander 
Smith Inc., has joined Donahue & Coe as an account executive. 


e Arthur Cohn & Associates has resigned the transportation advertis- 
ing of Calvert Distillers Co., effective July 31. After that date, AA was 
told by a spokesman for Calvert, Calvert whiskies’ transportation ad- 
vertising will be handled by Grey Advertising Agency, which handles 
Calvert Reserve, except that Carstairs whisky will be handled by 
Dowd, Redfield & Johnstone, agency for that brand. 


- : 
for the creative man’s efforts.| Joe Furth has joined Henri, Hurst & McDonald, Chicago, as a vp 
and member of the executive staff. He formerly was with Ruthrauff 


& Ryan. 


Russell MacDougal, 
VP of Y&R, Chicago, 
Is Dead at 56 


Cuicaco, May 3—Russell K. 
MacDougal, 56, a vp in the Chi- 
cago office of Young & Rubicam, 
died today in Albert Merritt Bill- 
ings Hospital. 

Mr. MacDougal’s advertising ca- 
reer spanned 35 years and included 
work in both the agency and news- 
paper fields. Before starting his 
association with Young & Rubi- 
cam here in 1948, he was an ac- 
count executive with N. W. Ayer 
|& Son in Chicago and Detroit for 
|18 years. Mr. MacDougal was ad 
| manager of the Johnson Motor Co. 
from 1923 to 1930 and had had his 
own agency at LaPorte, Ind., for 
|two years previously. 
| Born at Racine, Wis., he studied 
lat the University of Wisconsin. 
|After a tour of duty with the 
|Army in World War I, Mr. Mac- 
| Dougal served on the editorial and 
advertising staffs of the old Racine 
Journal-News, Wisconsin State 
Journal and LaPorte Herald- 
Argus. 

An ardent golfer, Mr. MacDou- 
gal was an active member of Olym- 


gram Publishing Co., Worcester, has promoted Sam H. Spitler to! pia Fields Country Club, of which 
Mass., died April 26 at Roosevelt 
Hospital of a heart attack. Mr. Dye 
had been attending the convention 
of the American Newspaper Pub- 
lishers Assn. 


| manager of public relations. Mr. 
Spitler, formerly commercial sales 
| manager in the company’s New 
| York office, will continue to work 
\from New York. 


|he was a past governor. He was 
| Sosmnerty president of the Hinsdale 
|Country Club and was a member 
of Chicago Post No. 170, American 
| Legion. 


RICHARD B. HUESTIS 

Toronto, May 1—Richard B. 
Huestis, 76, an advertising execu- 
tive with Maclean-Hunter Publish- 
ing Co. for many years, died here 
April 28 after an illness of several 
months. 

He joined Maclean-Hunter in 
1907 when he opened the compa- 
ny’s New York office, and returned 
to Toronto in 1921 to become east- 
ern advertising manager of Mac- 
lean’s Magazine. He launched 
Mayfair and Canadian Homes & 
Gardens for the company during 
the ’20s and directed them until 
1951. He continued to act in an 
advisory capacity until his retire- 
ment last year. 


HENRY H. STERN 

Cuicaco, May i1—Henry H. 
Stern, 84, former publisher of the 
now defunct magazines Leslie’s 
Weekly and Judge, died here April 
30. He was president of the Leslie- 
Judge Publishing Co. of New York 
and Chicago until he retired in 
1944. 


R. O. d’'ALBRET 

Cuicaco, May 3—Ralph O. 
d’Albret, 58, regional manager of 
Topics Publishing Co., died yes- 
terday, while attending a baseball 
game at Wrigley Field. 

A native of Fort Worth, Tex., 
Mr. d’Albret had been with Pro- 
gressive Grocer and was western 
manager of American Druggist 
before joining Topics in 1951. 


Mathes Chairman 
of Mathes Agency 


| (Continued from Page 1) 
}tention of seven account execs. 
The “expanding volume of busi- 


ness” cited as a reason for the 
top-echelon realignment includes 
the acquisition, in the last 18 


months or so, of such accounts as 
the following: Bates Fabrics, Lu- 
kens Steel, Keuffel & Esser (engi- 
neering instruments), the silicones 


W. T. Okie J. M. Mathes 


bon, and the U.S. Independent 
| Songname Assn. Two months ago 
Mathes was named by Crown Cork 
| & Seal. 
| Last November it resigned Ken- 
wood Mills and some time ago 
lost Air France. It also has recent- 
ly lost Houbigant and Reeves 
Soundcraft. 

In August, 1955, James P. Saw- 
yer closed his ad agency and 


key people and his major account, 
Bates Fabrics. Mr. Sawyer’s agen- 
cy had been billing about $1,000,- 
000. 


@In 1955, the Mathes agency 
ranked 47th in AA’s annual bill- 
ings listing. Its total last year came 
to $14,500,000. This was $4,000,006 
more than the agency billed in 
1945. The agency remained ap- 
proximately at the $11,000,000 
level for four years. Then, from 
1950 on, it moved up to the $14,- 
500,000 mark. 


WGN Severs Hookup 
‘With Mutual Aug. 31; 
To Be an Independent 


Cuicaco, May 3—Radio Station 
WGN will terminate its 22-year 
affiliation with the Mutual Broad- 
casting System when its present 
contract expires Aug. 31, accord- 
ing to J. Howard Wood, president 
of WGN Inc. 

WGN, one of the founders of 
Mutual in 1934 and one of the solid 
supporters in the Mutual affiliate 
family, sold most of its interest in 
the network some time ago. 

Mr. Wood said the break was 
made as a part of WGN’s plans to 
“exercise complete control over 
programming,” and that as “a clear 
channel station in the nation’s sec- 
ond largest population center our 
future is more promising as an 
independent station.” 

As an indication of how the 
stock of successful independent ra- 
dio stations has risen, a Chicago 
syndicate this week made an un- 
successful bid of $6,000,000 (ask- 
ing price for many top tv outlets) 
for WIND here, which is not for 
sale. 


to take place in the station’s pro- 
gramming or rates in the near fu- 
ture. Currently, only about 12% 
of WGN’s time is taken by Mu- 
tual, Mr. Wood said. 

Mutual hasn’t signed a new af- 
filiate in Chicago as yet. During 
the recent National Assn. of Radio 
& Television Broadcasters conven- 
tion there were talks between 
WLS and Mutual, and MBS repre- 
sentatives will be in Chicago to 
talk with WLS again next week, 


s No major changes are expected 
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HE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


(CORTES ARS RE he SE RL ET TEES SG SS TTS 
HELP WANTED | HELP WANTED 


YOU'RE OUR GIRL | SOUTHWEST RESIDENCY 

If you have solid (at least 4 years) retail | Artist needed for public relations staff of 
fashion copy background, but aspire to be| a large company. Applicant should have 
more than a copywriter. If you know pro-| poth illustrative and production talent 
duction and how to work with printers | Involved will be illustrations, layouts, and 
and engravers. If you're a self-starter and production for advertising, magazines, 
can think through and follow through an| pamphlets, and all other media of public 
assignment from beginning to end. If you | relations. Salary open. 


ean reliably and intelligently assist adver- Box 8367, ADVERTISING AGE 


tising manager in diversified promotion . ' _ 
and advertising projects. If you can take 200 E. Illinois St., Chicago 11, Illinois 


detail along with the “fun” things phone| WANTED—Free Lance Copywriters and 
Andover 3-0200, (Chicago), Mrs. Atkinson | Artists in vicinity of New York area; 
ADVERTISING WOMAN in 20's with col-| strong in Direct Mail. Write giving quali- 
lege degree. Must be an excellent writer | fications and experience. 

and type. Handle all phases of advertising. | Box 8368, ADVERTISING AGE 
Excellent opportunity with small Chicago 480 Lexington Ave. New York 17, N.Y 


agency. State 2-1607 ASSISTANT ART DIRECTOR 
POULTRY INDUSTRY NEWSPAPER | We have an opening in our studio for a 
wants aggressive advertising salesman | talented, experienced layout man who can 


with some experience, and with complete 
confidence in his ability to personally 
contact top men on national and regional | and sales promotion material for 
accounts. Should be capable of planning | accounts. The fare is varied, the oppor- 
presentations, and making layouts, as well | tunity great and the salary open. Send 
as writing ad and promotion copy. Will at | tui particulars with salary requirements 
present work directly under publisher, | immediately to: Ward Baim Omens Stu- 
with wide latitude to be given as ability| qios, 310 W. Liberty, Louisville 2, Ky 
is shown. Field is large, opportunities ~ 

great, work challenging. Rewards will be 
in keeping with efforts expended. Only 
man who is willing to give unstintingly 
of his time, energy and imagination need 
apply. Write, giving age, experience and 
income requirements, THE POULTRY- 
MAN, Vineland, New Jersey. 


create and follow through on effective 


tive flair to handle advertising, publicity, 
public relations. Excellent opportunity 
Write detailed experience, qualifications 
Box 8369, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BARNARD'S — NATIONWIDE 


ADVERTISING & PUBLISHING | CONFIDENTIAL LISTING 
FOR ALL TYPES OF PLACEMENTS | aay. Art Publ’g meseerch 
GEORGE WILLIAMS - PLACEMENTS | w, 2.2306 202 S. State Chicago 
209 S. State St. Ha 7-1991 Chicago 
SUPERVISOR IF 


MARKET RESEARCH you are interested in in- 
'| creasing your advertising 

in directing and queresaating || lineage in the Midwest, and 
activities of national field repre- || 7 : 
sentatives. Also involves ques- |) you publish a magazine or 
tionnaire design and preparation magazines that are impor- 
of instructions to field represent- tant in their field—we are 
atives. Must have college degree - d i Iki ith 
and practical experience in field interested in talking wit 
interviewing, supervision of field you. 
interviewers and uestionnaire . rn 
design. Submit comeme resume. We can furnish the very 
Salary open. Box $40, ADVER- best of references but more 
TISING AGE, 200 E. Illinois St., important we feel is the fact 
that we can assure you top 
notch sales performance. 


Female to supervise office staff 


Chicago 11, Illinois. 


FOOD MARKETING EXECUTIVE 
AVAILABLE 


Phone, write or wire 


| . 
Bneeptiqnsdl. wide oxperene in O. A. Feldon & Associates 
. »« MARKETING multi-million 
dollar volume food products for two 185 N. Wabash Ave. | 
leading mfrs iy medi Chicago 1, Illinois 
c SING in all media . 
PLANNING of many successful Phone Franklin 2-4842 | 
trade and consumer campaigns | 


—— and PROMOT ONS that 
wor 

PACKAGE DESIGN that 

sales 
RESEARCH for improvement and 
new product development 

OTHER TRAINING including pro- 
duction planning, long range fore- 
casting, consumer and trade rela- 
tions. 

Available because of merger, Age 43 


makes 


WANTED: MAN FOR LAYOUT, | 
ART, PRODUCTION 
| 
| 


Must be competent and fast, familiar 
with procedure in executing production 
art for printed advertising materia! 
Knowledge of typography essential 

A challenging opportunity for experienced, 
energetic man with fast growing crea- 
tive printing plant. Send resume of back- 


‘ ground, starting salary expected to Le- 
Bc te | emew * - ——, Roy Barfuss, Art Director, Wetmore & 
x 7 vertising f° Company, P. O. Box 13026, Houston 19, 

480 Lexington Ave., N. Y. 17, N. Y. Texas 


ART AND COPY 
OPENINGS AT 
THE BRADY COMPANY 


| Experienced 


HELP WANTED 
WANTED: For New York Office 


Competent, experienced space salesman to 
represent well-known Chicago industrial 
publisher. This rates as a GOOD job. Ac- 
quaintance with technical advertisers and 
their agencies is essential. 


POSITIONS WANTED 


MISCELLANEOUS 


PRODUCTION MANAGER 
13 Years Chicago agencies. 
trained all 


ried. Chicago location desired. 
Box 8371, ADVERTISING AGE 


Thoroughly 
phases of graphic arts. Reli- 
able, trustworthy. 38 years old and mar-| 


FREE OFFICE SPACE 
f 


or 
FREE LANCE ADVERTISING MAN 
CHICAGO ADVERTISING AGENCY 
20 W. Jackson Bivd. WE-9-4240 


Advertising Age, May 7, 1956 


PUBLISHERS-ADVERTISERS 


Box 8370, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Send resume and small photo—which will 
be treated confidentially 


Bankers Bldg. 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
OLENE 


An 3 4424) 
Chicago 3. 


POSITIONS WANTED 


200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION MANAGER 
| Age 36, 11 years business paper experi- 
ence, writes successful direct mail pro- 
motion, thorough knowledge of ABC and 
BPA, work simplification 
analysis, fulfillment, correspondence. Able 
to set up new, simple systems to process 
subscriptions, jack up renewals, help 
| solve your circulation problems. 
| Box 8372, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 


and methods | 


| Why pay premium prices for newsprint 


when we can print for you. Standard or 
Upgrade paper. Complete publishers’ fa- 
cilities, from composing to bindery-letter- 
press-large midwest plant-competitive 
prices. 
Box 8355, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Stock color illustrations for advertising. 
200,000 varied subjects by top photog- 
raphers. Also one million black and 


ADVERTISING MANAGER 

industrial advertising man- | 
ager seeks challenging marketing job. | 
Aged 37; married with family. Offers un- 


| usual combination of 7 years current ad- 


| vious 


management 
engineering 
publication 


vertising plus 9 years pre- 
Experienced in all 


advertising, direct 


phases; 


|}mail, publicity, market research. Califor- 


newspaper and trade advertising, P.O.S.., | 
major | 


| 
| 


ADVERTISING MAN: Young with crea- | 


| 


nia preferred; other locations considered 


REPRESENTATIVES AVAILABLE 


Young energetic and 


creative rep has 


opening for additional publications, Ohio 


territory. Box 8362, Advertising Age. 


200 E. Illinois St., Chicago 11, Illinois 


Top producing representative available for 


Chicago and midwest coverage. 
references for ability and integrity 
Box 8373, ADVERTISING AGE 


Highest 


whites. Selection on request 
45 St., N.Y.C. 


FPG, 62 W 


THOROUGHLY EXPERIENCED 
SPACE SALESMAN AVAILABLE 


Experienced industrial Space 
Salesman, trained in market re- 


Stop-watch by Gallet 
Clothes by Brooks 
Work-horse by Nature 
ASST - DIRECTOR - PROD. TV 
RADIO, FILMS; CHI. N.Y. B'GRD 
Box 8345, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


S 


pic 


incorporated 

Photographers 

DEARBORN 2-1062 

187 N. LaGALLE,. CHICAGO ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ADVERTISING 
PRODUCTION MAN 


To produce finest quality 
printing and to operate a 
library of printed samples. 


Two to four years of agen- 
cy or industrial advertising 
production experience nec- 
essary. 


Should be interested in 
Graphic Arts production 
and paper. 


Maximum age 35. Salary 
commensurate with ability 
and experience. 


Write immediately giving 
full details to 


Harry D. Gates 
KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 


Available in Los Angeles May 7-18th. = “hic inoi 

Reply c/o J. L. Furlong, 14836 Larkspur 200 E. Illinois St., Chicago 11, Illinois 

Ave., Sylmar (San Fernando) Calif BUSINESS OPPORTUNITIES 
CREDITS Trade Magazine Wanted: We are inter- 


ested in a trade magazine now operating 
profitably with gross of approximately 
$250,000. Please send copies and details. 
Box 8077, ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 
Amazing suburban business! 
Test it in Sanders ABC 3 
Genesco, N.Y. 


CHICAGO 
ADVERTISING AGENCY 
PERSONNEL 


% Whether you are the head 
of an agency or one of the men 
behind the desks, we may be 
able to help you — and it won't 
cost you a cent! 

% Our PROFESSIONAL 
DIVISION serves many of Chi- 
cago’s leading advertising and 
publicity agencies, newspapers, 
magazines, radio and TV sta- 
tions. 

% Our files contain applica- 
tions from graduates of 106 col- 
leges and universities. We have 
copy writers, artists, media peo- 
ple, editors, free lance writers. 

% No fees charged applicants 
or employers. 

Professional, Sales & Clerical Office 
Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 


search, desires progressive 
change. Offers contacts with top 
brass in agencies in Chicago, 
Detroit, Cleveland, Milwaukee 
and environs. No dreamer, this 
space man knows effective calls, 
plus creative selling, as only 
sure way to increased lineage. 
Available immediately. Box 941. 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


NEW YORK SPACE SALES 
Fast growing progressive inves- 
tor monthly with 100% success 
stories is ready to upgrade its 
New York area sales efforts to 
full-time sales representative 
or full-time space salesmen 
immediately. Very close coop- 
eration and good income guar- 
anteed. This is a bonafide op- 
portunity for a permanent 
connection with ample growth 
income potential. Top level cor- 
poration contacts valuable, but 
self-reliance, consistent efforts, 
and ability to tell a convincing 
story is mandatory. Send brief 
resume, photo, and phone num- 
ber to Box 946, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


stock purchase. 


contact through your bank. 
Box 939 
200 E: Illinois St. 


AGENCY MANAGEMENT OPPORTUNITY 


Well regarded, 23 year old Chicago agency offers ready 
made opportunity to right man who has looked forward 
to heading medium sized agency and who can contribute 
$300,000 in sound billings. With or without immediate 


Seasoned staff provides excellent experience in con- 
sumer, farm and industrial fields. 

This opportunity occasioned by desire of present man- 
agement to confine activities to account handling. Refer- 
ences exchanged. Write in confidence for appointment or 


ADVERTISING AGE 


Chicago 11, Illinois 


The Company Unusually young, hard-working, 35-man statf— 
making award-winning creativity and breadth 
of service pay off in better client programs. 
Handsome new offices . . . fine account range... 
friendly, informal atmosphere attractive 
profit-sharing plan. Wonderful family living 
and recreation, 3 hours from Chicago. (For a 
close-up, see Advertising Requirements, May) 


The Jobs 


We need several experienced, young writers for 
copy-contact groups handling national accounts. 


Wanted — Advertising 
Agency Industrial 
Account Executives 


Must have ability to justify at least 
$10,000. Background on products 
sold through industrial supply dis- 
tributors and automotive jobbers 
desired. Machine tool and electrical 
equipment experience welcomed 
Large midwest 4A agency outside 
Chicago. Box 943, Advertising Age, 
200 E. Illinois St., Chicago 11, fii’ 


Not a “first job”—you must have substantial 
copy experience, and hopefully, account super- 
vision potential. 


In art, we need versatile, modern layout help— 
plus one prospective art director. 


Write, don’t call. Give complete background, school 
and work. Enclose snapshot and samples, if available. 


THE BRADY COMPANY 
Irving Zuelke Building, Appleton, Wisconsin 


ACCOUNT 
EXECUTIVE 


Fully recognized, fully staffed 24-year-old 
New York agency with $2,500,000 billing 
wishes to build up a more diversified list 
of accounts. Has room for two account ex- 


ecutives, preferably with creative back- 
grounds, who control immediate billing. 


Minimum salary first year $10,000. Addi- 
tional compensation based on accounts serv- 
iced. Write in full. Confidential. 
Box 934 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


DRAKE PERSONNEL, INC. 
Confidential Nation-Wide 
ACCOUNT EXECUTIVE....... OPEN 
Solid background, food. Top level Agency 
COPYWRITER os $12-15,000 
Consumer & Indust. for Midwest Agency 
EDITING, PUBLIC RELATIONS $6-7,000 
To 35 Years of age. Industrial Experience | 
SPACE SALES héoke $6-10,000 | 
Consumer & Industrial Publications 

BETTY CLEM 
220 S. State St Chicago 


HA 17-8600 


Own a FLORIDA Agency 
Enjoy comfortable living in the 
Sunshine State! Well estab- 
lished, nationally recognized ad 
agency provides five-figure in- 
come for owner. Ripe for ex- 
pansion. $10,000 down. 

Box 937 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. || 


PROMOTION MANAGER 


Here’s a picture of the promotion mana- 
ger we seek. Under 40. Executive ability 
to direct an efficient department. But, 
in addition, a sound background on the 
editorial, advertising and circulation end 
of promotion. A creative, practical pro- 
motion manager, we mean, instead of a 
purely administrative one. We are one of 
America’s leading newspapers located in 
chart area 2. Tell us why your experience 
and qualifications warrant a personal in- 


terview. Write in detail and in strict 
confidence. 
Box 936 Advertising Age 


480 Lexington Ave., New York 17, N. Y. 


circulation. 


Michigan, and part of Chicago. 


200 East Illinois St. 


INDUSTRIAL SPACE SALE 


Leading ABC-ABP Business Paper Publisher requires top- 
grade space representative. Opportunity for an energetic, ex- 
perienced salesman to move ahead with a progressive business 
paper building on editorial quality, reader service, and quality 


Location: Chicago headquarters. Territory: Indiana, part of 


Heavy industrial experience desired with ability to write new 
business. Integrity, a prerequisite; along with desire to grow. 


Salary commensurate with experience. 


Send resume; all communications treated in full confidence. 


Box 944, ADVERTISING AGE 


Chicago 11, Illinois 
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EDITORIAL ASSISTANT 


Leading Chicago Trade Journal has opening for ex- 
perienced writer who can write clearly on manufactured 
products as well as on news items concerning specialized 
industrial field. 


The principal requirement is ability to rewrite with 
ease, accuracy and intelligence; and familiarity with edito- 
rial procedures. Should have copy editing background and 
know preparation of copy for publishing. 


Some college preferred; degree not essential. Send ré- 
sumé and salary requirements. 


All communications treated in full confidence. 


Box 945, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


An Outstanding Opportunity 
for an Alert Editor 


ADVERTISING REQUIREMENTS, sister publication of Advertising Age, 
has an immediate opening as managing editor for a man with 
business paper background and/or knowledge of advertising 
production, promotion and merchandising. Here’s a real oppor- 
tunity for the right man to grow with a lively, growing monthly 
business publication. Writing ability, knowledge of editorial lay- 
out, and editing skill will be primary considerations. Send ré- 
sumé, recent photo and salary requirements to: 


Dick Hodgson, Executive Editor 


Advertising Requirements, 200 E. Illinois St., Chicago 11, Ill. 


REACH THE FARMER 
10 Years top experience on national and 
local pr, publicity and promotion for 
stock yards, stock shows, beef ‘eed pro- 
motion. dairy promotion group. Now han- 
diing advertising, research and educa- 


WE NOW NEED 
Copy Chief Food Bkgd. $12,000 
Technical Editor $ 8,000 


BIRCH 
* 


tional materials on soil] management for Paeee Spece Seles 10,000 
agency account. Understands farm, knows Executive on E : 7,000 
techniques to reach farmer, widely ac- . jome Ec. 

quainted in farm field. Seeks position Placement By ine ealy 


with far-sighted company that wants man 


who can plan, produce and represent on 59 E. MADISON + SUITE 1417 


Counselors CEntral 6-5670 


38 
Box_938 ADVERTISING 
200 E 


high level. Age 3 j 
AGE 
Iilinots 


Tilinols St... Chicago 11. 


ADVERTISING DEPARTMENT 


of nationally known food company has permanent position 
available in New York for young man who wishes to actively 
participate in all phases of advertising. Some experience in 
production and sales promotion preferred, but not essential. 
Résumés supplying details including educational background, 
experience and salary requirements will be considered in strict 
confidence. Our staff knows of this advertisement. BOX 942, 
480 Lexington Ave., New York 17, N. Y. 


Trade Publication, tied to a pop- 
ular trend and a fast-growing 
market, backed by publisher’s 
intensive promotions, has terri- 


TOP SELECTIONS! 
MERCHANDISING MGR $20,000 
Solid history in foods or related 


MARKET RESEARCH DIRECTOR $20,000 
Heavy experience in foods, etc. 


tories for space sales represent- 
Poods os panaeh eset = ames atives in many key areas. Write: 
SR. COPYWRITER $10,000 Do-It-Yourself Buyers’ Guide, 


Foods, 


PRODUCT BRAND MGR 
Foods, or related packaged goods 


or beverage— West Coast agency 
$10,000 


10 N. Clark St., Chicago 2, il. 


ASS'T MEDIA DIRECTOR....... $10,000 
Solid agency print background 


SPACE BUYER esegeece 
All-around print ‘experience 


If qualified, contact in confidence 


OUTDOOR ADVERTISING SALESMAN 


Interesting position for go-getter to join 
Phila’s No. 1 wooo firm as under 
study to head of pany. Good salary 
and secure future “eating to top man- 
agement. 

Prefer man, 27-35, with outdoor know- 
how. Will consider others. 


Landau Outdoor Advertising Co., Inc. 
3627 N. Smedley Street, Phila. 40, Pa. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 


Wabash Agency 
202 S. State—Chicago 4— 


WaAbash 2-5020 


EXPERIENCED CONVENTION AND EXHIBIT MANAGER 


A key position in Advertising Department of one of America’s 
leading TV-appliance manufacturers for man experienced in 
staging and coordinating sales conventions. Must also have 
thorough knowledge of planning, coordinating, and producing 
exhibits for trade shows, plus consumer exhibits such as Elec- 
trical Living Shows, state fairs, and other permanent exhibits. 
Chicago location, but national travel involved. Write, do not 
telephone, giving fully detailed résumé of experience, past 
earnings, and salary requirements. All replies will be held in 
strict confidence. 


Address Mr. E. |. Eger, Vice President 


Admiral CORPORATION 


3800 W. Cortland St., Chicago 47, Ill. 


Sinclair Ball 


CONVIVIAL—Photographed at the Assn. 


Advertisers meeting in Toronto last 


| Sinclair, Jos. E. Seagram & Sons; A. C. Ball, Cana- 
Canadian Income 
Will Be Up 24% 


By ‘65, ACA Hears 


(Continued from Page 3) 
validator or a disputer—of pre- 
mises. And he emphasized a second | 
use—as a measure of advertising| 
efficiency and tool in improving it} 


® Dr. Seymour Banks, Leo Bur- | 
nett Co., Chicago, told the group 
that Canadian tv had made great 
strides in 1955, taking about $40,- 
000,000 a year in advertising rev- 
enues and tripling its take of 1954. 
He observed that all Canadian me- 
dia have become more expensive 
and somewhat less efficient in | 
copies per dollar than they were | 
some years ago. 


® Dr. Robert F. Elder, exec vp) 
of Plax Corp., Hartford, told the 
group that market research is more | 
than a single survey or project. It) 
must, he said, be a “continuing 
program, integrating material from | 
many sources to produce a com- 
prehensive picture of the market.” 

The advertising agency section 
of the program featured a discus-| 
sion of basic findings on 20 years | 
of Starch studies by Dr. Howard| 
Stone, president of Daniel Starch 
& Staff. 

He was followed by a session 
planned by the Copy Directors 
Club of Toronto, which placed 
emphasis on closer understanding 
and better liaison between creative 
people and advertising managers 
of clients. 


s To explain the agencies’ posi- 
tion, the CAAA assembled a gi-| 
gantic panel of 33 agency presi-| 
dents or senior officers, who dealt 
one at a time with problems of 
profits, ethics, bilingual transla- 
tion, charges and fees, and coop- 
eration with other groups. 
Out of the session came a fairly | 
quick, capsule picture of the ad- 
vertising agency in Canada: 
Canadian advertising agency 
men believe their copy compares 
with any in the world, although 
limited budgets have somewhat 


reduced their ability to experiment | 


with art and photographic tech- 
niques. Profits are small—on the 
average only .88% of billing in the 
1954 Dominion Bureau of -Statis- 
tics report. 

They think the time is ripe for a 
Canadian Advertising Council. 

About 61.9% of the agency’s in- 
come goes into salaries of people 


“Our 45th Year" 


ACC’T EXEC., 30-40 $20,000 
Creative man. 8-10 yrs. agcy. exp. 
COPY CONT., 35-45, Food bey 

ASS’'T ART. DIR. 30-40, 15,000 
ASS'T MEDIA DIR. Print copy $9M 


ee CORPORATION 


| color ty will be important in Can- 


Farthing 


of Canadian 


week are W. W._ inghouse 


|who work for it. Advertising in| 


McCarthy 


Houston 


dian Advertising; Ken J. Farthing, Canadian West- 
Cas F. 
and A. W. Houghton, Stevenson & Scott. 


S. McCarthy, Williams-Thomas, 


Canada represents about 1.5% of Resnick & Katz Moves 


gross national product, only slight- | 


ly below the 2% figure for the U.S. | agency, 


; fices at 10 E. St. 
|®@ The CAAA agencies place some a ee 


95% of Canadian national adver- 


tising. They feel that little Cana-| 


dian advertising can now be con-| 
sidered unethical. 
They are interested in color tel-| 
evision, and it was predicted that 


ada about three years after it be- 
comes an important advertising 
factor in the U.S. 


David Advertising Bankrupt 

David Advertising Co., 6 E. 39th 
St., New York, has filed a bank- 
ruptcy petition, listing liabilities of 
$18,886 and no assets. President 
|Dave Youner reports that bad 
debts by certain agency clients 
precipitated the bankruptcy. A 
new agency, David Industrial Ad 
|& Art Agency Ine., has been 
| formed, with Mr. Youner as presi- 
dent. It is located at the same ad- 
dress and is handling most of the 
accounts formerly serviced by 
David Advertising. 


Doran Joins Helene Curtis 

Jack Doran has been appointed 
to the new position of director of 
marketing of the toiletries division 
| of Helene Curtis Industries, Chica- 
|go. For the past five years, Mr. 
| Doran has been director of adver- 
tising and sales promotion of 
Simoniz Co., Chicago. Previously 
he was merchandising manager of 
Tatham-Laird. 


Resnick & Katz, New York 


has moved into new of- 


Moss displays in Top Super 
Markets. Check locol broker or 
representative for proof of per- 
Write or call ovr 
representotive or station for 
full information on Tele-Sell 
ond other merchandising pro- 
motions! 


formance 


srtith 


A 3 BILLION DOLLAR 
MARKET 


Studios in both Duluth and Superior. 
Exclusive Mobile Unit. 


WDSM.-TV 


NBC - CHANNEL 6 


Duluth and Superior 


AMiliated with Duluth Hersid & News Tribune 


> Ene be s Agmey’, 
Stanley D Adv. Div. 
110 S. Dearborn CE 6.5985 Chicago 


Exclusive National Representatives 


& Perens, GRIFFIN, WOODWARD. ino. 


$100,000 


worth of 
ears on a 


$1200 


investment 


“Spot announcements April 12th, 13th 
and 14th of this year sold 41 used 
cars. Gross sales were over $41,000! 
“A repeat the following weekend sold 
28 new Fords with gross sales over 
$60,000! 
“Total sales were over $100,000 at a 
cost to us of $1200 for television 
time.” 

Art Gillespie 

Gen. Mgr., Clyde Garfield, Inc. 

. Another reason why the swing in 

New England is to Channel 9! 


Represented by FORJOE-TV 


7, ABC Network 
CBS - NBC 
c 


WMUR-TV 


CHANNEL 9 
MANCHESTER, N. H. 


Serving BOSTON — MANCHESTER 


oh fee 
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